
TONE OF VOICE 
GUIDELINES



OUR VISION
Northampton has much to celebrate with its Cultural  
Quarter, university, award-winning St Giles Street full of 
independent shops, and a history steeped in the design  
and manufacture of clothing, shoes and leather goods.

Our vision is to bring this rich local culture and heritage  
to life, while creating a new beating heart of Northampton;  
a vibrant centre for shopping and socialising that appeals  
to all ages and backgrounds.



OUR TONE 
OF VOICE
Tone of voice is what we say AND how we say it. It encompasses 
not only the words we choose, but their order, rhythm and pace.  
It informs all of our written copy — including the website, ads,  
social media messages and emails.

Tone of voice expresses our brand personality and set of values. 
It is a reflection of us, the people who make up the brand — the 
things that drive us and that we want to share with the world.

Establishing a clear tone of voice is one of the main ways in 
which we  position ourselves in the marketplace and differentiate 
ourselves from the competition.

We’re fans of consistency across words and design, so we like 
brands like Selfridges and Apple who have a reliably consistent 
output that always feels right for the brand and target audience.

By and large, a successful tone of voice should go without  
notice. The aim is not for people to remark on our great writing 
but, instead, to remark on our fantastic retail/leisure concept.



It’s important that we pay special attention to our tone of voice and 
the style of language we use. Accordingly, we must own a style of 
communication that directly reflects our ‘Positive Influence’ positioning.

‘Positive’ means we transmit the energy, colour and vibrancy of our 
mission in everything we do and say. ‘Influence’ means we understand 
the impact we can have on Northampton as a whole, taking in all 
aspects of the town and the local community.

The ‘Positive Influence’ statement encapsulates more than just a 
mission for a new shopping centre; this is a confident vision for the 
whole town — long into the future. 

A LITTLE TIP

Read your copy out loud. If you feel awkward, uneasy or just wouldn’t 
say whatever you’re reading, it’s usually a good indication that your 
writing is either too stiff or too casual.

OUR LANGUAGE



OUR POSITIONING

Local people will be reminded of Northampton’s 
fashionable past with colourful references to its leather 
craft tradition; linking with The Shoe Museum, new  
Leather Museum, and with Northampton University and  
its reputation as a centre of excellence in fashion design.

We will find exciting new ways of collaborating with  
the local council, the university, the museums and other 
important cultural centres to bring Northampton’s heritage 
to our visitors. 

New omni-channel experiences will transform the shopping 
centre into a ‘go to’ destination for pop-ups, events and 
entertainment, while an enhanced mix of shops and cafés 
will attract visitors to stay for longer, rather than simply 
passing through. 

As well as attracting younger people e.g. students and 
families to the town, we will target more affluent shoppers 
with a more diverse range of shops and experiences  
aligned to them.

Transport links, including the recently re developed £20 
million train station and new bus station, along with our 
adjacent car park, also add to the convenience offered  
to the local community and visitors from further afield. 

WHAT THIS MEANS FOR WRITING

• We write in a way that emphasises the inclusive nature  
 of our collaboration with members of our local community;  
 drawing visitors in to experience the culture and history  
 of Northampton while enjoying what the new shopping  
 centre has to offer in terms of shopping, eating & drinking,  
 socialising and entertainment.
• We will use language that enhances the vibrant and  
 colourful character of our new vision for Northampton:  
 looking to the future while at the same time celebrating  
 the past.

‘ POSITIVE INFLUENCE’ The way we envisage Grosvenor Shopping Northampton 
reflects the fact that we want to reach out from the site of the shopping centre  
to embrace the whole town. We want to be the beating heart that helps to energise  
the whole of the surrounding area with a vibrant mix of shops, places to eat & drink,  
places to find entertainment or just to take in the atmosphere.



OUR VALUES
COLLABORATIVE

We link with local groups, drawing on the passion and expertise  
of others to offer a range of experiences.  We are inclusive, offering  
relevant attractions to all age groups and backgrounds

LOCAL

We champion what is local, authentic and familiar.  We are convenient  
and accessible. We are the local place where people to feel at home

POSITIVE

We celebrate the past while looking to the future. We are fun,  
vibrant, fashionable, colourful and dynamic

SOCIAL

We are welcoming and entertaining. We bring people together.  
We create ample spaces and opportunities just for ‘being’ and  
‘enjoying’. We connect the community and physically connect  
the town centre with it being the heart, the link

MEMORABLE

We are fresh and engaging. We love novelty and create unique  
opportunities to educate and entertain. We create fun memories  
for families and friends



APPLYING OUR VALUES IN OUR WRITING

We use language to draw people in. We create community in our choice of words; reaching  
out, embracing, celebrating, engaging with people’s emotions and memories. We make heroes  
of local people & customs and we educate people about local history. We are inclusive  
and we make the community relevant to everyone.

WHAT THIS MEANS FOR OUR WRITING

– Using “we”, “our”, “with” , “together”, “join” and “ share”  
 to emphasise that we are working as one community
– Championing collaborative experiences and events 
– Using language that is as generation/class-neutral as possible

EXAMPLE B2C

“Here at Grosvenor Shopping Northampton there is something  
for everyone. How much do you know about your own home town?  
Let us take you on a guided tour…”

EXAMPLE B2C

“Join us at Primark for this weekend’s spectacular ‘showcase of  
shoes’— an exciting collaboration with The Shoe Museum celebrating  
shoes old & new.”

EXAMPLE B2B

“We have come together with fashion students at Northampton  
University to create a unique interactive space for visitors celebrating  
the leather craft of our town; an old tradition seen through fresh eyes.”

WHAT TO AVOID

Anything too stuffy or old fashioned. Local heritage is interesting but  
can also alienate people if we overdo it or get bogged down with dry  
lists of historical data such as facts and figures.

EXAMPLE (HOW NOT TO WRITE)

“Why not What’s App all your mates and find a cool place to hang out and 
grab a bite to eat before heading home to catch up on some ZZZZZs?”

WHY IT’S WRONG

– Too casual
– Too young/generational

COLLABORATIVE



APPLYING OUR VALUES IN OUR WRITING

We are making a point of celebrating Northampton’s unique industry, then & now.  
We draw on the town’s landmarks and emphasise their proximity to the local community.  
We also emphasise the more practical aspects of being local: i.e. everything you need  
in one place, transport links, accessibility & infrastructure.

WHAT THIS MEANS FOR OUR WRITING

– Injecting the name of the town or local features into text  
 where appropriate 
– Adding details about transport links, proximity to the rail/bus stations
– Using phrases that suggest convenience

EXAMPLE B2C

“At Grosvenor Shopping Northampton you will find every  thing you need  
in one place, whether it’s shopping, meeting over coffee or a play area for 
the kids to let off steam — ensuring your day out with the family is relaxed  
as well as fun.”

EXAMPLE B2B

“Grosvenor Shopping Northampton is a ten minute walk from the recently 
redeveloped train station, making it easy for shoppers to enjoy a day out 
right in the heart of town.”

WHAT TO AVOID

Local does not mean small, limited in scope or parochial. It needs  
to be aspirational. We need to be modern/future-focused as well  
as talking about the past or the present.

EXAMPLE (HOW NOT TO WRITE)

“Grosvenor Shopping Northampton is perfectly situated if you  
just need to pick up a few groceries on your way home from work.”

WHY IT’S WRONG

– Limits people’s experiences to a commercial transaction
– Avoids the opportunity to draw people in/ engage  
 them in the community

LOCAL



APPLYING OUR VALUES IN OUR WRITING

We are excited about our future as the ‘beating heart of Northampton’ and we are  
confident in where we’re going and how we’re going to get there. Our dynamic attitude  
to the future is built on strength in our past; giving us plenty of reasons to celebrate.  
We want people to share our energy.

WHAT THIS MEANS FOR OUR WRITING

– Use of bold, emphatic statements
– Colourful, expressive, fun, dynamic language

EXAMPLE B2C

“Come and share in the excitement with the latest food pop-up  
to land at Grosvenor Shopping Northampton — a feast for the  
senses is guaranteed!”

EXAMPLE B2B

“The first original art installation of this scale to be created  
for Northampton, it is bold, colourful and daring.”

WHAT TO AVOID

– Language which is silly, buzzy or over-embellished
– Too many superlatives or adjectives in one sentence
– Unrealistic or boastful/overstated

EXAMPLE (HOW NOT TO WRITE)

“This is the most fun you’ll EVER have in your life! You literally  
won’t be able to believe your eyes!! You’ll be rooted to the spot  
in this jaw-dropping, eye-popping extravaganza that will have  
you gasping for breath! You’ll be dining out on the experience  
for years… tell ALL your friends NOW!”

WHY IT’S WRONG

– Overselling and owning someone else’s experience
– Packed with overstimulating superlatives, silly/informal adjectives 
– Dizzying use of capital letters and exclamation marks

POSITIVE



APPLYING OUR VALUES IN OUR WRITING

We want to emphasise the social aspect so that visitors are encouraged to stay for  
longer and view their experience as much more than shopping. This means injecting into  
our copy all the opportunities for ‘being’ and ‘enjoying’ i.e. specific places to meet up,  
shop, connect via wifi, eat/drink with friends & family, or venues  
for entertainment and leisure.

WHAT THIS MEANS FOR OUR WRITING

– Emotional language that highlights relationships with friends & family
– Pointing out the appeal of action: entertainment, novelty, fun
– Pointing out the appeal of inaction: stopping, resting, refreshing, 
 relaxing, dwelling, being 
– Making gentle suggestions e.g. Why not…? How about…? 

EXAMPLE B2C

“Why not bring your friends along to join in the fun?”

EXAMPLE B2C

“This is the perfect place to sit and watch the world go by with  
a freshly made coffee.” 

WHAT TO AVOID

– Being vague/directionless
– Bombarding or overwhelming people with too many choices

EXAMPLE (HOW NOT TO WRITE)

“Come to Grosvenor Shopping Northampton and you can while  
away the hours for as long as you like… no pressure, no hassle…  
just take it easy and watch the world go by.”

WHY IT’S WRONG

It’s vague and ignores the fact that there is a purpose and direction  
to our social spaces. We need to punctuate sentences with reminders  
i.e. goals & aspirations, things to buy, things to see & experience,  
culture to take in. 

But don’t overdo it: give people space and be selective, don’t pack 
everything that’s on offer in one sentence!

SOCIAL



APPLYING OUR VALUES IN OUR WRITING

Our objective is to ensure that visitors take away a clear and positive impression, so it’s  
good to remind people what they can expect and build their aspirations by giving specific  
and relevant examples. Making everything seem fresh (with an element of surprise)  
invites people back for more.

WHAT THIS MEANS FOR OUR WRITING

– Be clear and concise
– Use aspirational and sophisticated language 
– Be engaging and point out ‘firsts’ and new openings/launches  
 or technologies
– Know our visitors and use language that is relevant to them

EXAMPLE B2C

“We have you in mind with our simple user-friendly app. You can now  
find all the latest news about this season’s Superdry collection while  
on the move.”

EXAMPLE B2B

“We are creative in how we engage with customers in our community 
spaces; always on the look-out for new ways to captivate and hold  
people’s attention.”

WHAT TO AVOID

– Bombarding people with constant novelty
– Forgetting that people also need convenience and familiarity
– Losing people in new technology and jargon

EXAMPLE (HOW NOT TO WRITE)

“Our new intuitive and high-tech omni-channel platform offers a  
cutting-edge 21st Century solution to professionals who are typically  
time-poor and in need of new and engaging ways of shopping.”

WHY IT’S WRONG

– Too much jargon (what does omni-channel mean to most people?)
– Prioritises novelty over familiarity
– Excludes certain groups who are less tech-savvy

MEMORABLE




