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Why Are We Here?

Let’s remind our brains why Belly even exists.
“Making businesses personal” is our Vision Statement but
what does that mean?

It means that we’ve recognized that
running a business isn’t easy, but we’re
here to help.
Today, businesses of every size are expected to not only
maintain their day-to-day but to also plan for the future.
Engage with customers on Facebook. Develop email
marketing calendars. Launch a mobile app. Entice new
customers to come in. Because technology changes fast,
Belly keeps these businesses in the race. By consolidating all
of these now necessary functions, Belly enables businesses
to focus on what’s most important: To create lasting
relationships with their customers.
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Why Should We Care about Words?

When we fall asleep at night, we're dreaming about one
thing: That people know about Belly. Some might love what
we do, others might hate it - it really doesn't matter. What we
care about is that at the end of the day, they understand what
we do and the service we provide. That’s why we need words.
Copy is the ﬁrst point of contact we have with anyone
outside our walls (Send pizza!) so it’s important that our
words convey exactly what we want to say.
There are many pieces of our brand roaming out in the
world. Website, mobile apps, social media channels and
physical materials you can hold in your hand all bear the
Belly brand. Therefore, consistency is the name of the game.
By ensuring consistency across all assets, we can
demonstrate that we are indeed the leader in the loyalty
marketing space. We want everyone who engages with our
brand to trust that we know what we’re doing and that, as
the kids say, “Belly is legit.”
These guidelines will ﬁrst touch on the basics of writing
branded copy. Then we’ll take a short, guided tour down
Memory Lane to learn how our brand voice came to be
before swan diving into everything necessary for writing like
a wordsmith.
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Word Rules

Our approach to everything is pretty straightforward: We want to be loved or hated. Indiﬀerence means that
we’re not trying hard enough and being “meh” at life doesn’t coincide with our Values.

•

Be mindful of tone of voice for every piece of branded
copy.

•

No cussing. Keep sailor talk to Caribbean getaways and
one-on-one meetings regarding compensation packages. If
you can’t say it in an interview with Matt Lauer, then don’t
put it in the copy.

•

Snark and sarcasm are like foreign languages. If you can’t
speak them, be respectful and don’t.

•

In the interest of brevity and simplicity, it’s important that if
a sentence starts to run on forever and takes on a mind of
its own, so much so that it strays away from the main
thought which ultimately distracts the attention of the
reader, cut it oﬀ. Put a period in there. Start a new
sentence.

•

EXAMPLE Belly gives your business a marketing solution

Write in the active
voice whenever possible.
that works.

NOT AN EXAMPLE Belly is giving your business a marketing
solution that is working.

Be yourself always. We are who we are and we’re pretty dang good at it.
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Key Terms and Phrases

The name of our company is Belly with a capital B. We do not refer to ourselves as BellyCard.
EXAMPLE My company, Belly, is the best place to work in all the land!

a

NOT AN EXAMPLE Scientists agree that BellyCard will soon cure the common cold.

to Belly: (verb) to visit (or check in) at the iPad at a Belly
Business - Bellying, Belly’d
Merchants are what we call the businesses who give us
money to use our product. Can also be called Belly
Businesses with 2 capital Bs.
Members are the folks out there using Belly at the
businesses they love.
BellyCards are the physical cards. The B and C are always
capitalized and it is always one word.
In-store transactions between a Member and the iPad are
called visits. “Visits” is the preferred word over “check-ins.”

Check in is a verb.
EXAMPLE Jennifer Lopez, did you remember to check in
with Belly today before hitting the block?

Check-in is a noun.
EXAMPLE How many check-ins you at, bro?

Check-in is also an adjective.
EXAMPLE Relax! Your Belly check-in points aren’t going
anywhere!

Belly Points with a capital B and P. Double Belly Points, Belly
Network, Web Command Center follow the same rule.
We don’t have Account Managers here, only Merchant
Success Managers.

6

For: Matt Ing (See, formatting is important)

We made some rules when it comes to formatting copy. Sue us.

Headers and Titles
•

Capitalize the ﬁrst and the last word.

•

Capitalize nouns, pronouns, adjectives, verbs, adverbs,
and subordinate conjunctions.

•

•

Omit ordinal abbreviations (st, nd, rd), unless otherwise
instructed by Marketing.
EXAMPLE April 1
NOT AN EXAMPLE April 1st

Lowercase the "to" in an inﬁnitive

or use http://titlecapitalization.com/ with the Chicago Manual of
Style option turned on if you aren’t a Part of Speech Samurai.

Subheads
Use standard capitalization rules, Mr. President.

Subject Lines and CTA Buttons
•

•

Lowercase articles (a, an, the), coordinating conjunctions,
and prepositions.

EXAMPLE How to Dance on Tables: A History

•

Dates

Capitalize The First Letter Of Each Word.

Phone Numbers
•

Area codes are in parentheses and numbers are
connected with dashes. So (773) 202-5862.

Lists
•

No Oxford Commas. This is America.
Example: I’m cool because I like American ﬂags, fanny packs, pizza
for breakfast and Michael Jordan.
Not an example: I am not cool because I like Nickelback, dial-up,
and paying for extra guac.

Numbers
•

Spell out numbers one - ten. Above ten, use numerals.
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Getting to Know the Belly Voice

When we were ﬁnding our voice back in 2011, it was clear
that we wanted to make an impact. We hadn't become the
leader of the loyalty space yet so we needed to do
something to diﬀerentiate ourselves and break through the
noise. We wanted a brand that would be recognized as Belly
even if there was no mention of loyalty or visibility of our
logo. Our voice needed to be distinct and unique to who
we are.
With that in mind, Belly's voice is always authentic,
conversational and packed with punch however the way in
which we communicate is dependent on who we're
addressing (more on that later). Our brand voice allows us to
get away with pushing the envelope, however we’re never
edgy or quirky just because we can be; all of our messaging
is done with intent and purpose. If it isn’t providing value,
then bust out that red pen and get rid of it.
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Watch Your Tone

“It’s not what you said, but how you said it.”
- My Mom

Tone deﬁnes a brand’s voice. It encapsulates the personality of the brand and should be considered for every piece of copy. Tone is
demonstrated by the words we choose to use, the structure of each sentence and the feeling we want to convey. It’s basically what’s
written between the lines which isn’t very helpful when trying to teach how to write copy. In any case, all branded copy should be:

Conversational: If read aloud, every sentence should sound
how people talk to each other today. Use colloquial jargon
that is natural. Also, it behooves you to refrain from utilizing
antiquated rhetoric that takes a fortnight to comprehend.
‘Tis 2015, you rapscallion!

Actual photo of Jenny’s mom!

Authentic: Write in a way that makes you comfortable. Keep
copy straight-forward and direct; ﬂowery content is fun but
best reserved for prose and Vice President-elect speeches.
Vibrant: Inject personality into everything, so that the
reader actually enjoys what they’re reading. Punch up copy
with speciﬁc references to ‘90s pop culture, historical events,
obvious observations about life - in other words, don’t be
boring.
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Examples of Tone
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Merchant Copy

When writing Merchant-facing copy, we want our businesses
to know they can trust us and that we’re understanding of
their needs. By focusing on being experts in loyalty, we’re
able to help our Merchants successfully grow their
businesses.
Be direct and clear but never robotic. We want them to know
that behind every email, feature explanation, iPad install
guide, etc., there are real life humans at Belly dedicated to
helping them run their program (and yes, we all do have the
voice of Morgan Freeman).
In addition to being conversational, authentic and vibrant,
tone of voice for Merchants is:
Knowledgeable: We are the leaders in the loyalty marketing
space. Copy should demonstrate this.
Empathetic: Be sensitive to a Merchant’s needs and identify
where they’re coming from.
When communicating to our Merchants about Belly’s loyalty
product, it’s called a “loyalty program.” Rewards speciﬁc
messaging is reserved for Members.
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Examples of Merchant Copy
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Then and Now

bellycard.com | 2012

bellycard.com | 2015

Sales Sheet | July 2012

Sales Sheet | April 2015
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Member Copy

“Rewards you want at the places you love” is how Belly is
described to Members. However, we want our Members to
engage with our product, not just because we're getting
them free stuﬀ at the businesses they go to, but because
there's a personality to our brand that they also love.
In addition to being conversational, authentic and vibrant,
tone of voice for Members is:
Whimsical: Deﬁned “playfully quaint or fanciful, especially in
an appealing and amusing way.” Nailed it.
Edgy: “The line” was meant to be crossed, right? Make
Members say, “Wait, what?” but not in response to anything
oﬀensive. Be nice.
Humble: Belly is the dominant leader in the loyalty
marketing space and it’s okay to toot our own horn about
how awesome we are. Just be sure to do so in a way that’s
respectful and acknowledges our humanity. Think Beyonce,
not LeBron.
When communicating to our Members about Belly’s
rewards, it’s called a “rewards program.” The word “loyalty” is
reserved for Merchants.
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Examples of Member Copy
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Merchant vs. Member Messaging

Here are examples of using tone of voice to communicate
the same thing depending on the audience:
“Customer loyalty doesn’t mean a wallet ﬁlled with punch
cards.”
For Merchants: Learn who your customers are, how they shop and
what they want.
For Members: Live a card-free life. We dare you.

“Belly provides value to both businesses and consumers.”
For Merchants: Belly gives you the tools to bring your customers back
more often.
For Members: Treat yourself to rewards you want at all the places you
love.

Footers for the Merchant and Member homepages For Merchants: Just as you make an eﬀort to always put your
customers ﬁrst, so do we. We want you to have the very best Belly
experience as possible because being the very best is something we
think we’re the very best at.
For Members: Everyone is good at something and at Belly, we’re good
at taking care of our Members. Because without you, we’d just be an
iPad rental service company...which isn’t the worst idea we’ve ever had.
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Who the Flip Is “Flop”?

Belly was originally called “BellyFlop.” After realizing we didn’t want a company named after watering hole mishaps,
we “dropped the -ﬂop” and Belly was born. “Flop” became the apropos name of our dog mascot logo. Even though
the Belly voice on its own is already quite distinguishable, Flop is an opportunity for us to give this voice a body, a
bark and a whole lotta snark.

Belly & Flop: A Love Story
“Years ago, when people looked to bearded men in funny hats for advice, one
such gentleman crafted the phrase “Tis better to have loved and lost than
never to have loved at all.” Enter Belly and Flop, one of the greatest love stories
our generation has ever known. While once indistinguishable from each other,
they now exist as separate entities yet their entangled dependency is obvious
to even the daftest passerby. Both exude conﬁdence and boldness but in a
way that is never arrogant or obnoxious. Belly is full of rewards and Flop is
full of attitude. Humor is their shared sixth sense. They don’t take themselves
too seriously because life moves pretty quickly and it takes more muscles to
frown than it does to smile. Belly pushes the boundaries of acceptable
behavior and Flop drags them over the line just that extra bit. They
complement each other like no other pair in history. And for this, the world is
grateful that their love is not lost but instead strengthens every single day.”

*Please consult with Marketing before developing any Flop copy.
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Flop Examples
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Product Descriptions

As we on the inside know, Belly is more than just a loyalty
program for businesses. As new products and features are
made available to our Merchants, it’s important that we
describe them so that anyone can understand what
“doohickey” we’ve come up with.
•

Always capitalize product names. Campaigns, not
campaigns. Belly Bites, not Belly bites.

•

Use plain speak. Leave technical terminology for the
bedroom (if that’s what you’re into).

•

Be empathetic and think like a Merchant.

•

Describe what the product does by pointing out the
problem it solves.

•

Campaigns and Belly Bites as products are singular.

EXAMPLE Campaigns is Belly’s email marketing tool.
EXAMPLE Belly Bites is Belly’s customer acquisition tool.
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Product Description Examples

THIS IS A BAD EXAMPLE
“Non-cannibalistic and “surge eﬀect” don’t mean
anything to a Merchant.
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Belly Products for Sale

This is how we explain our current suite of products and
features:
Digital Loyalty Program
We help you create a unique rewards program that ﬁts your
business and boosts customer loyalty.
Campaigns: Email Marketing
Create and send marketing emails with custom templates.
Campaign performance stats, including in-store visits, at
your ﬁngertips.
Auto-Engage: Automated Marketing
Send customers coupons based on their visit history,
automatically incentivizing them to return to your business.
*Belly Bites: Customer Acquisition
Grow your customer base every month with targeted oﬀers
to Belly Members near you who haven’t visited your
business yet.
*Belly Bites is also Member-facing. When addressing Members, describe
Belly Bites like this: Belly Bites are free oﬀers at places near you. Try
something new, just for being a Belly Member.
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Feature Descriptions

Customer Insights
Seamlessly collect and track real-time customer data like
visit history, age and gender.
Mobile Exposure
Your business will be ﬁndable in Belly’s award winning iOS
and Android mobile apps.
Powerful Data & Analytics
Measure your loyalty program and marketing success from
the web.
Dedicated Merchant Success Manager
A real-life human dedicated to your success.
Social Media Integration
Connect to Facebook, Twitter and Yelp to get more ‘Likes’,
shares & reviews.
Customer Email Upload
Upload customer email addresses you’ve already collected
and email 100% of your customer base.
And when in doubt, refer to Lauren Licata.
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Feature Descriptions Examples

With Copy Rules

Without Copy Rules
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Email Copy

Emails are our branded handshakes. They’re our Hellos, Goodbyes, What’s Cracking? and (if done well enough)
should include a secret move or two to ensure optimal eﬀectiveness. Fist bump, chyeah!

•

All brand guideline rules apply.

•

Subject Lines Look Like This

•

subject LiNes sHoulD not look like THIS.

•

Subject lines should summarize the email content. Do not
mislead.

•

Put the most important information at the top of the
email.

•

All emails must contain a Call To Action button even if it’s
just directing to our locations page. CTA is typically after
all copy but before Fine Print.

•

Branded emails must contain an image.

•

Write like a human who enjoys getting caught in the rain,
even for bland, transactional email messages.
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Email Copy Examples
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Social Media Copy

Copywriting for social media is pretty much on par with the
rest of our brand guidelines. Just be extra mindful that this
content goes straight to the World Wide Web, a stomping
ground for folks with thoughts and feelings about
EVERYTHING.

•

Keep posts short. Ain’t nobody got time to read when
there are cat videos to watch.

•

Include a call to action to drive engagement.

•

Include links and images.

•

Be topical.

•

Don’t overuse humor (be punny but not annoying).

•

Trust your gut.
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Social Media Examples
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PR Copy

Don’t do it.

Please defer to Jenny B for all PR copy.

This is our boilerplate:

However…

Belly’s industry-leading platform has redeﬁned the

if the Chicago Cubs have won the World Series and she’s lost
in the celebratory masses, stick to these tips:

personal. Oﬀering customizable, unique rewards

• Follow AP Style. There’s a stylebook on the bookshelf.
Please read it.
• Write in the third person. Don’t use “we”, “us” or “our”
unless it’s a direct quote for a press release.

loyalty space by focusing on making businesses
programs backed by a seamless marketing solution,
Belly makes it easy and aﬀordable for merchants to
engage customers with memorable in-store
experiences and build lasting relationships. Through
digital connections, businesses gain access to
customer data and a suite of innovative tools to
track their marketing eﬀorts. Belly is headquartered
in Chicago, Illinois and received funding from
Andreessen Horowitz, Silicon Valley Bank, Lightbank,
NEA, DAG Ventures, Cisco, and 7–Ventures, LLC (a
subsidiary of 7-Eleven, Inc.). For more information,
visit www.bellycard.com.
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Copy Fails

Always use spellcheck. And if something doesn’t make sense in your brain, it probably won’t make sense in
someone else’s. Please have a second set of eyes review all copy before pushing anything into the wild.
Otherwise, these copy fails may happen:
Happy cold!

Cock-a-doodle-FAIL

Algorithmically? Deﬁnition, please.
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Parting Words About Words

Some food for thought before you cannonball into your next
project: Just because you can read words doesn’t mean you
can write copy. Branded copy isn’t supposed to be easy but
with the laws guidelines set forth here, hopefully it becomes
less hard. Thankfully we have a team here to make us all
sound smart and wise - kinda like your grandpa’s friend who
wears cardigans and takes thoughtful pauses.
As our Values state, “We take our work seriously, but not
ourselves.” So at the end of the day, if we can make our
Members/Merchants/media/moms/each other laugh or
smile, then that’s some dang good copywriting skills.
Be natural. Be smart. Be a resource.
Jenny Beightol
jenny@bellycard.com
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