
UX Writing Guide



● Create a guideline for UX writing standards and principles specific 
to WSJ digital experiences

● Base content decisions on input from key stakeholders to ensure UX 
writing guidelines speak to business and brand goals

● Establish a tone of voice rooted in contemporary UX best practices 
and aligned with the WSJ brand credibility

● Foster consistency by unifying an approach to UX copy across all 
WSJ digital products

Project Objectives



At the outset of the project, WSJ’s product copy was by 
no means problematic across the experience. In fact, 
friendly, helpful UX copy was already being implemented 
at key touchpoints. That said, there was no single source 
of truth for the approach. 

As a remedy, the guideline would contain fundamental 
definitions of what UX writing is, why it’s important and 
how to execute it for WSJ products. It would also contain 
proprietary methods for deploying a style that’s specific
to the WSJ brand. This would serve to reinforce the 
publication’s credibility and sophistication even as we 
contemporize some of the writing.

Opportunity



Often, language was clear, but could benefit from simplification for in-flow readability. Content choices 
implemented to solve UI or marketing challenges needed to be identified to ensure guidelines would serve 
the needs of different departments, while also serving the user.

Opportunity



It was also important to build an awareness of how micro-copy and terminology reads within non-linear 
contexts. For example, inside the video experience, the menu item “Watchlist” may signal a video watchlist, 
instead of the stock watchlist, which takes the user to a different section of the website.  

Opportunity



There were also places where legacy components could benefit from a contemporized approach, but 
with thoughtful justification. For example, a strictly binary gender dropdown menu within Accounts may 
(subtly) work against the idea of a news publication being current or “plugged in.” At the same time, the 
WSJ brand doesn’t pander or chase trends – something to keep in mind for decisions like these.

Opportunity



UX writing style can differ from marketing content by focusing on the user within specific contexts. This
makes a positive impact on the overall brand impression, which may serve greater company goals.

Established principles for product copy and a distinct UX voice and tone can help:

Proposition

• Broaden the audience for paid memberships by way of a more positive, clear UX

• Reduce user anxiety during a subscription flow, leading to greater conversion

• Empower users to maximize their membership benefits, which may increase retention

• Build awareness of new and existing features to encourage engagement

• Reinforce WSJ brand value in ways that reflect brand promises at every step of the user journey
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Stakeholder Sessions | Optimization

Onboarding challenges

● How do we make the user feel comfortable with what they’re purchasing?

● How do we reduce anxiety that causes abandonment in the checkout flow?

● How do we improve upon what we test?
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Stakeholder Sessions | Brand

Subscription language challenges

● “Subscription” vs. “Membership”

● “Join” vs. “Subscribe”

● “View Options” vs. “Subscribe Now” vs. “Act Now”

● Difference in tone of voice for acquisition (sales/new subscribers) vs. 
engagement (members/existing subscribers)



Stakeholder Sessions | Brand
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Stakeholder Sessions | Content

Habits and discovery challenges

● How do we build better habits?

● How can users find and engage in membership features?

● How can language and labels help?



Stakeholder Sessions | Content

News-based language challenges

● “Breaking” vs. “Developing” news

● Transparency with content corrections and timestamps

● How to best label sponsor-generated content?

● “Subscription” vs. “Membership”



Stakeholder Sessions | Content

Voice inputs

● We don’t dumb it down.

● We are an “expert guide that is also human.”



Stakeholder Sessions | Content

“We don’t have 
different faces for 
different 
audiences.”

social media podcast UI digital magazine



● Intelligent

● Authoritative

● Approachable

Voice and Tone



● Clear in our communication
We strive to be uncomplicated. Our users 
should be able to accomplish tasks with 
little-to-no friction or confusion.

Principles



● Credible in our output
Our buttons and links take users where 
those buttons and links indicate. Our 
headers accurately describe the content 
that follows.

Principles



● Transparent with our intentions
We are up front about how we use different 
types of personal information, and we make 
sure users understand what they will receive 
with their membership commitments.

Principles



● Consistent with our terminology
Users can learn our product language quickly. 
We use similar tenses, terms and formatting 
throughout our experiences.

Principles



● Respectful of our users’ 
intelligence
We don’t talk down to users. Even when our 
users are in error, we are always helpful and 
never condescending.

Principles



● Encouraging in our approach
We invite users to take advantage of their 
membership benefits by making those 
benefits easy to find and exciting to use. We 
positively affirm when our users get it right.

Principles



Introduction
Practical Guide



How UX writing can help WSJ 
initiatives

UX writing Overview

Introduction | Why?



Introduction | Why?

Objectives

Principles



Introduction | Why?

Tone and Voice

Mobile-First Thinking



Practical Guide

Individual Elements

Examples



Headers

Body Copy

Microcopy

Call to Action

Instructions and Tooltips

Menus and Navigation

Directionals

Form Fields

Empty States

Error Messages



Mirrors best practices with a 
positive approach and 
encouraging tone



Covers nuances that empower 
the user - the difference between 
“We need…” and “We ask…”



Grammar and Style



Outcomes



Date and timestamps align with new guidelines

Simple sentences without end 
punctuation; lowercase labels

Current Issue | WSJ Magazine



Some formatting still not 100% consistent between 
WSJ app and site experiences

Current Content | WSJ





Next Steps



Though my role and commitment culminated in the UX 
Writing Guideline deliverable, I chose to provide an 
additional roadmap for implementing the new 
standards and best practices moving forward. 

This document included some key opportunities for 
improvement, gathered throughout my research. 
These next steps could be remedied at a pace and 
with resources determined by the WSJ team.

Next Steps



Questions?


