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Some of the world’s most memorable ad 

campaigns are so deceptively simple, seeming 
to sprout from our everyday vocabulary. Nike’s 
slogan, “Just Do It,” is just one example, 
synonymous with the little swoosh of a logo, 
even though the phrase has nothing to do with 
athletic shoes. 

But don’t be fooled. Successful ads and 
marketing copy are made, not born. A small bag 
of not-so-secret writing tricks can help you make 
your products irresistible. Anyone who chooses 
not to invest in big ad agency copywriters can 
use these techniques to write great ads and 
marketing materials. 

 
Trick #1  The fewer words, the 
better—always 

White space can be your most effective 
selling tool because readers love it. No matter 
how many wonderful features your cards deliver, 
always resist the temptation to fill a page with 
facts and figures. It’s far better to focus only on 
the most useful and impressive points that 
readers are likely to remember when they’re 
standing in front of a display rack. They only 
need enough information to make a buying 
decision. Save the technical details for your 
keynote address at the next trade conference. 

 

Trick #2. Complete sentences—not 
necessary 

Inexperienced writers often choke on 
mechanics, haunted by that English teacher’s 
voice droning, “Never end sentences with 
prepositions, never begin sentence with “and” or 
“but,” never write in fragments.” 

When you forget about sentences, you can 
throw all those rules out the window. In 
advertising, short phrases—and even “bad” 
grammar—get the point across. Remember that 
beer with “less” calories? 

“Got milk?” 
 

Trick #3  Use meaningful pictures 
No matter what shape the economy is in, a 

picture is always worth 1,000 words. If your 
product’s appearance is memorable, show it. 
Give it a face that people will recognize. We’ve 
all seen ads filled with evocative images that 
never mention or show the product. This is a 

great strategy if your budget’s unlimited and you 
have no interest in sales; otherwise, bad idea. 
People are inundated every waking moment with 
so many pitches, they’re not going to waste a 
single brain cell trying to figure out what you’re 
trying to sell. 

Too many ads waste precious real estate 
on graphics and stock photography that are cute 
and colorful, but do nothing to imprint the 
product on people’s minds. Whenever you use 
pictures, make sure they relate to what you’re 
selling. 

 
Trick #4  Riddle ‘em with bullets 

When you provide product benefits, bullet 
points are almost always better than a 
paragraph. And they’re much easier to write. 

Short phrases are preferable, and they 
don’t need ending punctuation. The key is to be 
consistent, whichever you do. If you make one 
bullet a complete sentence, make them all 
sentences. 

Make each item active. OK, here’s a bit of 
grammar: Verbs = Action, Adjectives = 
Description. Always think action, not description. 

Instead of: 
 Run multiple services (action) 
 Dramatically reduced cost (description) 
 Forward your number anywhere 

(action) 
 Free voice mail included (description) 

Make it: 
 Run multiple services (action) 
 Reduce costs dramatically (action) 
 Forward your number anywhere 

(action) 
 Get voice mail FREE (action) 

It’s that simple. 
 

Trick #5  Break it up with titles, not 
paragraphs 

Short, descriptive titles give your lists 
meaning and lead readers’ eyes through the 
copy. Readers expect choppy writing in lists, so 
no narrative transitions are needed to move from 
one point to the next. 

If you keep these tricks in mind, you’ll 
increase your copy’s readability and attract 
buyers. 
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