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This is a very short post about a very 
simple subject. But, if you follow my 

advice, you can work wonders on 

your marketing copy. 
 

To sum it up, the most overused 

word in the English language is 

‘that’. 

 

It has its place, of course, but is 

often used unnecessarily. 

 

By way of example, consider these 

two sentences: 

 

The Theory of Everything is a film 

that you simply have to see. 

 

The Theory of Everything is a film 

you simply have to see. 

 

The second one is better – it is 

easier to read and shorter, thus 

holds the attention more 

effectively. 

 

So, look at your marketing 

literature and get to work on 

‘that’. If a sentence works without 

it, get rid of it. Your copy will be 

shorter, punchier and more 

effective as a result. 
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