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Turning our brand personality into branded communications 
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WRITER’S WORKSHOP 

Sections 

•  Introduction: What to expect from ING Writer’s Workshop 

•  ING Brand Voice 

•  Translating ING Brand personality into writing 

•  ING Humor 

•  Keeping language fresh and stimulating 

•  Writing for different audiences 

•  How to develop creative concepts 

•  Refreshing existing communications 

•  Compliance and creativity 

•  Exercises 
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1. Introduction 

Why voice is important 
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INTRODUCTION 

Goals 

•  Improve consistency of writing 

•  Accomplish assignments better, faster 

•  Communicate the ING Brand Voice more consistently 

•  Improve use of ING language tools 

•  Improve specialized writing skills (marketing, technical, advertising, etc) 

•  Write with compliance in mind 
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INTRODUCTION 

John Simmons 

Author and expert, verbal identity 

 

 

 

 

 

 

 

 

 

 

Please wait for the video to fully load and it will start automatically. 
Go to the next slide when the video is done. 
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INTRODUCTION 

Click on the points John made that were the most meaningful to you. 

! Consciously choose your words to send the right signal. 

! Enliven financial writing with elements of humanity. 

! Engage compliance and legal in the writing process. 

! Take risks. Be bold in use of language. 

! Use humor to make connections with people. 

! Balance the use of metaphors. 

! Write brief, powerful headlines. 



EXIT BRAND LAB NEXT SLIDE PREVIOUS SLIDE 

2. ING Brand Voice 

How we sound and what we say 
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ING BRAND VOICE 

Brand Voice 

•  Our brand promise: ING. Your future. Made easier.® 

•  Writing “easier” into copy 

•  Simpler words  

•  Clearer sentences 

•  No jargon 
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ING BRAND VOICE 

Walking the Talk: The ING Writing Style. 
Do… 

•  Write clear, concise sentences. 

•  Use active verbs. 

•  Organize sentences in short paragraphs with enough space between them to make information approachable and easy to read. 

•  Use short, to the point section headers. 

•  Show a conspicuous lack of jargon. 

•  Use colloquialisms only as appropriate, or as a stylistic tactic (use in ad copy, headlines, and not in general copy). 

•  Use language that is credible and relevant to the audience, and in keeping with the brand’s positioning/brand promise,  
and descriptors. 

•  Emphasize optimism. 
 

Don’t… 

•  Use long, run-on sentences. 

•  Put too much information in a solid block of text. 

•  Use passive sentence structure. 

•  Use language that is arrogant, or communicates bragging. 

•  Use marketing vocabulary (e.g., collaborative, synergy) 

•  Use terminology or words from positioning, nucleus or attributes (e.g., set the standard, consumer-centric, involved, 
unpretentious, empowering, participative). 

•  Use fear, uncertainty and doubt. 
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Stylistic Tactic Example 

Ask a question. 
Provide the answer. 

What determines value?  
At ING we believe it’s the time you don’t spend worrying about your investments. 

Be unexpected. Bulls, bears…or squirrels?  
An ING financial advisor can help you find the right investment style to help you plan for the future. 

Infuse energy. It’s your future. Feel good about getting there. 

Make a claim. Dedicated to making your financial future easier. 
Making your financial future easier. 

To the point. The financial world can be complicated. ING can make it easier. 

Cleverly relevant. All risks are not created equal. 
We help you structure an investment plan that works for you. 

A little wit goes a long way. $27,000 for your school project. 
How do you like them apples? 

ING BRAND VOICE 

Walking the Talk: Stylistic Tactics 



EXIT BRAND LAB NEXT SLIDE PREVIOUS SLIDE 

ING BRAND VOICE 

An example… 
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ING BRAND VOICE 

On brand 

•  Easy vs. easier 

•  Acknowledges needs of audience 

•  Speaks their language but not in jargon 

•  Uses involving and unexpected words 

 

Now, it’s your turn. 
The scored section of this module 
begins on the next slide. 
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Executive benefits 
Recruit, Retain, Reward. 

Finding and retaining the right talent for 
your organization is key to the success of 
many companies today. 

As the competition to attract these people 
for your company continues to heat up,  
you need to have a strategy to help you  
get and keep these highly talented and 
driven employees. 

As part of their overall compensation, did 
you know that 95% of all corporations 
provide supplemental executive benefits 
plans, such as salary continuation plans, 
deferred compensation plans and other 
benefit packages to their key executives? 

ING BRAND VOICE 

On brand or off brand? 

" On brand 

–  Asks questions that involve 

–  Provides facts in clear language 

–  Clear and simple language but still appropriate 

" Off brand 

–  Incorrect 

Scored section starts here. 
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ING National Trust, doing business as ING 
Trust U.S.A., is a national banking 
association chartered exclusively with trust 
powers by the Office of the Comptroller of 
the Currency (OCC). We offer personal 
trust administration and investment 
management services as one member of a 
team of professionals that includes your 
financial, legal and tax advisors. 

We recognize the value of the relationship 
you have with our financial professional. 
That’s why we work with both you and 
your financial professional in establishing 
and servicing your trust.  

Our individually tailored investment 
programs let you select from programs that 
allow your financial professional to assist 
with managing your assets or you can have 
ING Trust U.S.A. manage your assets for 
you. 

ING BRAND VOICE 

On brand or off brand? 

" On brand 

–  Incorrect 

" Off brand 

–  Totally “blue”  

–  Complex sentences 

–  Clichés 

–  Not easier to read through 
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You may not need it, but they do… 

Is your family protected? 
Something to consider… 
43% of husbands and wives have  
no life insurance protection at all.* 

Life insurance can help ensure your family’s  
financial security through income tax-free 
proceeds that can help with immediate, ongoing 
and future expenses such as: 

•  Final expenses and funeral costs 

•  Paying your mortgage and other debts 

•  Maintaining your current lifestyle 

•  Creating a future education fund for your children 

*2007 Facts from LIMRA international — A 
marketing research organization in the financial 
services industry. Its worldwide members include 
life/health insurance companies and financial 
services companies. 

ING BRAND VOICE 

On brand or off brand? 

" On brand 

–  Incorrect 

" Off brand 

–  Uses fear, uncertainty and doubt; not optimism 

–  Question does not invite positive response 
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ING BRAND VOICE 

Are these writing samples on or off brand? 

Knowledge is bliss 
At ING, we make it easier for you to manage your risk by providing the knowledge and 
support you need. When it comes to managing future risks,  
one company is prepared to help you, right now. 

Running and financial planning are both about setting goals and making every step 
count in the journey towards success. You handle the running; let us handle the 
planning. 

Funding crisis brings new challenges 
Declining returns, increasing liabilities and more regulation have made defined benefit 
pension plans less attractive to corporations, which have terminated those plans by the 
thousands. This is unfortunate because properly managed defined benefit pension 
plans are the most economical way to provide workers with retirement income, and the 
demise is fundamentally bad for the U.S. economy and society in general. 

On brand Off brand 

On brand Off brand 

On brand Off brand 

Correct Incorrect 

Correct Incorrect 

Incorrect Correct 
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ING BRAND VOICE 

Are the headlines on brand or off brand? 

You may still be running at 65 
but hopefully, you won’t still be working 

Running at 65 may be impossible 
but retiring at 65 shouldn’t be. 

On brand Off brand 

On brand Off brand 

Correct Incorrect 

Incorrect Correct 
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ING BRAND VOICE 

Are the headlines on brand or off brand? 

Planning to retire on your marathon winnings? 
You might want to talk to us. 

Thousands of people retire every year with no 
retirement savings. Don’t let it happen to you. 

On brand Off brand 

On brand Off brand 

Correct Incorrect 

Incorrect Correct 
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ING BRAND VOICE 

Are the headlines on brand or off brand? 

You got her through high school. 
Let ING help her through college. 

What’s your plan for the weekend? 
Let’s talk about your future. 

On brand Off brand 

On brand Off brand 

Correct Incorrect 

Correct Incorrect 
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ING BRAND VOICE 

Are the headlines on brand or off brand? 

together…in cooperation… 
in association…a unified whole 

We know the Higher Education Market 

On brand Off brand 

On brand Off brand 

Incorrect Correct 

Incorrect Correct 
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3. ING Brand Attributes 

Translating brand into language 
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Conservative, safe, 
dependable, friendly 

Irreverent, “cheeky”, 
fun, high quality 

ING BRAND ATTRIBUTES 

What are brand attributes? 

•  Brand attributes refer to those recognizable and ownable personality characteristics. 

•  Brand attributes are expressed through the tone and style of communications, and employee behavior. 
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Abbott Vascular values: 
Pioneering, Achieving,  
Caring, and Enduring 

Through steadfast leadership and the spirit and personal 
commitment of our employees, we’ve built a world-class 
company that delivers products that encircle life, from 
newborns to aging adults. 

The Ritz-Carlton values: 
Responding to the “expressed  
and unexpressed wishes and needs”  
of guests 

Our motto states that “We are Ladies and Gentlemen 
serving Ladies and Gentlemen,” and in doing so we create 
exceptional memories for our guests and for each other. 
Warmth and genuine caring are the hallmarks of every Ritz-
Carlton employee. 

Nordstrom value: 
A passion for service 

We’re glad to have you with our Company. Our number 
one goal is to provide outstanding customer service. Set 
both your personal and professional goals high. We have 
great confidence in your ability to achieve them. 

Nordstrom Rule #1: Use good judgment in all situations.  
There will be no additional rules. 

ING BRAND ATTRIBUTES 

Translating brand attributes into a written style requires good definitions. 
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Stimulating 

Entertaining, unexpected, empowering 

Straightforward 

Honest, uncomplicated, open 

Involved 

Participative, supportive, active 

Unpretentiousness 

Inviting, witting, optimistic 

ING BRAND ATTRIBUTES 

The four key ING brand attributes 
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Translating brand attributes into writing 

ING BRAND ATTRIBUTES 

Stimulating is… 

Powerful verbs that provoke action 

•  “impresses” 

•  “heat up” 

•  “browse through” 

Unusual turns of phrase 

•  “No hovering” 

•  “Doesn’t have to be a chore”   

•  “Conjures up” 

Use unexpected words 

•  “Clout” 

•  “Staggering” 

Stimulating isn’t… 

Dull and passive language 

•  “provides” 

•  “offers” 

•  Too conservative 

Complex sentence structure 

•  “Our individually tailored investment programs, let you 
select from programs that allow your financial professional 
to assist with managing your assets…” 

Use of clichés 

•  “tailored” 

•  “in this changing economic climate” 
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Stimulating 

ING BRAND ATTRIBUTES 

Choose the examples that demonstrate “stimulating” writing. 

! In these ever-changing times, affording your dreams can  Not stimulating. Too clichéd. 
be challenging to say the least. 

! Now that taxpayers’ money is on the line, politicians will  Stimulating. Unusual phrases. 
have a crucial say in the shape of the new financial world. 

! Universal life insurance allows you to pay premiums at  Not stimulating. Too complex. 
any time, in virtually any amount, subject to certain  
minimums and maximums. 

! Browse through our “Planning for Life” topics below. The  Stimulating. Powerful verbs. 
information may confirm you are on track or it may  
spotlight areas where you might wish to focus  
more attention. 

! ING Guaranteed Death Benefit Universal Life II offers  Not stimulating. Dull language. 
flexible, guaranteed death benefit protection that can  
last for life. 

! Where do you fall on the risk spectrum? Are you a bit  Stimulating. Unexpected words. 
more conservative? Are you looking to protect yourself  
and your investment? 

This section is scored. 
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Translating brand attributes into writing 

ING BRAND ATTRIBUTES 

Involved is… 

Using “second person” 

•  “ING is the right choice to help set you on the right path 
and help keep you there.”  

Empathize with reader’s situation 

•  “You know Your Number, now you need a strategy to help 
you get there.” 

Ask questions and then answer 

•  “Are you a risk taker? How do you answer that question? 
You may associate that question with another one inviting 
you to go sky-diving. But what about with your money? Are 
you a risk-taker when it comes to your hard-earned cash?” 

Use step-by-step examples 

•  “First Leg: Foundations of Investing” 

Involved isn’t… 

Distant, high handed voice 

•  “Given the complexities of evaluating and pricing different 
investment products, retaining the services of an 
Investment Advisor Representative is one of the most 
important decisions an investor can make.” 

Talking down to the reader 

•  “As a premier, global company, our core products include 
a comprehensive range of financial services. You are 
assured the finest products and services to meet the needs 
of your customers and establish ongoing relationships.” 

Overloading sentences with too much information 

•  “Under today's estate tax laws, you may pass up to 
$1,500,000, estate tax-free, to your heirs (this amount 
increases to $2 million in 2006). This is called the 
applicable exclusion amount.”  
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Involved 

ING BRAND ATTRIBUTES 

Choose the examples that demonstrate “involved” writing. 

! We also partner with many of the world’s most well known   Not involved. Too distant. 
asset managers to provide investors with access to investment  
management with a global perspective. 

! We think it’s pretty safe to assume that as an independent  Involved. Empathize with reader. 
financial professional, you want to keep your own identity. 

!  Want tax advantages or an income stream?  Involved. Asks questions. 
 One of our annuities is sure to fit.  Gives answers. 

! A professional can advise you on the benefits of  Not involved. Talking down to reader. 
each type and show you how a trust can help you  
achieve your estate-planning goals. 

! Start by considering how stable your job is. Here  Involved. Step by step guidance. 
are some indicators of job stability. These can give  
you a feel for the labor market around you. 

! ING Financial Partners, a strategic business unit within the  Not involved. Overloaded sentence. 
ING family of companies, offers a wide range of traditional and  
alternative financial products that provide principal preservation  
to institutional buyers such as pension plans, financial institutions, and municipalities. 

This section is scored. 
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Translating brand attributes into writing 

ING BRAND ATTRIBUTES 

Unpretentious is… 

Humor and wit  

•  “Tomorrow’s rules won’t be the same as today’s.” 

•  “Want golden years that shine?”   

Using shorter, Anglo-Saxon words 

•  “Pounding the pavement?” 

•  “You want the clout of a strong, well-known company…” 

Avoiding Fear, Uncertainty and Doubt 

•  When it comes to annuities, do you feel completely 
knowledgeable? 

 Focusing on positive outcomes 

•  “Oh, the possibilities.” 

Unpretentious isn’t… 

Pompous, arrogant, self-important claims 

•  Before making any investment, consult with us. We have 
the knowledge and know best to make sure you are on the 
right track. 

Long, Latin-based, compound words 

•  We believe that knowledge is the key to reinsurance 
excellence. So we developed unique tools, value-added 
services and industry-specific, issue-oriented publications 
all designed to help our clients get the information they 
need to better understand and manage the risks of their 
business 

Unrealistic perspectives designed to scare 

•  43% of husbands and wives have no life insurance  
at all. 
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Unpretentious 

ING BRAND ATTRIBUTES 

Choose the examples that demonstrate “unpretentious” writing. 

! Standing in front of a giant can actually make   Unpretentious. Wit and humor. 
you look bigger. 

! At ING Annuities, we feel that it is part of our   Pretentious. Arrogant. 
duty to ensure that individuals like you have  
confidence in the product you are utilizing to  
prepare for a successful retirement. 

! In a nutshell, there are two broad categories of   Unpretentious. More conversational. 
life insurance: term insurance and cash value life  
insurance. Let’s take a quick look at each type. 

! Based on a number of factors, including your   Pretentious. Long-winded and complex. 
production level, asset retention and the selling  
relationship you choose, ING offers its representatives  
top-notch incentive programs.  

! We have mutual funds sure to fit you like a glove.   Unpretentious. Positive outlook. 

! You may not need life insurance, but is your   Pretentious. Uses fear. 
family protected? 

This section is scored. 
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Translating brand attributes into writing 

ING BRAND ATTRIBUTES 

Straightforward is… 

Giving honest answers to hard questions 

•  “The basics of investing are easy to understand, and the 
rewards can be even better.”   

Demystifying processes 

•  “Do you need life insurance? Should you want it? How 
much? What kind? We’ll remove the “?” 

Simplifying complicated financial transactions 

•  “College planning. Here’s how to save and pay for 
school.”   

Being realistic about results 

•  “As you invest for retirement, having a well-rounded set of 
options can help you create a more financially sound 
future…” 

Straightforward isn’t… 

Complex descriptions 

•  As we have always done, we continue to drive 
personalization for participants through  
Direction-for-Life™, our approach to providing 
individualized products, tools, and services to help 
participants make meaningful decisions. 

Over-promising outcomes 

•  All of the products sold at ING provide attractive income 
guarantees and interest crediting strategies for individuals 
like you, who want to be sure you will have plenty of 
money for your financial future. 

Using facts that are dubious 

•  Studies show that health care spending in the United 
States recently hit a yearly average of $7,600 per person. 
The amount spent on health care equals roughly 16 
percent of the gross domestic product. 
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Straightforward 

ING BRAND ATTRIBUTES 

Choose the examples that demonstrate “straightforward” writing. 

! The first thing to understand about investing is you.  Straightforward. Demystify process. 
Where do you fall on the risk spectrum? 

! Get to know our new, ever more competitive,   Not straightforward. Overpromise. 
ever more flexible, streamlined product portfolio! 

! The race to retirement is not a short one.   Straightforward. Honest talk. 

! Did you know that 95% of all corporations provide   Not straightforward. Dubious facts. 
supplemental executive benefit plans, such as salary  
continuation plans, deferred compensation plans  
and other benefit packages to their key executives. 

! Generally, if there is a greater risk, there is a greater   Not straightforward. Too complex. 
potential for reward. Notice there is a greater  
potential for reward; not a guarantee of a reward.  
And the wisdom goes in the other direction, that  
there are smaller rewards for smaller risks 

! You are helping to build a company’s future.   Straightforward. Realistic results. 
It’s time for the favor to be returned. 

This section is scored. 



EXIT BRAND LAB NEXT SLIDE PREVIOUS SLIDE 

4. Brand Voice and Humor 

Our unique perspective 
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BRAND VOICE AND HUMOR 

Communicating with humor 

•  Humor can help create distinctive and differentiating communication for the “Orange” ING brand. 

•  Humor is best when it’s succinct and relevant. 

•  Financial services can be serious business. So use wit in a relevant, unexpected and entertaining manner. 

•  Support the “Orange” voice by communicating with strong, practical business advice or descriptions. 
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BRAND VOICE AND HUMOR 

Communicating ING’s humor 

When is humor appropriate? 

•  When wit can add interest to a mundane topic 

•  When a smile can bring warmth to a cold subject 

•  When the subject is inconsequential, as in a smaller investment 

•  When human foibles can break the ice 

When is humor inappropriate? 

•  When the subject is serious 

•  When a laugh would be in poor taste 

•  When the content is complex and requires careful thought 

•  When a financial or human loss is involved 
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BRAND VOICE AND HUMOR 

ING humor is… 

•  Witty 

•  Whimsical 

•  Ironic 

•  Clever 

•  A smile not a belly laugh 

•  Relevant 

•  Appropriate 

•  Playful 

ING humor is not… 

•  Cheap 

•  Off-color 

•  Absurd 

•  Slapstick 

•  Mean-spirited 

•  Juvenile 

•  At other’s expense 

•  Sentimental 

•  Jokes 

•  Gags 

Humor is not the focus of  
communication for ING. 
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Witty headline parodies  
the famous quote. 

A twist on an old adage  
creates a provocative headline. 

BRAND VOICE AND HUMOR 

Communicating ING’s humor 
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Headline parodies classic  
psychotherapy diagnosis. 

Slyly uses the style of an official warning with a twist  
to promote the positive benefits of the product. 

BRAND VOICE AND HUMOR 

Communicating ING’s humor 
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A simple arithmetic relationship demonstrates the  
simplicity of the investment by stating the 

obvious. 

Topical reference to current economic 
conditions allows for an ironic retort. 

BRAND VOICE AND HUMOR 

Communicating ING’s humor 
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BRAND VOICE AND HUMOR 

Recognizing ING humor 

Overly “corporate,” 
conservative, stodgy 

Human, genuine,  
witty, straightforward 

Exaggerated, excessive,  
too intense 
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We have mutual funds sure to fit you like a high-priced,  
skin-tight kid leather glove. 
 
 

We are a European global powerhouse dedicated to excellence,  
constantly challenging the status quo to deliver superior solutions to  
our demanding clients with a smile. 
 

Most investors recognize they need to save money to attain their  
financial goals; however, few have a clear understanding about how  
much money they will really need, or how to plan for the curve balls  
that life may occasionally throw. 

Drop 
here 

Drop 
here 

BRAND VOICE AND HUMOR 

Drag and drop the color block to the paragraph to match the tone. 

If you match the tone correctly, the box will stay in place. If not, the box will snap back to its original location.  
Which one is “blue”? Which one is “orange”? Which one is “too orange”? 

This section is scored. 

Drop 
here 

Too orange 

Blue 

Orange 
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We’re one of the world’s leading financial firms.  
And we operate in two locations: Everywhere and next to you. 
 
 

The IRS has the perfect gift for the man who has everything: An audit. 
 
 
 

We Don't Make Burgers.  
So we decided to supersize our Withdrawal Benefit. 

BRAND VOICE AND HUMOR 

Drag and drop the color block to the paragraph to match the tone. 

If you match the tone correctly, the box will stay in place. If not, the box will snap back to its original location.  
Which one is “blue”? Which one is “orange”? Which one is “too orange”? 

Drop 
here 

Drop 
here 

Drop 
here 

Blue 

Too orange 

Orange 
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When you’re a billionaire, people laugh at your jokes 
and whistle at your trophy wife. 
 
 

Bull, Bear…or Chicken? What kind of investor are you? 
 
 
 

Today the Federal Appeals Court in San Francisco rule that the  
Constitution itself was unconstitutional because the phrase  
“year of our Lord” was used in Article Seven, clearly not a  
separation of church and state. 

BRAND VOICE AND HUMOR 

Drag and drop the color block to the paragraph to match the tone. 

If you match the tone correctly, the box will stay in place. If not, the box will snap back to its original location.  
Which one is “blue”? Which one is “orange”? Which one is “too orange”? 

Too orange 

Orange 

Blue 

Drop 
here 

Drop 
here 

Drop 
here 
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5. Keeping Language Fresh and Stimulating 

Everyday challenges 
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KEEPING LANGUAGE FRESH AND STIMULATING 

Purging “provides” and omitting “offers”: Using more powerful verbs 

•  Verbs are where the action is in a sentence. 

•  They move a sentence along, compress its length and add to impact. 

•  “Provides” and “offers” are weak verbs: no active relationship between ING and the rep, broker or customer. 

•  No explicit or implied customer benefits 
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KEEPING LANGUAGE FRESH AND STIMULATING 

The 2 most over-used words  
in Financial Services writing:  
“Provides” and “Offers”  

•  Weak, insubstantial verbs 

•  Do not imply a connection with customer 

•  Company focus, not customer benefit 
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Return 
Protects 
Covers 
Delivers 
Realize 
Find 
Presents 
Creates 
Require 
Discover 
Die 
Is 
Need 
Graduate 
Purchase 
Buy 
Get 
Pays 
Expires 
Terminates 

KEEPING LANGUAGE FRESH AND STIMULATING 

Choose more powerful verbs to fill in the missing verbs. Drag and drop. 

Term life insurance                protection for temporary  
insurance needs. For instance, you may                that  
you                coverage until your kids                from college;  
or, until a particular debt like your mortgage                . 

Term insurance                you for a specific period of  
time (the “term”), generally from one to thirty years,  
and                a death benefit only if you                during  
the term. 

Term insurance                the most basic type of life  
insurance and is typically the least expensive. This makes  
it an attractive option for many young couples and  
individuals. You can                higher amounts of coverage  
when the need for protection is usually at its greatest. 
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6. Writing for Different Audiences 

Consistency and relevance 
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WRITING FOR DIFFERENT AUDIENCES 

Understanding perspectives of different audiences in writing 

Advisor 

•  Connect with needs of client through product information 

Client 

•  Show understanding and present solution 
 

Some communication is written for a dual audience 

•  Client (used by Advisor) 
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WRITING FOR DIFFERENT AUDIENCES 

To a financial partner 

As a leader in the financial services industry, you have 
earned the right to choose your partnerships. We want 
you to choose ING Financial Partners because we have 
worked hard to build a world-class broker-dealer 
organization for you. You will quickly see that we are 
serious about relationships. 

To a customer 

Your financial broker is a member of ING Financial 
Partners, a world-class broker dealer organization. It’s 
not a position that just anyone can hold. It takes 
leadership in the financial services industry before they 
can become part of the ING organization. It’s a 
relationship we value. And one you will, too. 
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WRITING FOR DIFFERENT AUDIENCES 

For distributor use 

Clients whose estates include significant financial assets 
often will a portion of their holdings to family members. 
Passing on their assets efficiently can be challenging, 
especially when future asset values and financial 
markets conditions are unpredictable. To maximize the 
part of their estate that will be transferred to their heirs in 
the future, clients should review their holdings to 
determine if a life insurance policy can help achieve a 
better result. 

For consumer use 

Most people want to leave their remaining assets to their 
families. Wealth transfer planning is the process of 
creating a plan to transfer the assets you’ve built during 
your lifetime to your loved ones with the least amount of 
loss and delay. It’s a plan that reflects both an act of 
love and the responsibilities that come with being a 
senior member of your family.  
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WRITING FOR DIFFERENT AUDIENCES 

Advertising copy 

10 general rules for good ad copy 

1.  The headline should stop the reader. 

2.  The headline and visual should complete the concept. 

3.  Have only one idea per ad. 

4.  Subheads can help clarify a headline and transition to body copy. 

5.  Subheads can be a crutch for a weak headline. 

6.  Connect your copy lead-in with your headline. 

7.  Body copy is like a freshman English composition: if the headline and visual state the “argument,” the body copy 
justifies it. 

8.  Follow a logic: Lead your reader from point to proof point. 

9.  Convincing copy “speaks” in the human voice of the brand. 

10. End your copy with a “kiss,” reward your reader by tying together the headline and the call to action. 
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WRITING FOR DIFFERENT AUDIENCES 

Advertising copy 

•  Benefit of success in headline 
•  Simple word play captures ING wit 
•  Subhead supports details 

•  Tone evokes “stimulating” brand attribute 
•  Headline can laugh at itself 
•  Use of colloquialism gets reader involved 
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WRITING FOR DIFFERENT AUDIENCES 

Brochure copy 

General tips for writing brochure copy that keeps the reader reading: 

•  Unlike an ad headline that has a fraction of a second to stop a reader, a brochure  
headline seeks to educate the reader with more information about a subject of interest. 

•  The first page of a brochure should summarize the entire contents in short form,  
giving the reader a rich overview and a call to action in case they don’t read on. 

•  Write subheads that track the reader through the entire brochure,  
highlighting the important points of each section. 

•  Studies show that captions are read before body copy. Make them count  
with key points drawn from the body copy. 

•  Sustain your concept throughout the brochure to maintain creative continuity. 

•  Consider the power of the serial “cliffhanger:” keep your reader involved by  
telling a story with a beginning, middle and ending. 
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•  Stimulating headline draws readers into brochure 
•  Involving subhead challenges and invites  
•  Conversational tone is straightforward 
•  Comparison concept is maintained throughout 

WRITING FOR DIFFERENT AUDIENCES 

Brochure copy 
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WRITING FOR DIFFERENT AUDIENCES 

Web copy 

The goal of good web copy is to inform and invite the reader to stay and dig deeper.  
Here are a few tips for writing clean, useful and engaging web copy. 

•  Keep it short. Consider the space where copy appears on a screen. 

•  Avoid starting sentences with “connecting” phrases (And, So, However) that are more appropriate  
to continuity in print copy. 

•  Write instructions from the perspective that the reader knows nothing. 

•  For long copy, use subheads with key points that guide reader through the copy. 

•  Content should drive the reader forward to take action. 

•  Make sure terms are used consistently. Web copy is discrete, not continuous. 

•  On the web, the primary purpose of a headline is to reassure the visitors that they are in the right  
place and should continue reading. 
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WRITING FOR DIFFERENT AUDIENCES 

Web copy 

•  Asks involving questions 
•  Uses ING wit and humor 
•  Bulleted copy makes reading easier 
•  Speaks to readers’ needs 
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ORIGINAL 
Dear <Policyowner> 
Your ReliaStar flexible premium life policy noted above has lapsed, 
which means we terminated coverage due to nonpayment of 
premium. Your policy no longer provides you with life insurance 
coverage effective <Date>. 
We did not receive your premium payment by the due dates of your 
premium schedule. 

Premium Due: <Amount> 
Due Date: <Date> 
Final Due Date: <Date> 
We want you to remain our customer because your business is 
important to us. If you are interested in reinstating your policy, 
please return the form below to ING in the envelope provided. We 
will promptly send you information on reinstatement requirements. 
If you have any questions, please contact your Registered 
Representative or the ING Minot Service Center at the numbers 
listed below. ING understands that personal financial matters can 
be complicated. We are committed to providing clear information so 
you can understand your financial choices and make sound 
decisions. 
If you would like more information on how to keep your policy active 
and working for you, we encourage you to contact your Registered 
Representative, or call the ING Service Center. You may also wish 
to refer to your policy. 

WRITING FOR DIFFERENT AUDIENCES 

Letters 

Letters are an important point of contact with all our audiences. It’s critical that they are written in our 
brand voice. The original is not in our voice. It is  “too blue,” confusing and lacks involvement. The 
revised version captures the ING Brand voice by speaking clearly and relevantly to the recipient’s 
needs. 

REVISED 
Dear <Policyowner> 
Even the most organized person can sometimes overlook an 
outstanding premium payment. As an ING customer, you already 
know the value of life insurance in protecting your family’s future 
and we want to help you keep this protection. 
The life insurance coverage provided by your ReliaStar Flexible 
Premium Life Policy ended on <Date> as we did not receive your 
premium payment. Fortunately, you can reinstate your lapsed Life 
Policy and regain your life insurance coverage. Here are some 
important details about the missed premium: 
Premium Due: <Amount> 
Due Date: <Date> 
Final Due Date: <Date> 
To get started on reinstating your policy, please return the form 
below to <Company> in the envelope provided and we will send 
you the reinstatement requirements. If you have paid your 
premium, please contact us immediately so we can get this 
resolved. 
Personal financial matters can be complicated, but ING is 
committed to providing clear information to help you understand 
your financial choices and make sound decisions. If you would like 
more information on keeping your policy active, we encourage you 
to contact your agent, registered representative, or call the ING 
Customer Service Center. 



EXIT BRAND LAB NEXT SLIDE PREVIOUS SLIDE 

7. How to Develop Creative Concepts 

Some thought starters 
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HOW TO DEVELOP CREATIVE CONCEPTS 

How to develop creative concepts 

•  Filter through audience perspective 

•  How to find the nugget 

•  Analyze research/product information 

•  What is a Big Idea? 
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HOW TO DEVELOP CREATIVE CONCEPTS 

Filter through perspective of audience: 

•  What do they need to know? 

•  What do they need to do? 

•  What will make them take action? 

•  What will capture their attention quickly? 

•  What can you sustain? Does it have legs? 
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HOW TO DEVELOP CREATIVE CONCEPTS 

How to find the nugget: Digging in 

The metaphor of a long run, such as a marathon,  
is appropriate for long term retirement investing.  

The ING sponsorship of marathons adds to this concept. 
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The provocative headline concept leverages the current  
advertising campaign with an involving thought —  
every has a personal “retirement” target number. 

HOW TO DEVELOP CREATIVE CONCEPTS 

How to find the nugget: Digging in 
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HOW TO DEVELOP CREATIVE CONCEPTS 

How NOT to develop creative concepts: Borrowed interest 

When the metaphor has nothing to do with the subject  
matter, it’s using “borrowed interest” to try to create  

interest. This can backfire and create confusion. 
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HOW TO DEVELOP CREATIVE CONCEPTS 

Find the Big Idea 

1. Identify key facts:  

 What is it? What does it do? How is it different from other products? 

2. What do you ignore:   

 How does it work? What are the features? 

3. Dig for the nugget then distill which of these is most important:  

 What is the simplest explanation for what it does?  
Why does it matter to your audience? 

4. Connect the financial facts with emotional benefits. 
    Then develop the concept: Flexibility? Confidence? Personalization? 

Now you’re ready to write the headline. 
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HOW TO DEVELOP CREATIVE CONCEPTS 

What is a Big Idea? 

How to recognize the concept when you get it 

•  Hold the idea up to the strategy 

•  Does it capture your attention? 

•  Can you say it any better? 

Wallpaper approach 

•  Do as many as possible as quickly as possible 

•  “Paper the walls” with quick sketches of headlines and visuals 

Time crunching 

•  Set a time limit and see the best you can do with the period 

Self-test: Become a consumer 

•  Look at your ideas from the objective perspective of a consumer 

•  Is the idea clear? Is it quick enough? 
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Variable annuities are long-term 
investments designed for retirement 
planning. They are a contract between 
you and an insurance company, under 
which the insurer agrees to make 
periodic payments to you. Additionally, 
variable annuities offer the opportunity 
to allocate premiums among fixed and 
variable investment options that have 
the potential to grow income tax-
deferred, until an income stream begins 
either immediately or at a future date. 

You work hard. So should  
your money. 

Who doesn’t want money  
every month? 

Invest now. Pay taxes later. 

HOW TO DEVELOP CREATIVE CONCEPTS 

Find Big Ideas in the small print 

This factual statement, which may be conservative, actually contains at least three ideas for stimulating, involving, and 
unpretentious headlines. 
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ING’s Life Insurance companies offer a 

competitive lineup of term life insurance 

products, some with conversion features 

to universal life insurance and variable 

universal life insurance policies. Your 

financial professional can talk to you 

about your situation and help you select 

the coverage that’s just right for you. 

!  ING has life insurance that’s right for just  
about everyone 

!  Life insurance companies are competitive 

!  Not all term life insurance is the same 

!  Some term insurance policies can be converted to 
policies that grow in value 

!  A financial professional can clear up any confusion 

!  Don’t buy life insurance alone 

!  All life insurance is not the same 

HOW TO DEVELOP CREATIVE CONCEPTS 

Find Big Ideas in the small print 

•  Read the paragraph. 

•  Select the key facts that could be the nuggets for a big idea. 

•  These are not headlines; these are only ideas that could generate headlines. 
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From the ING Financial Partners home 
office, located in Des Moines, Iowa, our 
people connect with you to provide 
approachable service and long-lasting 
relationships. Through the ING family, 
you can access proactive compliance, 
brokerage services through Pershing 
LLC, a subsidiary of The Bank of New 
York Mellon Corporate, and a top 
Registered Investment Advisory 
platform.  You also get ING 
SmartWorks®, a sophisticated online 
tool that transparently integrates client 
account data, financial planning tools, 
research, trading and more. 

!  As a registered rep with ING Financial Partners,  
you’re not alone 

!  ING Financial Partners gives you access to tools  
and services 

!  Give your clients more service with better information 

!  Build a long-lasting relationship with  
ING Financial Partners 

!  ING Financial Partners is a good investment  
in your business 

HOW TO DEVELOP CREATIVE CONCEPTS 

Find Big Ideas in the small print 

•  Read the paragraph. 

•  Select the key facts that could be the nuggets for a big idea. 

•  These are not headlines; these are only ideas that could generate headlines. 
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8. Refreshing and Updating Communications  

Being efficient 
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REFRESHING AND UPDATING COMMUNICATIONS 

When revising existing communications examine what to change in: 

•  Concept 

–  External market changes 

–  Major product changes 

•  Copy 

–  Headline 

–  Subheads 

•  Information hierarchy 

•  Acquisition of another company 

•  Timely news, market conditions, drop in values 
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Drop headline here 

Drop subhead here 

After you’ve established your estate, 
what will befall it? 

Leverage your income-producing assets  
to bequeath more for your loved ones. 

Pass on the major share of  
of your money to your family’s minors. 

Feel good about donating generously  
to your favorite charity. 

Secure long-term care for a family  
member who requires special needs. 

Keep a business going with 
enough funding to stay in business. 

Minimize estate taxes and to maximize   
what you leave behind for your survivors. 

REFRESHING AND UPDATING COMMUNICATIONS 

What would you refresh? 

Drag and drop copy as a headline or subhead. 

Scored section. 

incorrect 

incorrect 

correct 

correct 

correct 

correct 

incorrect 



EXIT BRAND LAB NEXT SLIDE PREVIOUS SLIDE 

9. Compliance and Creativity 

Following the rules with flair 
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Factual 

•  Use ING marketing and legal entity names correctly.   

•  Use the Disclosure Supplement for most recent  
disclosure language. 

•  Review and update expired material. 

•  Do not omit material facts or qualification. 

Style 

•  Balance benefits and advantages with  
risks, limitations, disadvantages and costs 

•  Higher level, non-product-specific copy requires  
less disclosure 

•  Incorporate the explanation/disclosure  
into the text  

 

COMPLIANCE AND CREATIVITY 

Strive for a balance of being factual and stylistically correct. 
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NEW FROM ING — LOW COST UNIVERSAL LIFE 

The ING SuperLife Combo Universal Life policy is better than a CD at 
the bank, the best way to combine protection and savings. Just 
saving one small monthly deposit of $50 per month can accumulate 
to more than one MILLION dollars by retirement — the perfect 
retirement plan! Premiums are flexible — allowing you to pay even 
less in months when your budget is tight. 

You may have seen Company XYZ offering what they claim is a 
similar product on television recently. The ING SuperLife life 
insurance policy is far superior in design AND return! 

ING SuperLife is provided by Security Life of Denver Insurance, a 
wholly-owned indirect subsidiary of ING Groep N.V., with more than 
800 million dollars in assets under management. ING operates in 
over 50 countries. 

ING does not offer products. This product is issued  
by Security Life of Denver Insurance Co. 

“Low cost” is a relative term. Requires factual substantiation in 
your advertising file to make this claim. 

When comparing product types, the material needs to explain 
all material differences such as cost, tax treatment, and who 
provides any guarantees. 

Life insurance cannot be marketed as a “retirement plan”.  
This  example is incomplete; lacks assumptions such as age, 
risk class, death benefit, and whether the projected 
accumulation is based on current or guaranteed rates. 

Premiums may be flexible to a point, but they are subject to 
certain restrictions, which should be disclosed or direct the 
reader to where they can find more information. 

Refrain from disparaging other insurers. 

Materials that reference the assets of the parent company 
must disclose that all product guarantees are based on the 
financial strength of the issuing insurance company, not ING 
Groep N.V.  

Inconsistent use of ING and ING Groep without explaining. 

COMPLIANCE AND CREATIVITY 

Read the case study below 

Roll over the words or phrases that you think could trigger the need for a disclosure. They will appear on the right. 
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10. Final Exercises 

Applying what you have learned 
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FINAL EXERCISES 

•  Review the following examples to determine if they are on brand or off brand. 

•  Read the objective of each piece. 

•  Choose the headlines and subheads that you believe are on brand as replacements. 
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FINAL EXERCISES 

Objective 

Create interest for first time and younger investors to open and start contributing to an investment account. 
Show advantages of early and continual contributions. 
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It’s never too early to start 
investing. 

Planning on being a  
“younger retiree?” 

Financial growth  
starts early. 

The earlier, the richer. 

Saving early has its  
advantages. 
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This is a scored section. 

Correct 

Incorrect 

Incorrect 

Correct 

Correct 

FINAL EXERCISES 

Select and drag your choice for an alternate headline. 
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FINAL EXERCISES 

Select and drag alternate subheads that work with your headline choices from the previous page. 

Tax deferral could be one 
of them. 

Then start by being a younger 
saver. 

Contribute the maximum  
or you might end up with the  
minimum. 

The value can add up. 

Time can turn a little into a lot. 

You could lose money  
by not acting sooner. 
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This is a scored section. 

Correct 

Incorrect 

Correct 

correct 

incorrect 

correct 
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FINAL EXERCISES 

Objective 

Solicit inquiries and create awareness for financial planners. 
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Life takes planning. So does retiring. 

Achieve your financial dreams. 

What’s in your future? 

Who will be with you for life? 

FINAL EXERCISES 

Select and drag your choice for an alternate headline. 
This is a scored section. 

incorrect 

correct 

correct 

incorrect 
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Let a financial professional  
help you reach your goals. 

What’s in your future comes from 
your plans today. 

Please contact me for an 
appointment. 

Planning your future is  
as easy as making a  
phone call. 

FINAL EXERCISES 

Select and drag your choice for an alternate headline. 
This is a scored section. 

correct 

correct 

incorrect 

incorrect 
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How did I do? 

Your score 
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WRITER’S WORKSHOP 

You scored 0% (0 out of 0) 

•  If you scored 70% or higher, you have passed the test. Congratulations. 

•  If you need to re-take the test, you will need to reload the entire module. 

EXIT BRAND LAB 


