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OVERALL COPY/TEXT GUIDELINES 

Talking About Ourselves – Utilize First Person Plural (“We” and “Us”)  
To humanize the company and represent a level of solidarity, please use first person plural (“we” and “us”) 
to represent Jackson’s voice. The use of first person plural has been shown to increase engagement in both 
website content and content on social media. 

Addressing Web Users – Utilize Second Person (“You”)  
Please use second person (“you”) when creating text addressing users/readers. Second person content is a 
Web “best practice,” as it allows companies to speak in the imperative, which is a proven technique for 
effective calls-to-action. The use of “you” also helps engage users by speaking to them directly, implying to 
the user that the content on the site has been customized to fit their needs. At its most basic level, the Web 
is a virtual version of a human exchange, and our content should closely match how we would address 
others in a face-to-face conversation. 

All Public Content Will Be Consumer-Facing  
Although financial advisors are Jackson’s main client, the public site is available to any Web user; as such, 
all content must be consumer-facing. While it is important to add references to the advisor within the text 
(e.g., “working with your financial professional,” “a financial professional can help,” etc.), the copy will cater 
to consumers first. 

Objective-Focused Content  
Whenever possible, text and image content will be focused on and/or directed toward a specific call-to-
action. For example, the text on the landing page is designed to direct users to other areas of the site. 
Similarly, text on the Careers page may direct users to access Jackson’s Taleo page. Every page should 
contain at least one direct call-to-action, and all content should drive a selected user behavior. 

Less is More  
There is no magic bullet for the length of Web content, but it’s generally accepted that less is more when it 
comes to text online. Content must have substance and elicit an action, but should do so in the quickest and 
most effective way possible. In addition, content should be created with a responsive design-ready 
environment in mind, as text should be readable and consumable in any online environment, including when 
being viewed on a tablet or mobile phone.  

Values-Driven Messaging 
Jackson’s corporate values serve as an integral component of the company’s messaging on the Web. 
Jackson’s values are most easily incorporated and likely most impactful when used for employee recruiting 
and building trust and credibility with investors and advisors throughout the entire website. 
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TONE OF VOICE GUIDELINES 

It’s About Them, Not About Us  
Content creators for Jackson.com must avoid the mistake of crafting website content that simply reflects 
“what we do” as a company. All content should show that we truly understand our customers and everything 
we do is designed to provide a solution to their greatest challenges. This does not mean we will not 
represent our offerings and services. These items are important, but must be relayed in the context of how 
our models, processes and procedures provide genuine value to the consumer. 

Aspirational and Inspirational  
Much of the media coverage available today is focused on how dire the circumstances are for investors and 
savers working toward retirement. Without being unrealistic, Jackson.com content will strive to strike an 
optimistic tone, with content that is both aspirational and inspirational. Via our online presence, we will let 
consumers know we understand their goals, and we believe they can meet those goals with some level of 
support. 

Avoid Taking Ourselves Too Seriously  
Investing is a serious business, but that doesn’t mean our content must be stiff and emotionless. This does 
not, of course, mean we will insert forced jokes and silliness into our text to engage users. However, we will 
take advantage of the fact that many consumers think our industry is boring and dull and seek to counteract 
that impression. The generally tight-laced nature of our industry provides us with an excellent opportunity to 
show the company’s human side and differentiate ourselves from our competitors in a positive way. 

Show Our Softer Side  
We can no longer afford to speak only about our products and our leadership position in the industry. Today, 
consumers, advisors and prospective employees alike are more interested than ever in the less tangible 
aspects of an organization, and they will make decisions accordingly. As such, we will create and publish 
content that makes our readers feel good about Jackson as a company and believe that our products are 
designed with our end consumer in mind. Creating the best Web content is about “help” not “hype,” and all 
of our content will reflect this ideal. 

Consistency of Voice 
While ensuring our messaging truly represents the “voice of Jackson” is integral to the company’s success 
on the Web, maintaining consistency of tone across all regions of Jackson.com is equally important. 
Regardless of whether the Web user represents a current or prospective Jackson associate, investor, 
advisor or partner company, the content in every area will speak with a single, consistent voice. By 
navigating to or through any page or section on Jackson.com, whether the content is public or behind a 
login, a Web user will be able to glean who we are as a company, what we bring to the table as a partner 
and the value we provide to our stakeholders. 

WRITERS’ REFERENCE 

Content Creation Framework  
The four questions below are designed to assist writers in representing the tone, feel and overarching 
message that make Jackson’s brand unique: 

 Build Suspense 
Is there inherent suspense in what I am creating? 
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Gently create anticipation and excitement about what’s going to happen, whether in the future or by the 
end of the content. If we can add suspense in the stories we tell, we leave our readers on the edge of 
their seats, wanting more. As the world of retirement planning and the psychological impact of looking 
toward the future in general are inherently stressful for most people, we already have research and 
emotional availability at our disposal to create a balance of informed trepidation and eager anticipation. 

 Foster Aspiration 
Does this content inspire my audience toward their most positive vision of the future? 

Our users should feel like they can connect with us as a company and a brand, and writing aspirational 
copy is one way to get this idea across in as few words as possible. Our content should help consumers 
envision a future in which they can be who and what they want to be and give them the courage to 
strive toward the best-case scenario. 

 Drive Empathy 
Does this content show that I am emotionally invested in our customers’ success? 

In the public areas of Jackson.com, our content should be designed to let users know that the 
text/imagery was created with their needs, wants and greatest challenges in mind. Above all, we will 
ensure that our brand has a human-like personality; people automatically mistrust text if it appears 
evergreen, robotic or, worse, ingenuine. 

 Harness Emotion 
Does this content activate raw emotion in a way that elicits action? 

Bringing all of the above together, content creators must ask themselves if every piece of content elicits 
an emotional response. If it doesn’t pass your initial test, it likely won’t pass the emotion test for our 
consumers either. Emotional responses are far more likely than any other to elicit action, so content 
creators must ensure that their content features and focuses on a clear, set goal. 

Who We Are  
The grid below is designed to assist writers in capturing who we are (and who we are not) as a company as 
it pertains to Jackson’s brand messaging: 

Jackson is always… Jackson is never… 

Open, honest and transparent Secretive, defensive and/or comfortable making excuses  

Focused on creating quality products designed to help 
consumers' reach their most important financial goals 

Focused on pushing products on advisors and consumers in 
the sole interest of making a quick buck 

Knowledgeable about and interested in positively impacting 
advisor and consumer "pain points" 

Focused entirely on talking about ourselves and our 
achievements 

Emotionally available, engaging and human Unfeeling, humorless and/or robotic 

Genuine and authentic Smarmy and/or false 

Earnest and humble about our products, services and success Arrogant, elitist and/or competitor-bashing 

Approachable and accessible Overly complicated and/or jargon-driven 

Helpful, understanding and altruistic Overly aggressive and intensely focused on the "hard sell" 

A company that believes its people are its greatest asset  A corporate giant that views its people as expendable 
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MESSAGING EXAMPLES 

Write Like This: 

“Too often, we hear saving and investing are simply a means to an end.  
At Jackson, we believe saving for retirement, or whatever  

future you choose, is a means to your beginning.” 

“At Jackson, your success is our mission and our passion.  
We are excited to show you what we have to offer.” 

“For Jackson’s associates, helping you save for the future  
you choose is not just a paycheck; it’s our vocation.” 

“Whether you are working toward a well-deserved exit from the workforce,  
that second career you always wanted, or creating a future of your own  

unique design, our most important mandate is to help you get there.” 

 “When you choose to partner with Jackson, your most important financial  
goals become ours. We are prepared to ride with you all the way 

 to the end of your journey, wherever it may lead. Your financial dreams  
are worth fighting for.” 

Not Like This: 
“Jackson is the leader in the annuity industry. Jackson is a top company focused on products.” 

“Jackson is a full-service retirement provider, focused on being the industry’s #1 annuity company. Jackson 
sells investment products designed exclusively for pre-retirees.” 

“Jackson offers award-winning customer service and innovative products as part of a retirement strategy. 
Customize Jackson products as part of a personal retirement plan.” 

“Jackson’s variable annuities are designed exclusively for retirement.” 

“Jackson’s variable annuities allow investors and their representatives to combine the growth potential of 
variable investment options, the power of tax-deferred earnings and guaranteed withdrawal options in a 
customized retirement plan.”  

“Various management styles such as long/short, arbitrage and managed futures can help prepare for market 
downturns.” 

Why? 

 Jackson is a company comprised of human beings, and the products we create are designed to help 
other human beings. As such, our brand should never come across as robotic or automated; we need to 
sound like real people. Personality, attitude and empathy provoke emotional responses in human 
conversations, and our brand must evoke the same in every message we create and distribute. 
 

 Nobody needs a Jackson product; they need what our products allow them to do. Therefore, we don’t 
“focus on products.” Instead, we focus on the needs, wants and goals of the investor for whom we have 
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created the product. The features must be articulated, but in a way that doesn’t appear aggressive or 
self-serving. 
 

 Focusing only on “retirement” may be too narrow for what our products can help investors achieve. 
Certain variable annuities may be designed only for retirement, but some of our products are designed 
for use later in life. Today, reaching age 65 no longer means leaving the workforce for many; 
increasingly, delaying or even canceling retirement is a conscious choice. Instead of retirement, we will 
focus on creating and designing products for the start of a brand new adventure for investors, whatever 
the adventure may be. 
 

 It is vital to remember that most of our general public audience is not exposed to investment jargon 
every day, and many consumers likely have a very basic knowledge of investment products and 
strategies. Any and all information about our products and what we do as a company needs to be 
described in a way that even a first-time investor would understand. Only then will we be able to truly 
provide investors with the education they need on the company and our offerings, and to help ensure 
they can make an informed decision. Our mandate is to be of genuine service to investors, and our 
messaging can make all of the difference in whether or not we actually add value. 

 

 


