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by Phil Stella
Stellar Communications
Word Power

Advertising professionals spend lots of
time writing.

Whether it’s an e-mail, proposal,
memo, report or piece of ad copy, you can
get writers’ cramp all the time. You may
realize that the words you use do make a
difference. But, too often, you choose
words out of habit — the first word you
think of or the word you usually use.

To achieve Word Power, find the best
word you can think of to accurately and
consistently convey a specific meaning to
a specific reader. Here are five simple
strategies to help you.

1. Use Familiar Words. Whenever a
short, simple, familiar word is just as clear
or clearer as a longer word, use the short-
er word. But don’t trade clarity for brevi-
ty. Don’t try to impress people with your
educated vocabulary. Why use “antici-
pate” or “utilize,” when “expect” or “use”
are just as clear, shorter and more conver-
sational?

2. Use Specific Words. Find the single
precise word that best conveys your
meaning and use it every time. Avoid
vague references or your reader will
define what you mean. Turn “lots of com-
plaints from many customers” into “30
complaints from 13 customers.”

3. Use Assertive Words. Avoid wimpy
qualifiers like “perhaps,” “might” and
“maybe.” Be comfortable being confident

and assertive. Turn “It seems to me that
the probability exists business will pick
up in the fourth quarter” into “Business
will pick up fourth quarter.”

4. Use Active Words. Active voice is
more conversational, clearer and shorter
than passive voice. Turn “Project time
logs are to be sent to the account supervi-
sor” into “Send your project time logs to
the account supervisor ... or to Ann.”

5. Use Uncluttered Phrases. Cut out
any unnecessary words or phrases that
don’t enhance your message or tone. But,
again, never sacrifice clarity or tone for
brevity. Turn “in the amount of $2,300”
into “for $2,300,” and “despite the fact
that” into “although.” Use short verbs
instead of longer noun phrases. Turn
“reach a decision” into “decide.”

So, go beyond the first word you think
of or the word you usually use all the way
to the best word you can think of. To har-
ness Word Power, make every word
count, because the words you use do
make a difference. �

Phil Stella runs Effective Training &
Communication (440-449-0356, etcpjs@
aol.com). He’s a training resource for busi-
ness people who want to communicate
with more power and success ... and a self-
proclaimed “wordsmith.”

Tuesday, March 2
Account Service Module
Freedom Square II
6000 Freedom Square Drive (Independence)
6-8 p.m.

Thursday, March 4
Research Module
Freedom Square II
6000 Freedom Square Drive (Independence)
6-8 p.m.

Wednesday, March 10
Luncheon Program
Thomas Mulready
“Creating Cool Cleveland”
Windows On The River
Powerhouse-Nautica (The Flats)
11:30 a.m. networking, noon lunch

Wednesday, March 24
Public Relations Module
Freedom Square II
6000 Freedom Square Drive (Independence)
6-8 p.m.

Thursday, March 25
Morning Seminar
“Nuts & Bolts of Planning An Event”
Corporate Plaza I
6450 Rockside Woods South (Independence)
7:45-9 a.m.

Wednesday, April 21
Luncheon Program
Panel Discussion of Communications
Leaders
“Communications In Northeastern Ohio —
Where Are We and Where Are We Going?”
Windows On The River
Powerhouse-Nautica (The Flats)
11:30 a.m. networking, noon lunch

Adgenda

T
he most Gold ADDYs this year went to Point To Point
with five and a Judges’ Choice Award. They also added
three Silver ADDYs to their totals. The third Judges’

Choice Award was captured by Marcus Thomas LLC,
which managed to be honored with four Gold ADDYs and five
Silver ADDYs.

The American Advertising Federation’s annual creative
competition drew 669 entries, which was the third-highest
total for the Cleveland Advertising Association. A total of 128
different categories were judged with the three judges from
around the country awarding 20 Gold, 67 Silver, and 179
Bronze, which Cleveland refers to as Citations or Certificates
of Excellence. The judges were Michael Killen of Animal,
based in Pittsburgh; John Schmidt, Vice President of Leo
Burnett USA, in Chicago; and Francis George, independent
copywriter from New York City.

The other ADDY winners were: 5 Wingspread Lane, one

Gold; Anthony Thomas Advertising, one Gold; Aue Design
Studio, one Gold and one Silver; designRoom Creative, one
Gold and one Silver; DigiKnow, one Gold and one Silver;
Division Street Design, one Silver; Epstein Design Partners,
one Gold; flourish, one Silver; Fuchs and Kasperek, one Silver;
Hitchcock Fleming, one Silver; Karen Skunta & Company, 3
Silvers; Liggett-Stashower, one Gold and three Silvers; Nesnady
+ Schwartz, one Gold and 6 Silvers; roberto y nanci, one Silver;
Stern Advertising, two Silvers; Twist Creative, 3 Silvers; Vilocity
Interactive, one Gold and one Silver; Walter Greene & Co., one
Silver; Wolf Group Cleveland, one Silver; Wyse Advertising,
four Silvers; Yasaki Photographic, one Silver.

Later this month, the Cleveland Advertising Association is
hosting the AAF District 5 ADDY judging. All Golds and
Silvers will be automatically entered and companies and indi-
viduals receiving a Citation of Excellence can have those pieces
judged but must pay an entry fee. �

Cleveland-area Creatives Win 87 ADDYs


