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Q: What's a brand voice? 

A: It's a distinct personality that a brand exudes in its messaging. A voice is 
defined by a brand's ethics, persona, and aspirations; these elements join 
together in solidarity, resulting in one dynamic voice that "speaks" distinctly 
across multiple platforms to multiple audiences.

Quick tip: A brand has one voice. Like any strong personality, it does not waver or wobble — if there 
are consistent and clear elements to a brand voice, then a brand has found its rightful one.



4 | © 2021 General Assembly

Q: What is a brand tone?

Quick tip: A brand has multiple attributes that create one tone. Like any dynamic personality, a tone 
adapts to audiences yet always complements the persona (the voice). If there are consistent audience 
engagement and understanding, a brand has found its rightful tone.

A: It's how the voice of a brand expresses itself. A tone is defined by a brand's 
audience, which includes multiple components and qualities. A tone is 
developed to engage and converse with varying audiences… just as you take 
your tone into consideration when you speak to different people, a business 
must do the same — in a unanimous voice — taking multiple audiences and 
priorities into account.
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We are relatable. What is a relatable tone? 
We meet people where they are: our readers have real-life responsibilities, stressors, and goals. We are 
sensitive to differences in age, race, education, socioeconomics, gender, and professional stature. No 
matter the content or audience, we sound relatable — we strive to engage all people.

Relatable Truths 

1. We genuinely care about ALL people. DEI 
is a foundational part of our DNA.

2. We want to be respected by our peers, 
partners, and audiences — we always speak 
respectfully.

3. We aren’t robots — We understand people..
We connect with people, not talk at them.

Relatable Falsehoods

1. We understand how to tackle all 
personal/professional problems — we understand 
EVERYONE. 

2. We are all the same people with the same 
experiences and goals.

3. Everyone understands what we are saying, so 
let's just stick to the factual terms and figures.
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GA's Relatable Tones in Action

B2B: B2C:
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The GA Wink
What is the GA wink? It's our swagger — and an acknowledgment or 
conversation starter that's designed to incite a smile. It's amusing but not 
inappropriate. Winks fall under our relatable tone and express our need to have 
fun + connect, which means different things to different people. So, when 
inspired to wink, please adhere to these guidelines:

● No jokes or innuendos about age, race, sex, gender, religion, culture, socioeconomics, bodily 
humor, disabilities (mental or physical), etc. 

● No generation-specific nods or jokes: Ok, Boomer. Take a seat, kids.
● No political nods. 
● No cursing. No special-character cursing. 

 
See slide 24 for additional context and slide 27 for a link to our DEI terms.
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Winky Words That Come to Mind
So, those are all the ground rules. But, what are the first words that come to 
mind, when we think about "The Wink":

Real-Talk Pssst Wink/Nod Wry Edgy Swagger
Fun Spirited Relevant

 

See slide 24 for additional context and slide 27 for a link to our DEI terms.
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Why wink, really? 
The wink is a way to let others in — a way to be inclusive. It also frames our 
services — which can be technical and intimidating — in a relevant, human, and 
accessible way. Winking works best when it ties back to our expertise, 
otherwise, it can feel forced. Audiences will remember how it made them feel — 
and that positive association has long-term value. Here are some content topics 
to feature the wink:

● Tech
● Education
● Business
● Career Development

 

See slide 24 for additional context and slide 27 for a link to our DEI terms.
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Where We Get Winky
With the right amount of measure, we can wink at all audiences. Our challenge 
is to balance playful, organic human emotion with thought-leading information 
and expertise. Here are some platforms to feature it:

● Social
● Emails
● Blog Posts, White Papers (Long-Form) 
● Lander/Homepage (Heds/Tags)
● All Audiences — Various Volumes 

 
See slide 24 for additional context and slide 27 for a link to our DEI terms.
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The Social Wink: Relating to the Audience
The social wink has the most volume. Here are examples, specifically relating 
our work to the individual human experience — of every audience.
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The Social Wink: Relate to Industry 
The social wink can also relate to the industry at large, a specific discipline, or 
how our audience works or engages with the tech industry — audience aside.
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The Social Wink: Relate to the World 
The wink can also relate to world events and culture. It shows we’re informed, 
aware, and relevant — no matter the audience.
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The B2C Wink
Short-form calls for punchier winks. Long-form has more room, so winks can be 
wry or measured. Note: A blog post full of winks is exhaustive or potentially, 
immature, so tread more lightly in B2C narrative storytelling vs. B2C social.

Real-Talk Pssst Wink/Nod Wry Edgy
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The B2G Wink
Our global wink needs to be translatable and mild. Note: B2G winks are global 
and must be sensitive to global cultural nuances, regardless of platform or 
content. 

 

See slide 24 for additional context and slide 27 for a link to our DEI terms.
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The B2B Wink
Our business partners are human, of course, but what winks well on a social 
platform, will not fair the same in a whitepaper built for execs. This wink is 
nothing less than professional — it is our most subtle of all. Note: In 
abbreviated/conversion-centric content (butter bars, webinar cards, et al.), the 
wink may not be useful, clear, or appropriate.

 

See slide 24 for additional context and slide 27 for a link to our DEI terms.
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We are confident. What is a confident tone?
Instead of vagueries or lofty narratives, our confident tone is conveyed through concise wording 
and compelling calls to action; our confidence is acquired through experience, not ego.  No matter 
the content or audience, we sound assured, never arrogant. (Confident.)

Confident Truths 

1. We are pioneers and leaders in tech education; 
our experience gives us confidence.

2. Our recommendations are precise, practical, and 
trustworthy — we stand behind what we say + we do 
what we say.

3. We invest and grow global businesses and 
individual careers. Affirming testimonials can be found 
in our Outcomes report, business impact reporting, and 
throughout our global communities.

Confident Falsehoods

1. Since we're pioneers, we know all the answers and 
can guarantee bulletproof success. 

2. Our readers like it when we brag and throw our 
intelligence and jargon around — people feel 
assured by our boss-like power.

3. Since we have achieved growth in so many ways 
with so many people, we can coast on positive 
feedback and past results.
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GA's Confident Tones in Action
B2B: 

B2C:
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GA's Confident Tones in Action
Social: 
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We are curious. What is a curious tone?
Knowledge is how we pave our path forward. We always strive to learn something new — about our 
audiences and the industry at-large. Our curiosity is built from a genuine love of learning, and it should 
encourage others to feel the same. No matter the content or audience, we sound curious — we take 
pride in asking Qs.

Curious Truths 

1. We are as open to new information and innovation 
as we ask readers to be. 

2. We are future-focused, equipping learners with the 
tools they need to keep evolving outside the 
classroom.

3. We are introspective and actively seek feedback — 
we ask questions and admit when we are uninformed.

Curious Falsehoods

1. We never challenge the status quo or ask Qs — 
why rock the boat or appear insecure?

2. We anticipate every skill that every learner needs 
— nothing ever needs to be evolved, challenged, or 
changed.

3. Our instincts are always right — we never need to 
explain or reevaluate. Qs are for amateurs.
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GA's Curious Tones in Action 

B2B: 

B2C:
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GA's Curious Tones in Action 

Social: 
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Sound Check: Human. Confident. Curious.

We're empathetic to the reader and 
have conversations, no matter the 
audience. While we meet our 
readers where they are (B2B CEO 
or Gen Z student), GA relays 
information in a human manner.

We are never autocratic, arrogant, or 
stuffy. While we are leaders and 
pioneers in the EdTech space, we 
are always open to being wrong and 
learning more. GA assures readers 
through honest confidence.C
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As an education company, The Why is always on our minds, and the curious 
mind never rests. We use a loopback system — every question we ask is to give 
our students and business partners the answers that define new GA generations. 
GA engages audiences with our curiosity.
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GA's Best Practices for Web & Mobile 

1. Use short sentences and paragraphs. The ideal standard is no more than 20 
words per sentence, five sentences per paragraph. 

2. Well, be mobile-first.  Consider the amount of content and how it will fit on mobile 
devices. Too much copy will feel overwhelming on any device.

3. Chunk your content.  Chunking makes your content more scannable by breaking it 
into manageable sections.

4. Use bullets and numbered lists. Don’t limit yourself to using this for long lists — 
one sentence and two bullets are easier to read than three sentences.

5. Front-load the important information. Use the journalism model of the “inverted 
pyramid.” Start with the content that is most important to your audience, and then 
provide additional details.

6. Be direct and data-driven. While we keep our brand and tones top of mind, we 
must note that concise, data-driven  messaging seems to be performing best on 
the web — especially on more service-driven assets (landing pages, etc.).

:
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GA's SEO Best Writing Practices: TK

:
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If you are interested in learning more about GA’s financing 
options, contact our Admissions team.

Students who are interested in learning more about GA’s 
financing options can contact its Admissions team.

1. Speak in the Second-Person Voice
Get personal, but never autobiographical. Address readers as “you” 
and communicate on behalf of GA with “we,” “our,” and “us.”
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Email us at enterprise@ga.co.

We can be contacted by email at enterprise@ga.co.

2. Emphasize Action
Live in the present! Be actionable. Use imperative statements, CTAs, and watch 
out for passive ("-ed") construction — sometimes it's unavoidable, but be aware.
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A study by the content 
marketers at BuzzSumo...

Introduction to Structured 
Query Language (SQL)

A study by BuzzSumo... Introduction to SQL

3. Provide Context
"Yes, and…?" Never assume anything about your readers. Include the 
appropriate titles and the descriptors for all companies, technical concepts, 
experts, terms, acronyms, etc.
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4. Show, Don’t Tell

Everyone is talking about our global impact.

Be seen, not ( just) heard. Highlight the General Assembly’s network and industry 
validation scale, then step back and allow these figures to speak for themselves.

300+
Enterprise clients globally.

25K+
Employees trained in our 

corporate programs.

40+
Fortune 100 clients.
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Help teams leverage fast-changing technologies to better 
collaborate and deliver real business value.

Help teams develop synergy.

5. Ditch the Jargon
("I don't know what that means…") Be clear and precise about what you want 
readers to know and assume they may not know any of it...
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Well done! You’ve successfully uploaded your unit project.

You’ve successfully downloaded the study guide — unbelievable!

6. Skip the Hyperbole
Don't stretch the truth. Avoid using adjectives like fabulous, phenomenal, 
marvelous, and all platitudes that ring false and sound… sarcastic or silly.
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7. Avoid the Cringe 
When in doubt, don't. Stereotypes, bodily humor, violent imagery, and profanity 

are never appropriate. (We are friendly, but we are not friends with our audience, 
so we should never speak too casually or carelessly.)

One of the amazing perks of a GA 
workshop? You'll hear advice you 
won't hear anywhere else. And the 
stories? Get ready for those… 

Ask questions — nothing too cheeky 
🍑 🍑 — that allow you to get settled. 
Who cares if you feel stupid or f*ck 
up — we give no 💩s!

See the easy rework of 
the below at the top. 

We keep it clean,  clear, 
and professional — with 

an appropriate wink.
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We understand, your time is limited: A full-time career is a 
priority that competes with the rigor of a full-time GA 
Immersive course. We can help you figure it all out…

8. All About Them 
How can we help you, reader? Center readers in the storyline by 
concentrating on their benefits, not our features — i.e., “Here’s what this 
means for you.” Ask yourself, "Are my words providing value to the reader?"

Our award-winning Immersive courses make us leaders in tech.
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CAREER CAMP l 
LET YOUR DIVERSITY 
STAND OUT l ONLINE

See the easy rework of the below at 
the top. We extracted the essential 
information, while keeping in mind 

the awkward structure of the 
workshop title field on our site. 

9. Don't Wrap It Up or Repeat
Say more with less — and don't say anything twice. There's nothing worse than 
a workshop title, headline, subject line, or CTA that is so long that it wraps — ask 
yourself if those inevitably wrapping/repeating words are worth it. Speak with 
impact — and economy. 

CAREER CAMP l STAND OUT BY 
STANDING OUT: DIVERSITY IN 
THE WORKPLACE | ONLINE
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                Success is up to you.  Good luck!

        The ball is in your court.                  We’re rooting for you.

10. You're Part of a Global Community
Become worldly. Idioms and slang that may resonate with some members of our 
global community but be lost or, even worse, insult others. 

Unsure about something? Check our full DEI guide here for reference.

https://docs.google.com/document/d/137NIIZ1X0gTAKZVFkdhSB7_SgpYLwLRwEVpuc0Fe1ew/edit
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Clean It Up

Now that you have created gloat-worthy content, it's time to dot your i's and 
cross your t's. Ugh, grammar. Yes. Grammar. 

For non-writers, grammatical nuances are likely to be unnoticed — until they're 
wrong. As an EdTech company, we must exude credibility, accuracy, and polish 
with grammatically correct messaging. While we are not "one of those" schools, 
we are a school — looking + sounding "smart" and put-together is essential and 
on-brand. 

Please refer to our GA Grammar Style Guide and/or GA International Grammar 
Guide to refine your work and make it ready to face the global public. 

https://generalassembly.atlassian.net/wiki/spaces/CREATIVE/pages/134489342/GA+Copy+Style+Guide
https://generalassembly.atlassian.net/wiki/spaces/CREATIVE/pages/1208649364/International+Grammar+Guide
https://generalassembly.atlassian.net/wiki/spaces/CREATIVE/pages/1208649364/International+Grammar+Guide
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Thank you for your time and review!


