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WRITING BASICS 

PURPOSE AUDIENCE TONE 
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WRITING BASICS 

PURPOSE 
ÅWhy is the content being produced? 

ÅWhat information or idea are you trying 

to communicate? 

ÅWhat goals do you hope to achieve by 

displaying the content? 

ÅWhere is the content going to be 

displayed/located? (Website, Social Media, 

Connect/Online Course, Email) 
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WRITING BASICS 

AUDIENCE 
ÅWho are you communicating to? 

ÅWhy do you need to communicate this 

information? 

ÅWhat are the concerns or motivations of 

the audience? 

ÅDifferent TYPES of audiences 
All students vs. all M.A. students 

All FoE faculty vs. ñnewò faculty 

Academics vs. the ñoutside worldò 

© 2015 Julie Acres 



Understanding Your Audience 

Various tactics: 
ÅUsability testing 

ÅListening labs 

ÅA/B testing 

ÅGoogle Analytics 

ÅReadability testing (Flesch Kincaid, Gunning, Coleman) 

ÅUser personas 

ÅContextual interviews 

http://www.usability.gov/what-and-why/user-research.html 
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WRITING BASICS 

TONE 
ÅNo tone without knowing your audience 

ÅCreates lasting impressions and 

develops overall atmosphere 

ÅConveyed through words, structure, 

graphics, punctuation 

e.g. 1 e.g. 2 
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http://www.canada.ca/en/index.html
http://www.toysrus.ca/home/index.jsp?categoryId=2567269
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ÅñFold of the Pageò 

 

ÅQuotes 

 

ÅChunking 

 

ÅBite, Snack, Meal 

 

ÅHeadlines 

ÅñAbove the Foldò 

 

ÅChunking and Inverted 

Pyramid 

 

ÅBite, Snack, Meal 
(Faculty profiles, Canucks, ET Canada) 

 

ÅHeadings & Excerpts 

 

ÅReading for the Web 
(F-pattern, Z-pattern, Gutenberg Diagram) 

ish  
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https://ecps.educ.ubc.ca/people/faculty/
http://canucks.nhl.com/
http://www.etcanada.com/


Above the Fold 
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Above the Fold 

© 2015 Julie Acres 

Photo: oculusrift-blog.com 

ÅThis concept came from newspapers 
 

ÅTry not to add too much information below 
 

ÅThe most important information goes above the fold 
 

ÅCommon misconception is that more content is better 
 



Chunking 
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Chunking 
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ÅOrganizes content within a page into blocks of content 

(sections) 

ÅAllows for your audience to quickly find what they want 

ÅCan have a title or headline for each chunk (supports 

scanning efficiency) 

ÅThis helps divide information into easily consumable 

pieces that is focused on one subject 



Inverted Pyramid 
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THE BITE 
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THE BITE 

ÅAKA: Headlines / Headers / Titles / Event Name 

ÅSentence case vs. title case 

ÅMay need to change font type to stand out, but keep to two or 

three ï not too excessive 

(heading styles, font size, bold) 

ÅSans-serif fonts are best 

ÅGreat way to draw attention to sections + increases scan-ability  
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HEADLINES 
ÅCall to Action 

ÅSummary ���G�R�Q�¶�W���J�L�Y�H��away the whole story!) 

ÅQuestion 

ÅTeaser 

ÅHumour (use wisely, not often) 

Great Resource: http://www.socialmediaexaminer.com/how-to-craft-headlines-that-draw-people-to-your-content/  
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