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Dear Madam 

With due respect, I would like to inform you that I have completed my 3 months of intern period 

at Adon Communication Limited and as you know that  I was a Copywriter at Adon and now I 

am extremely happy and excited that I am going to present my internship report on “Impact of 

Copywriting in Marketing Communication” . At Adon my supervisor was Taskin Hossain who is 

the General Manager of Adon communication. I have practiced my learning of BRAC Business 

School in this internship and all those experiences are going to help me in my future life. 

Again I want to thank you for your   support; basically your effort played a vital part behind this 

achievement. 

Sincerely  

Imrul Kayes Sabbir 

15104206 

BRAC Business School. 
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Executive Summary 

The following internship report is a reflection of my work at Adon Communication Limited and 

my understanding of the Advertising industry and how it functions. My internship had started on 

the 1st of January 2018 and ended on 31 March 2018. During these three months, I was rather 

treated as a full-time employee at my workplace and gathered experience that helped to 

understand work process of an advertising agency.  

The report initially contains a brief introduction of Adon and some of the services it provides. 

Afterwards, what are my learning and contribution in these three months internship period is 

described here.  In this technologically advanced era, brand promotional strategies and 

advertising techniques have changed radically because of digital platform. To cope with the 

changes with consumers view and perceive things copywriting plays vital role. The report has 

been integrated with a lot of information that shows the significance of copywriting in 

advertising industry.  

The most important step lies in deciding what an advertisement should say and to whom it 

should say it. All it needs to position the brand picture in consumers mind through the 

communication process. As a copywriter I tried to focus on this specific area.     
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  Part 1 

Overview of Adon Communication Limited 

 

 

 

 

 

 

 

Adon Communications Ltd is a concern of Shooting Star Ltd. Other concerns of Shooting Star 

Ltd are one of the most prominent e-commerce Bangladeshi sites; Esho.com and value 

distribution concern; Lemontip. 

Adon facilitates clients by providing them with the best communication strategies that will give 

them a tactical edge over their competitors. Adon Communications consistently stretches 

importance on crafting the befitting premeditated course of action where clients find it 

comfortable and confident in maneuvering in the market. 

Communication is an essential part of any business to build the Brand and develop solid 

Consumer base. The essence of this idea is the way to frame Adon Communication LTD. It has 

ventured into this Digital time with Hybrid Communication administrations. It’s Creative experts 

depict Adon as the primary ever actionable Modern Marketing Solution Partner in Bangladesh 

concentrated on digital platform in the core.  
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Mission & Vision:  

Ad On facilitates clients by providing them with the best communication strategies that will give 

them a tactical edge over their competitors.  

Services of Adon Communication: 

Marketing Consultancy: 

We create a detailed marketing plan through research, determine the marketing strategy and 

identify the appropriate marketing mix to reach the right audience. We additionally provide 

training to transform traditional marketing into modern marketing by utilizing technology and 

digital platform. 

Communication: 

Our shared objective is to oversee and grow a brand by giving noteworthy Strategy and Planning 

followed by Digital, ATL, BTL, PR, Media Buying services and what required. 

Digital Services: 

We deliver effective and efficient digital services including Data management, 

Automation,CRM, IMS, UX/UI design and development, interactive experiences. 
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Clients :  

 

 

 

 

 

Roles of Employees: 

General Manager: He is the key person of the firm. He makes all sorts of major decisions 

regarding the agency. He directly takes care of the works of high monetary involvement and 

clients. He also deals with the potential new clients and making the strategic planning of the 

firm. 

Account Manager: There are Account Managers who handle one or more clients. They maintain 

the liaison between the agency and the client. They are responsible to understand the client’s 

needs and the business and the industry and interpret these needs to the agency. Conversely, the 

managers present the agency’s proposals, ideas and work to the client. The Account managers 

are directly responsible to the Group Account Director. He leads negotiation for new and 
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renewal business and direct policy matters such as whether or not to accept certain accounts 

especially if there is any risk that they may conflict with existing accounts. 

Account Executive: Account executives usually report to an account manager. Account 

executives work within agencies, acting as a link between the clients and the agency. They liaise 

closely with their clients throughout campaigns, often on an every-day basis. They manage 

administrative and campaign work, ensuring that this is all completed on time and on budget. 

Preparing DO briefs is one of the major responsibilities of account executives of O&M. A blank 

DO Brief has been attached with this report. 

Copywriter: The copywriter is responsible for writing the wording of advertisements. 

Copywriting is the art of writing selling messages. It is salesmanship in print and digital media. 

The copywriter works closely with the Account manager, visualizer, Strategic planner and 

typographer to obtain artistic and typographical interpretation of his/her copy. He/she converts 

the selling proposition to persuasive selling ideas, creating themes or copy platforms for 

campaign. A copywriter also writes stories and scripts for Tvc, Ovc or pitch.  

Visualizer: The visualizers perform all the works like visualizing, layout design, typography and 

all other creative tasks. He interprets in visual the copywriter’s ideas.  
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PART 2 

Introduction of the report 

I am Imrul kayes Sabbir  from BBA department and my bearing student ID is 15104206  and I 

have done my Major in marketing and mainly that is why I took this report which is Impact of 

Copywriting in Marketing Communication ” so that I can utilize and capitalize my knowledge on 

my internship report  which  is related to my course. Basically this is the main reason that I was 

so interested to undertake this report. 

Basically as a student this topic is very much relevant to me because like as i said that I did my 

major  in marketing and I was very fortunate that I got the chance to do my internship in an 

advertising agency. And in terms of my future career this topic will definitely help me a lot even 

expand my knowledge about marketing and how Advertising is important for any company.  

Today's viable world leaves no space for people who fall behind. It is a very competitive era. 

In this circumstances corporate houses and consumer companies have started a new era of 

Creative function of selling their product and advertisement has emerged in the depiction. 

Advertising is a media of communication which has gone through many evolutionary periods to 

reach its present state. Advertisement today is no longer just a marketing tool it is an expression 

Showing various view points of many companies and their products. Advertisement is a blend of 

many creative works combined to reflect a single thought. Advertisement includes visualizing, 

sound effects, and copy writing. In an advertisement copy is the most established impression on 

its viewers. The meaning of an ad changes during the course of time. In this report I will 

incorporate the things I have learned during my internship as a copywriter, and discuss different 

advertising copywriting and thus how influential and important the copy is for different ads. 
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Objectives:  

 I aim to accomplish from this report is how important copywriting is for every single companies 

including multinational companies to small companies. Fundamentally after doing my internship 

at Adon for 3 months and after choosing and writing this topic I truly came to know and 

understood the importance of copywriting and advertisement in any company. After working at 

adon and writing my report on “Impact of Copywriting in Marketing Communication” it made 

me understand and made it clear to me that copywriting is the key to stand the brand out there.  

 

The history and evolution of copywriting: 

Advertising copywriting has existed since Babylonian times and the first printed material is said 

to have come into the world in 1477, promoting the sale of a prayer book. 

The history of copywriting dates back to when the first printed papers were distributed on the 

street. The actual word “copywriting” means the act of writing words to sell products. The 

copywriter is the person who does this, often found in ad agencies or at home as a freelancer. 

 The job of a copywriter began by creating ads on a large poster made of paper with a feather 

dipped ink (how deliciously antiquated and time consuming). These posters were fixed to walls 

and poles in the bigger cities of Europe. Centuries ago there were no printing processes to make 

duplicates, so each page was painstakingly handcrafted. Creating such ads was more of an art 

and it sounds incredibly meditative to me. 

Eventually, they evolved to printed pamphlets and brochures and became much smaller in size as 

printing in its new evolution was a complicated and lengthy process, so the smaller the item, the 

faster it was. 

Once mass printing processes were perfected, around 1605, newspapers could be mass produced 

and hawked on street corners. The first English paper was produced in 1664, called the Oxford 

Gazette (now known as the London Gazette). It was when the larger format newspapers were 

published that advertisements began to appear on one full page or several ads were dispersed 



7 | P a g e  
 

throughout the pages. What a glorious time that must have been for copywriters as there wasn’t 

quite the saturated market, you could have more effect on people and their purchasing or social 

decisions.   

It has been suggested that the first person to work as an official independent copywriter was John 

Emory Powers He lived from 1837 to 1919 and was the first person to have this job fulltime and 

instead of working for a newspaper, he worked for the popular department stores of  Lord & 

Taylor and Wanamaker’s. These stores recognized the importance of creating excellent ads that 

would stand out in newspapers and magazines. He created six ads a week. I’d like that kind of 

work load. 

He is deemed the ‘father of modern creative advertising’ by creating one of the most 

controversial ads of the era, in his signature straight talking style, that ended up selling out stock 

in a number of hours. Truth telling was his gimmick and it seemed to work! 

 

Copywriting today: 

Today’s modern copywriter does more than simply write copy for newspaper or magazine ads. 

With ecommerce growing at a rate of at least seventeen per cent per year and content marketing 

becoming a universal marketing tactic employed by ninety per cent of businesses worldwide, a 

copywriter now has to be proficient in writing for the web with a sound knowledge of SEO best 

practices. Copywriters may also write copy for book jackets, food and product packaging, name 

floral bouquets write about technology trends in healthcare (done this too), write meta data 

descriptions for sunglasses, write media releases about musicians and authors (uh huh…) and so 

it goes. 

 A worthy copywriter is also responsible for helping websites achieve good SEO rankings 

involving strategic placement of common keywords that consumers are likely to be searching 

for, in amongst web copy and content articles without making it seem awkward and unreadable 

and like it’s been written by a drunk robot.   
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Despite the medium and shelf life of copywriting changing, there are still some rock solid facets 

of copywriting that haven’t changed over its lifetime. They are: 

The need for impeccable storytelling 

Using emotional persuasion 

Brevity 

Uniqueness 

Audience focused 

 

Purpose of copywriting:  

Copywriting provides a direct line of communication between existing and prospective 

Customers and product or service. The fundamental purpose of copywriting is:  

• Make customers aware of product or service; 

• Convince customers that company's product or service is right for their needs; 

• Create a desire for the product or service; 

• Enhance the image of the company; 

• Launch new products or services; 

• Reinforce salespeople's messages; 

• Create the scope for the customers to take the next step (ask for more information, 

Request a sample, place an order, and so on) 
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Task of copywriter:  

Blog posts: These can range from 200 to 1500 words. They're usually a bit more informal or 

opinionated, but it varies from client to client. 

 

Stories: Stories tend to be 1,500-2,500 words and are informative, educational documents that 

explain the origins of a problem and how it might be solved. Often that solution will be linked 

to what the client sells, but the majority of the stories will be objective and useful. 

 

Emails: Email campaigns are there to pique interest, raise awareness and prompt an action. 

They have to be short, enticing and informative. 

 

Social media posts: Those little 140 character tweets and witty Facebook updates don't write 

themselves you know. Social media requires copywriting too. 

 

Case studies: Short articles that explain how a company helped its customers. Case 

studies often have a formulaic structure but a good copywriter can find the story inside it. 

 

Industry reports: Sometimes we have to get a bit heavy and write some hardcore reports based 

on real research that illuminates or expands upon a certain issue, industry or trend. 

 

Website copy: Writing for the web comes with its own set of rules and guiding principles: it's 

a whole other skill set, but one many copywriters have up their sleeve. 
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Key role of copywriter: 

 Research 

 Interview 

 Edit 

 Proofread 

 Manage projects 

 Source images 

 Plan and implement marketing campaigns 

 

 

Copywriting plays a crucial role in promotion and advertisement of any business. No matter 

what business the companies are involved in, simply having a good product or service is not 

enough to sell the products. Infact, promotion and advertisement plays major role in getting 

sales for any business. Any good advertisement is incomplete without the right kind of slogan 

to go with it. If the advertisement does not have a good slogan then it is incomplete. 

On the other hand, an advertisement can look complete with only text and without any 

image. Good slogans are very crucial to attract the people to the product and service. Over the 

years, we have heard many a popular add lines that have become so popular that they have 

become a part of the daily conversation. 

 

Copywriting for brand Picture: 

In the advertising for a copywriter audience reaction is all. In general, copywriters want 

his/her audiences to feel something or want them to think, understand or to remember the 

products he/she is selling, and it is called brand-building". A copywriter gives the product a 

bit of personality, so that it shapes people's attitudes towards the product. The advertising 

copywriter always focuses on how people think, feel and act. 

 

 

 

 

 



11 | P a g e  
 

Structure of copywriting: 

Advertisements are little commercials, which come to us at all hours of the day, seven days a 

week, thirty days a month and twelve months a year, but not all of them have an equal impact on 

the audience. Some can be very annoying, but then there are also those ads that stand out and 

make people think. For me and people in the advertising and copywriting field, that may happen 

a little more often, simply because we tend to pay more attention and analyze the content of the 

advertisements. 

An advertisement is obviously an image, coupled with a message known as copy but sometimes 

it's just an image and at other times it can be just a copy. But more often than not, it's a 

combination. In this report I will be dealing with copywriting, which according to me is the most 

important part of advertisement. 

Following are some of the things that a copywriter needs to keep in mind during writing copies: 

 

Simplify the purpose of the Ad through Copy: 

What will be the consumer’s first response after seeing the ad is the most significant part of copy 

writing. Whatever the response is, writers need to make sure they know those reactions before 

the customers' make them and then put the pen on paper. From my own experience and the way I 

have seen people around me work; I can say that, getting a clear view and go for it is the classic 

yet the most used technique of copy writing. 

 

Attractive Headline: 

The headline is crucial because a great headline can make a business shine overnight. The 

mission of a copy is to reach out to the consumer as they are paging through magazines, surfing 

the web or TV channels and somehow draw their attention. A copywriter needs to do a lot of 

brainstorming before deciding on the headline, which will help to flesh out the ad. 

 

Write using conversational tone: 

Copywriting is a one-way communication with the consumer either written or spoken. That is, 

the potential customer cannot ask questions of the ad. At least not at the beginning they cannot, 

but definitely in the future they may raise question for or against the ads. Good ad copy is 
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persuasive prose that convinces the consumer to buy. Writer needs to bond with the potential 

customer to make them believe what he/she is delivering is for their benefit. 

Creative: 

How do copywriters make the ad really stand out? He/She must find a unique way of expressing 

an idea or concept in the ad. A new way of approaching an old product can really bring it to life.  

 

Make Every Word Count: 

This is where ad copywriting really becomes an art form. To make every word count means that 

to get rid of the fluff and keep the meaningful words. When this is done the ad takes on a whole 

new look and feel. But the real impact is made when it is read. An ad that keeps only the 

significant words is an ad that will read or sound very well. 

 

Tiny and crunchy Sentences: 

People are drawn to copy that is terse, hard-hitting and to the point. Using the present tense and 

the active voice make the ad precise and striking. 

 

Write about Benefits of the Product: 

People love to know what is in the ads for them; they want to see what benefits they can have 

that the company informing them through these ads. The goal is to express how the product or 

service will positively impact the customer's life. The features of the product or the details about 

the company are important but people are so conditioned to talk about features, that they often 

forget about the benefits that those features can bring to their lives. 

 

Copywriting and Digital marketing:  

Now a days digital platform such as Facebook, Youtube, blogs are very much effective medium 

for advertising. Around 20 million people of Bangladesh are using Facebook. Almost all of the 

brand runs Facebook page and runs online campaign to engage the audience and build a brand 

perception. In digital platform most of the visible works are dependent on copywriter and 

visualize. Thus it creates huge demands for copywriters. 
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Work process of Copywriter:  

 

 

 

 

 

 

 

 

 

 

Brief: 

As Creative thinking is very important in Adon Communication, the process is immensely 

practiced here. Whenever a new idea for AV  or RDC ( Radio Commercial) or any other kind of 

campaign is needed, our GM (Acting creative director) call on a meeting with account 

management and creative department and brief them about the product or service and then the 

department start thinking on it by following the process of creative thinking.  

Preparation:  

After getting the brief creative department seats together and discuss about the brief. They 

understand the tone of brand and dive into deep to the USP. Then it is mandatory to do a primary 

research about the brand, competitor, target audience, habits of consumer. Another important 

aspect of this process is to identify the psychological perception and cultural tension of targeted 

consumer. 
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Conceptualization:   

After research generating ideas and visualizing them is the next step. The 

feasibility test is essential for the ideas and to check if those ideas are doable or not 

is also important. The final concept will be discussed with the creative director and 

he/she will approve it or further improvise it.  

 

Visualization:  

The final step of the process is visualization. It is the time to determine, how we 

will see the visual. It can be a Audio visual, radio commercial, graphical content, 

typography etc. The graphic designer will create graphical content and the script 

will be sent to director for Av production.  

 

My role as a copywriter:  

As a copywriter I was there to brainstorm and generate ideas for campaign for brands, writing 

pitch stories, writing captions for Facebook post, writing headline of  graphical content, writing 

website copies, Rj endorsement script and so on.   

After I joined as an intern copywriter I got the opportunity of writing call to action story for 

Mojo for valentine day campaign named “Antorer dak”. Two video was produced from my 

script. 

Product: Mojo  
Client: Akij group   
Job: call to action video for facebook  
Director: Russel Sikder  
Background:  Mojo wanted to run a online campaign for valentine day. 
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For this Av production I got to observe the shooting process of a television commercial.   
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In my internship period I wrote more than 50 stories for thematic campaign, Brand positioning, 

client pitching etc. Here are some of them:  
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Apart from writing scripts I have also written copies and developed content ideas for many 

brands facebook page. 
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I have also written the copies for Adon website.  
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Challenges: 

It is very rare that a client is satisfied by the first draft that you present to them. They will come 
to you with a hundred changes in mind. Sometimes, even when they know that the work they 
received is of acceptable standards, they would simply just ask “Isn’t there a better word for 
this?” 

The only way to handle this challenge is to be firm when dealing with the accepting party of the 
work. If there is room for improvement, the writer should make the effort to make it better. 
However, in an instance where there isn’t anything to be changed, the writer should 
communicate this fact to the client in the most polite yet convincing way possible. 

 

Creativity and Technicality is a challenge faced by copywriters in the field of creating marketing 
content. Most clients want to include all the technical aspects of the products and services they 
offer in the content that is designed while making it extremely creative. 

Meeting the deadline is another big challenge for copywriters. Writing isn’t a robotic operation. 
You can’t speed up the process just because a client wants it a day before the deadline. This fact 
is easily disregarded by most people. 

A writer can only write at a certain speed. They don’t just have to look for information but also 
think of ways to present in a creative way. They also have to consider other aspects such as 
originality and reliability. Imposing difficult deadlines on writers will only reduce the quality of 
the work that they produce. 
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Lesson learning from the internship report   

 

Working in a advertising agency as well as communication company, I am glad I am a part of 

this work among the crew. Become one of the inspiring people who stay behind the stage, trying 

to create something that many people in the country encounter in their daily life. Since I am 

always fond of learning how to be a creative person, I thought it would be nice to explore the 

agency world – a complete new-world which I have never experienced before. 

As described in this report, my work as a copywriter is to write slogans, headlines, advertising 

copy, radio and TV scripts, web contents and more stuff as needed in both Bangla and English. 

These works involve in creating a short and precise sentence that can attract the audiences or the 

readers to consume or aware of the products.  

 

After doing office for whole 3 months I came to know how to behave with our colleagues, with 

our seniors and also with our respected boss. And apart from the people in office I also learnt 

how to deal with customers and how to make them happy. And I am quite sure that all these 

stuffs are going to help me out in my future jobs and for all these I will be able to cope up with 

any situation and condition.  
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Conclusion 

In present days advertisement can be seen or heard everywhere: in store windows, on the 

billboards, through the radio, on the television, the internet, in mail-box etc. Advertising helps 

customer to choose which product is best, or better than other product of the same kind. It also 

provides the customers information about their products, the cost, the version, the qualities, etc. 

Instead of going out to the machine where the products are made, people only have to stay at 

home, tune on the TV or radio or connect to the internet and take a look at the advertising 

channels or the websites of the producer. All those advertising materials are developed by the 

copywriters and the creative team.   

 

After spending 3 months working in creative department as a copywriter, I get to learn a lot from 

this internship. The primary strengths or benefits that I could get from this internship is, first of 

all, I get to understand a lot about the working process in one advertisement agency. I understand 

how each department in agency processing. I get to meet a lot of expertise and talented people 

with interesting ideas.   

 

After experience working in agency, I finally manage to succeed some of my goals which to be 

able to work in creative fields and get to have network with dynamic and creative people. 

Moreover, I am able to understand clearly of working environments, and hopefully these 

experiences would develop me to have a clear goal of the future career and in my profession 

after graduate. Besides, not only this internship helps me to have a sense of creating effective 

communication strategies, but also it provides me an opportunity to make a lot more friendship 

with the colleagues. 

In the future, I hope my experience from this internship will be a guideline for me to become an 

effective communicator and a creative problem solver. 
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