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Housekeeping Notes:
• Continuing education will only be awarded for those who view the live session

• You must attend the entire training to receive continuing education hours

• Post-event evaluation surveys are required to receive continuing education

• For Nursing/Social Work/Mental Health Counselor credits you must provide your license number 

in the post-event evaluation survey

• For CHES credits, you must provide your CHES ID in the post-event evaluation survey

• You will receive your certificate for continuing education by email within 30 days of this training
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Copywriting & Design
. . . The Basics

Jennifer Bierer
Manager, Communication
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Objectives:

1. Write stronger more effective marketing content

2. Recognize & utilize basic design concepts

3. Use compelling copy & apply basic design concepts to meet 

communication/marketing goal
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A. What will this say?

B. How will this look?
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Writing Is a Design Skill
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Start with a boring document

▪ Forget about formatting

▪ Narrow the audience

▪ State call to action

▪ Determine the value proposition

▪ Add the key details When, Where, How

Who

What

Why
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Narrow Audience

▪ Specific (Is it really everyone?)

▪ Repeat & Familiar (They love you, they love this topic, captive)

▪ New & Engaged (understand why they need to participate; urgency)

▪ New & Unengaged (likely unaware of benefit/need; no brand/identity recognition)

Wide Who to Narrow Who
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▪ Identity 

▪ What Incentives/What Challenges

Influence your

value-added proposition

Narrow Audience

Know Your Audience
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Narrow Who

Wide Who
▪ Community Member

▪ School District

▪ Parent/Caregiver

▪ Parent of a teenager

▪ High School

▪ 15–16-year-olds

▪ New Driver
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Call to Action

Reader will…

▪ Learn

▪ Register

▪ Attend

▪ Share

▪ Remember

▪ Do something

What
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Value Proposition

Think like a salesperson

Why

▪ Benefit

▪ Valuable Information

▪ Needed Resource

▪ Take-a-ways, give-a-ways, freebies, food

▪ Location (convenience, parking, multi-task)

▪ Endorsements/Influencers

▪ Popularity 

▪ Solution to challenge
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Key Details

Important for call to action 

When

▪ Date (spell out or abbreviate)

▪ Time

Where

▪ Location (parking, direction, address)

How

▪ Clear

▪ Step by step 

▪ Multiple options?

▪ How to get help

When, Where, How
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Process of writing 

advertisement copy.

▪ Science

▪ Psychology
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Advertising:

▪ Action of calling attention to something

▪ Promoting something to a target 

audience
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▪ Pitches

▪ Product Descriptions

(curriculum, presentations, trainings, services)

▪ Brochures

▪ Ads

▪ Websites

▪ Press Releases

▪ Flyers



18

Active voice means that a sentence has a subject that acts upon its verb

▪ Picture themselves taking action

▪ Ensures clarity - clear to the reader who is taking action

▪ Puts emphasis on the subject

Be the copywriter

Active Voice
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▪ What happened

▪ Who was responsible for doing it

▪ If the person or thing responsible for doing the actions is omitted or 

occurs in the sentence AFTER the thing that happened….

Be the copywriter

Passive Voice

By

Are 

Was

Have been

Has 

Will be 

Is 

Am 
Are

Being

Will have

Been



The company released the product yesterday. -Active

The product was released by the company yesterday. - Passive

Be the copywriter

Active vs Passive

The dog bit the man. -Active

The man was bitten by the dog. - Passive
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▪ Count your sentence words

- Limit compound sentences (for, and, nor, but, or, yet)

- Beware complex sentences (prepositional phrases)

▪ Break up paragraphs 

- Paragraphs = sentence clusters

- Design elements = boxes

Be the copywriter

Know your content real estate



▪ Look for bullet points 

- Hidden lists in sentences

Be the copywriter

Content real estate

▪ Use titles, headers, taglines

- Break up ideas

- Identify key information/details

- Design elements

▪ Shorten bullet points

- Start with same part of speech

- One idea each
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Be the editor

▪ Active voice 

▪ Content real estate

▪ Consistency

▪ Accuracy & complete information

▪ Spelling & grammar
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Test the Content

▪ Guinea Pig

▪ Can they identify

▪ What do we want them to do ***

▪ What questions/missing

Who, What, Why

How, When, Where
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Now, you 

can be the 
designer.
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Content Hierarchy

Who

What

Why

How

When

Where

Recognitions

Value Added Message

Call to Action

Recognize Themselves

Easy Directions

Logo,sponsors, 

fine print

Your decision!
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Content Hierarchy

Top to bottom ------ Left to right

F Pattern Z Pattern
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Visual Hierarchy

Questions to Ask:

1. Where will the viewers eyes go initially (focal point)?

2. Where is the second place the eye will go?

3. Where does the viewers eye finally end up?



29

Visual Hierarchy

Ways to create visual hierarchy…

▪ Size

▪ Color

▪ Typography

▪ White space

▪ Rule of thirds

▪ Rule of odds
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Size

▪ Enlarging an objects size and scale 

gives visual importance

▪ Elements that aren’t as important-

reduce in size to make them less visible 

▪ Balance and moderation are key
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Create Dramatic Effect

▪ Use different values

- Contrast

- lightness or darkness

- tint/screens

Color
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Create Visual Attention

▪ Complimentary colors

- Opposite
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Typographic Hierarchy

Level 1 

▪ Most important

▪ Immediately visible

Level 2

▪ Helps organize content

▪ Directs readers 

Level 3 

▪ Complete message, purpose

▪ Can be short or longer

▪ Highly readable
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Type Face
Choose Carefully!
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Category
▪ Sans-serif, serif, script, decorative

Style
▪ Bold, italic, small caps, etc. 
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Hats & FeetSerif

Sans-serif

Script

Decorative

No Hate & No Feet

Sometimes these work. Can you read everyone’s 
handwriting?

Novelty. Theme inspired. 

Fun. One or two words only.

#1 Readability
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White Space

Balance

Flow

Focus

▪ Readers’ eyes get a break

▪ Supports visual hierarchy

▪ Provides a path to follow through the design

▪ Separates & organizes design elements & content
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Composition & Design Structure

Rule of Thirds ▪ Divide layout into a grid

▪ 3 equally spaced horizontal lines

▪ 3 equally spaced vertical lines
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Rule of Thirds
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Composition & Design Structure

Rule of Odds
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Consistency

▪ Fonts

▪ Bullets

▪ Text Size

▪ Capitalization
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Test the Design

✓ Guinea Pig

✓ What do they see first

✓ Second, Third

✓ What do we want them to do

✓ What questions/missing

Who, What, Why

How, When, Where

Visual hierarchy = Content hierarchy
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Final Thoughts

▪ Watch Acronyms

▪ Look for extra words: that

▪ Avoid all caps

▪ Punctuation 

▪ Use grids & guidelines 
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▪ Collect your favorites

▪ What do you notice?

▪ What do you read?

▪ Use templates

▪ Pick design for content



Stay Connected
Jennifer Bierer
Manager, Communications

jbierer@prevention-first.org

@PreventionFIRST

PREVENTION-FIRST.ORG
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• The recording and supplemental materials will be available on the PreventionFIRST! 

website under TrainingHUB.

• Please complete the evaluation survey here: 

• STAY CONNECTED:

prevention-first.org

@PreventionFIRST

@PrevFIRST

Post Training Info:

PreventionFIRST! 2021 Coalition Academy 

https://www.prevention-first.org/
https://www.facebook.com/drugfreecincinnati
https://twitter.com/PrevFIRST

