Copywriting Framework

Who is the audience?
Above all else, the audience for this magazine are Black women. They generally live (or aspire to live) in luxury and comfort, likely living in lavish households while frequently browsing through and buying premium products. 
The primary target audience are 26-30 year olds and Black women specifically. As they’re older they’ll be able to appreciate and purchase the products and adverts in the magazine. Black women are the focus of the magazine, so they’ll naturally be part of the audience. Their social grade will be A, mosaic group being A02 and they’ll likely be living in a rich neighbourhood – meaning that they’ll be interested in the contents of the magazine while also being able to afford the products in it. Succeeders would be attracted to the magazine’s focus on confidence and work (work / life balance article), they’d also enjoy the stress relief from the travel article and luxury beauty & protective brands in the magazine. Since succeeders choose brands based on their prestige, they’d be a perfect fit for the magazine.
The secondary target audience are 31-40 year olds, liking the magazine for similar reasons to the primary’s age group. Being part of social grade B and living in the city, they’d like how the magazine features interviews from people living similarly to them. The secondary target audience includes Black people of unspecified genders as, while the magazine is for Black women specifically, they’d be interested in reading about Black women being successful. Their mosaic group would be A03 as they live in a premium area in the central city. Aspirers would enjoy the magazine for featuring expensive and luxury brands, they also like fashion & beauty meaning that they’d enjoy the article focused on beauty products. They would like the professional design of the magazine.
The tertiary audience would be 20-25 year olds, social grade C1, as they may not be able to afford the products in the magazine but would still like to imagine themselves having those products. Being younger would mean they would also look up to the successful women in the magazine, specifically the people being interviewed. Women of other races would still be able to enjoy the article on beauty products and may like one of the products (Ebi) featured in the article promoting Black owned businesses. G27 would still be able to enjoy the magazine as they’d earn enough to be able to buy the products in the magazine. Reformers would like how the magazine is socially aware and shines a spotlight on Black women, they’d also enjoy the work / life balance article as it promotes personal growth. 
What do they struggle with, how does it make them feel?
· Black women may struggle with seeing themselves being represented, especially when it comes to luxury magazines or media catered to them in general
· They may feel that they must be perfect to not “drag down their peers” (other Black women) 
· Alone, confined, anxious, solitude

· A02 would want to look for more luxury products to own (looking for quality/socially recommended products, curious)
· A03 may be burnt out from constantly working hard (tired, stressed)
· Aspirers & Succeeders having the same issues as A02 + A03

· Tertiary audiences: struggle with purchasing the product (not really fixable)
Problems they're having with existing solutions
· There are spaces for Black people & Black women already existing, most of them being on social media while others are festivals and even magazines
· A02, A03, Aspirers & Succeeders already have ways to access what they want (look at social media/posts for quality products, can likely take breaks from work)
What’s the difference your brand provides? How can they benefit from your help?
· Magazine is solely focused on Black women specifically and celebrating their achievements 
· Through the brand’s social medias and website there is a space for Black women specifically
· Magazine can help bring Black women closer together by creating a community for them
· Younger people can look up to successful Black women interviewed in the magazine as role models

· A03 & Succeeders can learn to fix their issues themselves with the work / life balance article in the magazine
· A02 & Aspirers can find products that are popular with Black women specifically in the magazine & can support upcoming luxury Black women-led businesses
How does the benefit make them feel?
· Happy & comforted to have their own space (the brand)
· Celebratory of other Black women
· Building a sense of community & companionship
· Luxurious & premium quality
Other Notes
· Do not explain to readers what you can do with luxury products (example: they already know about yachts, their prices & features), instead sell them on the experience of having them with lavish descriptions 
· Make the product high-end and desirable rather than catering to the mass market. Talk about the little details when talking about a high-end product (example: a Mont Blanc pen being worth thousands because it can write underwater or in space)
· Flatter the reader for their “excellent purchase” – don’t do this too much otherwise you’ll appear cloy (fine line between formality vs being snooty)
· Keep in mind what the audience finds interesting
· People read fashion & beauty magazines to read about latest trends and ways to improve their own fashion/beauty choices
· Create a story that includes the audience’s challenges and desires (example: writing copy for labels – for some labels are a form of therapy, “a clean house is a happy house”, organisation)
· Record yourself reading out the articles to check for mistakes
· Make products luxurious by making them seem exclusive
