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PREFAGE

Two major premises guided the planning of this book. The first is that students need
plenty of practice if they are to become effective copywriters. Student copywriters are of
course accustomed to seeing and hearing slick, high-budget commercials for national
advertisers. They want to imitate such commercials right away in class. The second
premise, however, is that it's preferable to learn to write for the local station — Little Rock,
Omaha, Albany —where budgets are smaller and production facilities less sophisticated.
That's where the beginning jobs are, not in New York, Chicago, Los Angeles, or even
Atlanta. This book thus seeks to prepare students for the real world of copywriting —
the small or medium market — from which they can move on when they gain experience.

Given these two premises, this text emphasizes exercises that can teach and sharpen
specific copywriting skills, using realistic situations typical of copywriting in small- and
medium-market stations. Our experience as commercial broadcast copywriters forms
the basis of the text and the exercises.

This approach combines the information of a textbook with the practicality of a work-
book. Nearly eighty exercises are included, more than enough for a normal fifteen-week
semester. This is a reasonable and practical approach to teaching what is considered by
many an art. The text includes the usual copywriting materials, along with materials not
always found in texts, such as a chapter on copywriting style and another on the legal
and ethical concerns of copywriting. To help students understand the material, the text
includes examples of storyboards and actual aired copy. The examples vary from ads
used by the smallest stations to spots prepared by national agencies. This variety
strengthens the real-world copywriting orientation sought in the text.

CHANGES IN THIS EDITION

-

The Second Edition features many improvements over the first. The organization has
been streamlined, and smoother topical transition has been achieved in chapter se-
quences. Specifically, the following changes were made in the Second Edition:

= Old Chapters 1 and 2 have been combined into one introductory chapter, and that
chapter is now streamlined and updated.

= The section on the organization of the commercial has been moved to Chapter 2, and
that chapter has been simplified to better illustrate the two major copy formulas.
With organization discussed earlier, students can begin planning and writing spots
much sooner than was the case with the first edition.

® The legal implications of copywriting are now covered much earlier —in Chapter 6
rather than Chapter 12, as in the first edition. This will enable students to draw on the
legal material throughout the rest of the text.
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= Twenty new exercises have been added, most of them writing exercises. The addi-
tional writing exercises strengthen the emphasis on writing and provide a wider
choice of writing assignments.

= Promotional copywriting has been placed in a separate chapter, and the discussion of
the major types of on-air promos has been expanded and further illustrated.

® Sections pertaining to copywriting for cable have been expanded, and additional
illustrations of spots used on cable have been added.

= Clearer keyboard format rules have been added. Format rules for both radio and
television are included in Chapter 3, along with sample scripts. The format rules for
radio copy are repeated in Chapter 7, “The Radio Commercial,” and the format rules
for TV copy are repeated in Chapter 9, “The Television Commercial.”

® The grammar review in Chapter 3 has been expanded with an explanation of the use
of active verbs, indefinite pronouns, and awkward sentences.

= A separate instructor’s guide was created. It includes teaching guidelines, lists of
videotapes, and details on textbook exercises.

All of these changes in the Second Edition should make the book easier to use. The
book continues to present a realistic picture of copywriting at broadcast stations and
cable systems and includes writing exercises to cover most copywriting experiences at
the local level. The book has been thoroughly class-tested in numerous classrooms. The
classroom experience, as well as the advice of many broadcasters, has been drawn upon
in preparing the Second Edition.

One word of advice for students who may be using this book for a required course:
Although you may not plan to become a copywriter, a thorough study of copywriting
will be advantageous. In the electronic media, everyone, and not just copywriters,
writes —announcers, salespeople, producers, and, in corporate TV, videographers. The
electronic media depend on written scripts, and learning to write short, persuasive
messages will be advantageous.

AN OVERVIEW OF THE CONTENTS

L

The first six chapters deal with writing for radio, TV, and cable in general. Chapter 1
discusses the copywriter’s role in broadcasting and cable, the role of creativity, and the
qualifications needed by a copywriter. Chapter 2 explains how to organize a commercial
and is the first chapter to include writing exercises. Chapter 3 presents the basic mechan-
ics of copywriting and format, methods of making corrections in copy, and a grammar
review. Chapter 4 explains how to organize material in preparation for writing a spot.
Chapter 5 looks at the use of motivational appeals, and Chapter 6 outlines the legal
requirements that affect copywriting.

Chapters 7 and 8 deal exclusively with copywriting for radio, while Chapters 9 and 10
parallel the previous two with a focus on television and cable. The final three chapters
deal with specialized forms of broadcast copy: Chapter 11 covers promotional writing;
Chapter 12 discusses writing PSAs, political announcements, and issue spots; Chapter
13 deals with broadcast/cable campaigns.

Exercises follow each chapter so that students can practice the skills taught in that
chapter. Because each chapter builds on the previous ones, material learned in doing
earlier exercises helps in performing later assignments.
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TO THE STUDENT
W

This book contains instructions, examples, and exercises designed to help you learn to
write spot announcements for broadcasting and cable.

While using this book, assume that you are a copywriter for a cable system or broad-
cast station in the city of Yourtown, Yourstate. Much of the exercise material in the book
deals with businesses in Yourtown. Therefore, you will be writing announcements for
advertising clients in this hypothetical city. Or, alternatively, your instructor may prefer
to localize the book to your own area by directing you to substitute the name of your city
for Yourtown. Be sure to ask. Localizing the book to your own city may give you a feeling
of more realism in writing spot announcements. In addition, most of the exercises ask
you to write spots based on concepts presented in the chapter. Your instructor may ask
you to vary the assignments to meet certain objectives.

You'll find that the amount of information provided for the writing exercises varies.
This variation is included to give you a sense of the real world. Sales representatives at
stations and cable firms sometimes provide copywriters with a wealth of data from
which to write spots, but often they don’t provide much material. You've been given the
essential facts and, in many cases, data you may not need to use. Your task is to sort out
the key facts and place them in a meaningful framework. Listen to and watch spots to
see how copywriters have fleshed out the basic sales data.

A number of actual commercials are included in the text to illustrate points that are
discussed. Read the scripts carefully, and study the instructions the copywriter speci-
fied. Where a television script is included you must blend the audio and video together
in your mind to visualize the spot. Only then can you appreciate how the commercial
should look or sound.

You'll also notice that some of the scripts that are reprinted don't follow the suggested
style rules. The reason is that stations and agencies often have no style rules; rather, they
let the copywriter decide how to place the spot on paper. Be aware of the variation, but
follow the style rules in the text — they make for good presentation of a spot.

The Second Edition of this book includes a number of new exercises. Once you
complete the exercises you may discover problems or omissions. If you do, I'd like to
hear about them so I can improve the next edition. I would appreciate receiving your
comments and suggestions. Please write to:

Milan D. Meeske
School of Communication

University of Central Florida
Orlando, Florida 32816
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