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STYLE

and sounds is as important
oks. Following these five
es for written content will
aft communications that

Its while staying consistent
and identity.

BE DIRECT, CLEAR, & CONCISE

Our communication should be simple and
straightforward using crisp, declarative
statements to convey key points in the fewest
words possible. Avoid ornate, meandering,
or ambiguous language, and don't sacrifice
clarity for cleverness.

WRITE LIKE PEOPLE TALK

Communication that sounds like it comes

from a human is more engaging, relatable,
and memorable than language that's stiff,
robaotic, or overly formal. Personality is what
creates an emotional connection with our
brand and builds loyalty. So no matter what
the message is, make it feel natural and
conversational, the way an actual person might
say it. Avoid business and technical jargon.

MAKE EVERYTHING FEEL EASY

Whether we're talking to riders, drivers, or
business partners, we always want to sound
helpful and encouraging. Instructions and
product descriptions should be intuitive and
inviting, expressed with a casually confident,
positive tone. Give people all the information
they need without over-explaining or adding
extraneous details.

EXPRESS TO IMPRESS

We want everything we say to sound smart
and articulate, even when we're excited or
having fun. That means carefully composing
messages so they seem polished, infusing
humor in a way that's clever and witty

(not forced, cliché, or silly), and making sure
our brand's approachable, down-to-earth
intelligence always shines through.

PUT THE AUDIENCE'S INTERESTS FIRST

Our content should provide value to the
people reading it by connecting what we
want to say with what people actually care
about (the specific benefits to their lives).
Consider what riders and drivers are thinking
or feeling—what they want to acquire,
accomplish, or understand —and lead with
what's most interesting and relevant to them.

Uber — Copy Style Tone



e - XFRIRAIMIGREIar

o HIMRIEHE

I|-|J|

2%

)12 EIAICEE o

o I 1:BT FHILS T E

ANEFAR > T

=1ECH >

wEMRIRIES

MAZEY—EE » AR A XA mAE IR A 1L




[R=EE: 1 A

o R LERN ~ T[] ~ BIRNXHIES °

o T IBMmMEFN AP Z BRI MM 1%
Hiz ~ 75 > FIAEEIRENXFES
ZILAR o



2. JBIRFHF fai8

o Foivzk LR EZ T » THANIZM SN » KFLEmILNFET
M > B IN1ZFRIT— M EE PSR (R B ENM SR IR ZE RS -

o THFS|SSFHFEAETHFRINBS » BNINXEMNZZEE ZHBIE
%> HEUWRITEFNESERN -

o HANZE—MAILLIE
6 L HIEIES -

FEBRTERE

i RAY/)NE

{5 > ARFANR

o RN AFMNIFIRERBZRIER » BHRIBIRMEEIE




3. 1R RACGERRYIN S

o AT ENIZAN N —FETRES -

ENFTHAFE
RAIMAEZE
MIEZ{TA

?ﬂzﬂ]ﬁ’]ﬁz;'

=

EASHR (FImRE

5

ISREFRIE RS UFA

A BT 24 - )

2R RAN ) SRR SRR

BHEXHNE -

EEEA

1EEZEIIM
FMIMERH) -

RS2 —At )R]

R8T BR-
MK F

- ——9Ah 5

1t A 189F]) =

/B



4. 11E1k

® WEMNIZBEEARLEN » XFNNEZEFKS| ]

BN - XETXFEMRAIF

SEE

LS

*ﬂ:ﬁﬁln |=|$D = }j-LIZI =

=M=HY °

* MEEABILINIES A - _JL/UJ:@MI]E’JuuHi"E*DJ = Z |8 Z 1L e

—MIBRERY TSR - BN

® FTlA > %u:?ﬂzﬂ]%%tﬂ'ﬁ  15KRENE %E’J?’j“t

1R

':IEI/J L:]Jﬁ

XITAMRZMASE » FB—TELRIARTEE o R E

Ff:ﬁik%[l?i‘iﬂfﬂfln

FER BX—7
P&




5. FTiK

o T 1%
EE%(L
o @Zﬂ]T

- .
-+ g —
/__u

AN
/

MIEF

AB NP EIR

Z3A xR s EEZ AR RARY > T3]

DAME A X#RNE S B

&S]

TR > #R—LEUdEAF R BEL

AL IR T AL

FARNSENRECETEAERXTERE -

AR > (B15
40 > S

?%ﬂ?k%ﬂ\%%’é 14 o MEFEEERS ) XEMEK







B[R KR IFIRIT

NAFER, by Jeremy Keith
Zo{L5G, by Luke Wroblewski
RNAESHF, by Cameron Koczon

L -

GRITERNATRSH - FIARASEIITEEE - [RERNENRIT
MARIKITT » REEFR AR - 7
—Jeffrey Zeldman



Voice

& Tone

FAILURE MESSAGE

Success Message

App Copy

Confusion
Company Newsletter

What went wrong? I really need to get
this campaign out.

Stress
Blog

Anger
App Copy 2
Public Site

Video Tutorial

Guide MAILCHIMP

Twitter, Facebook Offer a solution or next step.

’ . .
Knowledge Base Be straightforward. Explain what’s going on right away. We re expel lenCIHg d
Guide 2 Be calm. Don’t use exclamation points or alarming words like prOblem atone Of our

“alert” or "immediately."

Blog 2 data centers. Our

Cronta ket Enie Be serious. Don’t joke around with people who are frustrated. engineers are on the
Public Site 2 Ccasc, and Wlll have

Press Release things back to normal
Public Site 3 shor tly

Legal Content

MailChimp, HRMFIZIZERIREF AR




RALIRAN 5= > SEINAI A - BB ufitn
XJ1E

® MailChimp 2—XMEFHMFEHEFENAE] - I XRIZRITIERE o
ZAEINIANR B Y Kate Kiefer Lee 1L 7 — MU “Voice and Tone” Y
iG> B3 T ESMHMARNERT » XEIRITIMAMIZA{ER X FHRAE
a8 o

IITHREMIZM X FEIIT AR - MEXF TN ZERMNTAT@mA T » &
2 M mILIREF N % B X EIRIT IS5 #E -
—Stephanie Hay




gt



HTHE ~ Z2R8F - AP ~ /\E

== ¥

==

PRI E (E1H)
I P RIS E (1T1%)

IF—fECZRIFRE (2

RFF

)



TR > 1T A

o FABEXEZRIHEMNEMNME » BEZ—TH( BT XENAPTEXE
SETERIEE
o (RIXIIEAIEE | XN FEF » Bl BEFAFP =ET AFRITIE ?
o WXTRF&¢(0) @ IMBESFURIZIRAF LEANAE 7 R T4 ? BED IRFRERIRAL

TR %% |a] ?
o (RIBABAEN : XIXNIEFESERITAER—-|SHFATIEM ? 58
I T ERINEE ?

o EVU—THESLNHMAFXERIIZE




B$: Voice & Tone

[MAILCHIMP 8] iV IB R XX SR 15 ]

http://futurefriendly.cn/share/voiceandtone.html#16
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