


Lighthearted, funny, chatty copy gets attention. And it’s more conversational, which readers consider 
more authentic and, hence, more credible.  
  

This first piece was done for a large design firm that’d just bought a Heidelberg printer and wanted to 
get the word out to the creative community.  
  

I suggested a birth announcement, which ended up being a small, accordion-style brochure. A series 
of fun double-entendres kept the audience reading.  
 
 
  
  
 
  
 
 







Next are these two examples of a “newsette”—a combo newsletter/direct mail postcard, for a 
mortgage company. Designed to be fun and chatty, and to convey the impression of friendliness, 
approachability, AND competence. 
 
 
 
  
  
 
  
 
 





Front cover and three inside pages of a really fun capabilities piece I wrote for my long-time 
graphic design partner’s business. We played on her Italian ancestry—with all the tradition and 
honor surrounding it—but, she wanted the reader to have a good time learning about her and her 
work. As you’ll see from the next page, the cover has a die-cut window revealing her mother on 
the inside page. 







Not laugh-out-loud funny, just some color and whimsy. Front cover and first two pages of a 
brochure for a manufacturer of data-capture equipment for clinical drug trials. The prevailing way 
to gather data was downright prehistoric, and DCI was offering a far better mousetrap. 
  

I suggested setting up a contrast, with this first page as “The Present.” Here, we described the 
antiquated process (with graphics to match, and poking fun with the copy), driving home how  
time-consuming and error-prone the process was. Second page—“The Other Present”—showcases 
their offering.    







A few light-hearted direct-mail postcards (front/back combos) I did for a local print chain that 
was trying to shake its image of the stodgy traditional “printshop” out of touch with technology.  
  

In all, my designer and I did about 20 cards for this client. 
 
 






