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Our tone of voice

Our mission is to entertain and/or add value in our content — this is the first question we ask 
when coming up with an idea and we don’t write anything that doesn’t fulfil this. We are always 
putting students at the centre in everything we create.

Students describe us as:

● Bold
● Funny
● Creative
● Trustworthy
● Inclusive
● Informative
● Supportive 



Our tone of voice 
is…
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Bold
We are confident, not arrogant— confident enough in our 
authority to not mince words. We stand up for what we believe in.

- Don’t be afraid to take a stance - avoid hedge words like 
“maybe” or “possibly”

- Use vocab and make stylistic choices that evoke strong 
emotion e.g. “agony”, “nightmare”, “life-changing”, “magic”, 
ALL CAPITALS (use sparingly), exclamation marks (use 
sparingly)

- Explanations are clear, concise and to the point e.g. omit 
needless words, sentences and phrases should be short 
and easy to understand.

- Use reliable sources of information and properly cite them - 
use journals and surveys, not wikipedia or other blogs.
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Funny
We’re informal and chatty, but know our stuff and we speak to 
students at their level. Our content makes you laugh, not cringe.

- Avoid slang and puns that age us e.g. avoid millennial slang, 
words that are very “of the moment” but use the occasional 
timeless word or abbreviation e.g. “omg”

- Use contractions e.g. “you’re” instead of “you are”

- Avoid formal, essay-like tropes such as “thus”, “moreover”, 
“furthermore”

- Write like you speak but keep it easily understood by the 
masses e.g. informalise with words like “perrrrfect”, “ew”, 
“nooooo”

- Use trending references and scenarios our audience are familiar 
with to inject humour and relatability



SAVE STRIVE THRIVE

Creative

We’re always coming up with exciting ways to reach 
students. 

- Ensure that headlines offer something new or exciting 
to draw in our audience e.g. “You’ll never guess”, 
“You NEED to have/know about/see…”

- Use linguistic techniques that make copy engaging 
and create intrigue e.g. alliteration, play on words and 
rhetorical questions

- Use relatable cultural moments to inject personality to 
create compelling narratives

- Don’t ever copy phrases from other brands 
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Trustworthy & Inclusive
We offer a balanced response to student issues. Our copy is always inclusive 
and shows compassion — we make sure that students feel seen and 
understood. 

- Ask open questions to engage with students e.g. “what do you think about…?”, 
“how would you feel if…?” 

- Share specific examples of feelings and scenarios that students will relate to 
e.g. loneliness, getting no sleep, hungover lectures, late nights in the library 
etc.

- Use vocab that conveys compassion and understanding e.g. “we get that”, “it’s 
tough when…”

- Don’t talk down to students or oversimplify important issues - students are 
smart and deserve smart answers

- Headlines should reflect the content material and the same tone should be 
carried throughout e.g. a title on student finance advice should give that advice 
in the article body.
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Informative

We’re a source of reliable information and we never guess — 
all our advice is backed up by the facts. 

- Write with purpose and connect your copy together 
with relevant points 

- Break down complicated topics into manageable 
sentences and paragraphs - use bullet lists and 
number your points too

- Use headers to better sign post your content

- Use data and expert quotes to support ideas and 
break down heavy topics
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Supportive

Our content shows students what’s possible — our copy 
exudes positivity and students see us as the place to come 
for opportunities and the answers. 

- We encourage students to reach higher levels

- We’re constructive when talking about issues

- We don’t push students down one path, we show 
multiple possibilities 

 
- Use vocab that conveys enthusiasm and excitement 

e.g. “OMG”, “you won’t believe”



Syntax & 
punctuation
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General rules

● We don’t use “I” or “me” as we’re talking to students 
as one united entity rather than singular people

● Use contractions to make copy less formal e.g can’t, 
you’re, we’re

● Keep sentences and paragraphs short and to the 
point — paragraphs need to be digestible on mobile 
devices so no longer than 3 lines

● Vary sentence length to keep the reader engaged and 
use short sentences to make a point or create tension 
or urgency

● Keep exclamation points to a minimum (only use one 
and where really necessary)

● Slang that’s “of the moment” should be avoided as it 
dates content and isn’t always understood

● Swearing should be used 
sparingly(not email) if there’s no other 
way of expressing an extreme 
reaction/emotion and letters should be 
“*” out

● Avoid long, descriptive sentences that 
detract from the point of the sentence 
or the article 

● Avoid using emojis in articles, save 
them for social and email.

● Use an em dash. Dashes that join two 
sentences together (not words) 
should look like this “—” with a space 
either side

● Avoid semicolons unless completely 
necessary. 



Brands we love <3
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Dazed

Dazed are on the pulse when it 
comes to covering what matters 

most to gen z. 

From cultural op eds to current 
affairs, they’re laser focused on 
coverage specifically for their 

demographic.

Their use of rhetorical questions 
in titles to cover intriguing topics 
is something we should aim to 

emulate. 

https://www.dazeddigital.com/
https://www.dazeddigital.com/
https://www.dazeddigital.com/
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The Face

Describing itself as a “cultural 
trailblazer”, The Face provides 

stripped back, to the point 
journalism on everything from 
politics to fashion and music.

The Face conveys attitude and 
intrigue through rhetorical 

questions, punchy statements 
and shocking quotes.

They’re confident with their 
knowledge of trends and news. 
They know what they like and 
what they don’t like and aren’t 

afraid to share it.

https://theface.com/
https://theface.com/
https://theface.com/


SAVE STRIVE THRIVE

Betches

Known for their unique takes on 
current events as well as their 
well-timed injection of humour, 

Betches are a no-nonsense 
brand that can make even the 

driest of topics fun and relevant.

Their demographic is women 
aged 18-35 so while this differs 

slightly from our own more 
gender neutral, younger 

demographic, we can learn a lot 
from how they inject personality 
and humour into the topics they 

cover.

https://betches.com/
https://betches.com/
https://betches.com/
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The Tab

Written by students, for students, 
The Tab offers up the latest 

trends and news while always 
sharing a uniquely student take.

While their language is informal, 
often incorporating the latest 
sayings, they always take a 

strong stance and ensure their 
personality shines through 

whatever the topic.

https://thetab.com/
https://thetab.com/
https://thetab.com/
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Level-Up

No one takes a stance like 
Level-Up.

Their copy is both clear and 
emotive, citing evidence from 

reliable sources to make strong 
arguments that incite change.

They use clear and strong calls to 
action and make their position on 

the biggest issues clear.

When we cover tough topics or 
current affairs that impact 

students, this is what we want to 
emulate.

https://www.welevelup.org/
https://www.welevelup.org/
https://www.welevelup.org/
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Her Campus

Her Campus provides the perfect 
blend of authority and 

entertainment when it comes to 
college-related advice. 

Speaking to students on their 
level, they leverage cultural 

moments to make their content 
relevant and relatable.

As a US content platform, their 
demographic is skewed towards 
US college students so keep this 
in mind when reviewing vocab, 
phrasing and topics covered.

https://www.hercampus.com/
https://www.hercampus.com/
https://www.hercampus.com/

