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Preface

PREFACE

White papers are gaining popularity. Historically, it was a paper used to provide background 
information on issues requiring attention from the legislators. Today, it’s used for various 
purposes, ranging from intended for technical engineers to laypeople.

For business, it is used for lead generation and sales closing, which makes it the “rising 
star” of marketing collaterals. Many B2B Web sites generate leads with white papers as 
“subscription gift.” This latest use makes them even more popular.

However, according to the US Census, approximately 600,000 businesses need to publish 
white papers to help with various marketing and sales closing activities. This fact is interesting 
and important to note, because apparently, its popularity hasn’t optimized the spread of its 
use. We can expect to see more businesses training their internal staffers to be better white 
paper writers and hiring experienced freelancers.

In this short book, you’ll learn about how white papers evolved from “policy” papers to 
become popular marketing documents, what the types are, how to organize and format 
them, how to do research, and what to look for when hiring a white paper writer. You can 
expect to be more confident when writing, doing research, and editing a white paper after 
reading this book.

Jennifer Xue
http://www.jenniferxue.com

http://www.jenniferxue.com/
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Introduction to White Paper 

1	 INTRODUCTION TO WHITE PAPER 

1.1	 BRIEF HISTORY AND STATISTICS

A white paper is a report, which is objective and specific in content and purpose. The term 
“white paper” was initially referred to as “white book,” which is an informational paper 
published by the government. In the early 20th century, they were documents provided to 
the members of the British parliaments to give background information prior to a legislation 
voting. These books were veiled with a piece of white paper, hence the name we know today.

One of the most famous government white papers was the Winston Churchill White Paper 
1922, which explained the state of Palestine at that time. Other examples of white papers 
published by the government included White Paper on Full Employment, White Paper of 
1939, and the 1966 Defense White Paper.

For public and government purposes, there are also documents called “green paper” and 
“gray literature.”

In the tradition of the EU, the Commonwealth, the UK, and the United States, a government 
report used as a policy proposal is called a “green paper.” When it has been discussed internally 
among government officials and representatives, it may be re-released for the public as a 
“white paper.” In 1975 in Canada, a green paper on immigration and population was later 
released for public debate after the government has drafted the bill. Both green papers and 
white papers are considered “gray literature.”

Over time, white papers evolve to serve both the public and the private sectors. In the 
private sector, it was initially more popular in the B2B (business-to-business) sector, before 
it was also accepted and widely used in the B2C (business-to-consumer) sector.

Today, many white papers are used to report, inform, and influence the readers on breaking 
issues, trends, and research in a particular industry or business and serve as an effective B2B 
and B2C communication. Many businesses depend on white papers as a lead generation 
tool, to showcase thought leadership, and to close deals.
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The perception about what white paper has changed from being more scientific and technical 
to a more business-oriented collateral. According to the Forbes magazine, high-level executives 
use white papers:

•	 63 percent to evaluate products
•	 78 percent pass to colleagues
•	 93 percent believe it enhances the company image

According to the recent US Census, many industries used white papers in their B2B 
marketing campaign. The industries surveyed included equipment manufacturers, scientific 
and technical service providers, and software and information providers. Products they sold 
included: medical devices, computers, gadgets, software applications, business consulting, 
technical consulting, accounting, advertising, law firms, interior design firms, testing, 
measurement, certifications, and others.

Today, approximately 600,000 companies in the United States need to publish white papers 
for the above purposes. Worldwide, we can expect a few more million companies in need of 
having their white papers written. However, many of those companies don’t even realize it. 

It’s safe to assume that white paper writers can expect to keep themselves busy, as long 
as companies are aware of the value of white papers. And we can see a growing trend of 
companies that are training their executives to write better and hiring professional white 
paper writers to do the job.

The thing is, many companies haven’t tapped the power of white papers for their businesses. 
Only approximately 61 percent have, according to Content Marketing Institute (USA). 
Those, who haven’t, thought that publishing white papers are limited to certain industries 
and as the privilege of those with high annual revenue. This misconception must be, 
eventually, eliminated.

Anyone can teach himself to write a white paper or help himself in hiring a qualified white 
paper writer. The author of this book will show you how in the following chapters. 

1.2	 WHITE PAPER IN BUSINESS

In business, white papers provide information on the latest trends, issues, and developments, 
which are supported by new research findings, case studies, and best practices from industry 
players. Delivered with objectivity and supported with the latest findings, businesses and 
institutions deliver information that would influence decision makers without being pushy. 
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White papers can be written for an internal or external audience. And there are four types 
of white paper content: policy, technical, hybrid, and business.

If it’s for an internal audience, a white paper is developed to inform professionals in a 
company or an industry about the current trends and research findings and to provide 
a comparison between past approaches with the latest findings. It’s important to update 
employees’ understanding of the industry and the current standing of the company.

If it’s for external use, a white paper informs the public on the latest trends and research 
done by reputable sources, such as research institutes, non-profit organizations, universities, or 
government agencies. Due to the audience, this type of paper is written in a more rhetorical 
manner with anticipation of negative associations.

For both audiences, white papers must be objective, clear, and concise. They must be free 
of hypes, sales pitches, clichés, inappropriate jargons, attacks on competitors, and opinions. 

For external use, white papers can be developed as a business marketing tool, while boosting 
credibility. Most decision makers who consume high-value products and services expect to 
receive in-depth, objective information instead of flashy and pushy sales brochures. Thus, 
a good white paper writer provides the relevant information needed to make important 
decisions about certain problems. This book focuses on writing white papers for external 
use, which include the four content types.

A white paper can be quite persuasive with its educational and informational content, even 
though it’s never designed to be pushy like other marketing collaterals and less technical 
than a guide. If a sale occurs because of a white paper, it would be much preferred.

These are the three primary reasons to publish a white paper. 

1.2.1	 AS A LEAD GENERATION TOOL

In a sales funnel, there are at least four stages: awareness, lead, prospect, and closing. A 
white paper serves as a “lead magnet” at the top-of-the-funnel. When potential buyers visit 
a business online or offline, they are likely interested in obtaining written materials that 
would educate them about a certain problem related to their business. When this occurs, 
it’s the perfect time to give out white papers in exchange for their contact information.
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The objectivity and verifiable information in a white paper are attractive to those who must 
make decisions related to the problem at hand. For instance, if you’re selling a software 
application that would save time for businesses with drop shipping model, you can publish 
white papers with topics covering various timesaving methods. Next, you can compare and 
contrast why those methods would or wouldn’t work. 

Remember to include all the facts, charts, graphics, research findings, case studies, and best 
practices. Compare, contrast, conclude, and recommend. Offer solutions and recommendations 
without sounding like an ad copywriter or a car salesperson.

Writing strategically meaning using technical jargons depending on the audience’s familiarity 
with them. You don’t want to sound too technical nor too plain. Do your research on who 
the readers are, before commencing with the writing process.

For instance, if the white paper targets high executives in the field of accounting, feel free to 
include accounting jargons. However, if the white paper targets small business owners who 
must juggle many things simultaneously, it’s better to use general and popular bookkeeping 
terms, not jargons specific to high-level accountants.

1.2.2	 TO SHOWCASE THOUGHT LEADERSHIP

For-profit and non-profit organizations often publish reports and white papers to showcase 
their forward thinking-ness in the industry or the region. For instance, consulting businesses 
are renowned for their annual white papers on various subjects of their expertise. These 
papers convince the public that they are the best and the brightest in the industry, which 
later earn the trust that would convert leads into sales.

KPMG and Accenture, for instance, publish thought leadership papers, which can be easily 
downloaded as PDF files from their Web sites. Such papers usually capture the big picture 
of an industry, an issue, or a region.

They may also include case studies and best practices that are delivered with objectivity 
accompanied by the latest statistics and research findings. When the papers are ready to be 
delivered, these consulting firms usually send out press releases informing the public that 
they are available.
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Non-profit organizations, think tanks, and public institutions are also known for publishing 
annual papers reporting the latest trends and current problems and providing solutions and 
recommendations. These reports are usually free to download from their Web sites. They may 
also disseminate print copies and electronic files to members of the press and the public. 

1.2.3	 TO CLOSE SALES

While closing sales aren’t the primary objective of a white paper, it would be very nice if 
it does. At the top of the sales funnel, a white paper can be used as a “lead magnet” to 
encourage visitors to leave their contact information. In the middle or at the bottom of the 
funnel, however, it can be used again to help reminding prospects of the solutions provided. 

At these latter stages, usually the paper is more technical or a hybrid, which is aimed at 
influencers of the decision makers. A hybrid white paper addresses both the business and 
the technical sides of the solution provided, which is key to the final decision makers. The 
goal is, eventually, sealing the deal.

1.3	 BEFORE, DURING, AND AFTER WRITING

In the following chapters, we will further discuss the process of pre-writing, during writing, 
and post-writing a white paper.

In Chapter 2, we will discuss the four types of white paper. 

In Chapter 3, the four types of white papers.

The four types of white papers are policy, technical, hybrid, and business-benefited. Each 
type differs from the others in terms of content, purpose, and structure. This chapter will 
compare all four types and discuss when each type is suitable.

In Chapter 3, the benefits of white paper. 

This chapter will discuss the three primary benefits of white papers for business: as a lead 
generation tool, to showcase thought leadership, and to close sales. Other benefits are 
also discussed.
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In Chapter 4, the components of white paper. 

This chapter will discuss the five parts of a white paper: executive summary, introduction, 
previous approaches, new findings, and conclusion. In addition to these parts, elements that 
must be included will also be discussed.

In Chapter 5, the steps of writing a white paper.

This chapter will discuss the steps of writing a white paper, which starts from understanding 
the objective and the audience. Next, the writer must choose a topic, write a thesis statement, 
choose a title, develop a list of definitions, and prepare graphs, charts, and tables as necessary.

In Chapter 6, things to include when writing a white paper (writing guidelines). 

There are things to include and things to exclude in writing a white paper. In this chapter, 
we will discuss things to include, which are: instant affinity, pointers, focus on product and 
solution, focus on customers and solution, tone, structure, storytelling (flow), substance, 
credibility, interviews, research details, URL presentation, and footnotes/endnotes.
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In Chapter 7, things not to include when writing a white paper. 

In this chapter, we will discuss the things not to include and the reasons why. They are 
hypes, sales pitches, clichés, inappropriate jargons, attacks, and opinions. Examples will 
also be included. 

In Chapter 8, what to do after writing a white paper. 

In this chapter, we will discuss things to do after writing a white paper: sleep on it, read 
by beta readers, have an editor review it, revise, edit, grammar check, and plagiarism check. 
Who are beta readers, how to find a good editor, and tools to check grammar and plagiarism 
will also be discussed.

In Chapter 9, what you need to look for when hiring a white paper writer.

In this chapter, we will discuss the traits and experiences of a good white paper writer. We 
will also include the list of questions to ask when interviewing a writer and the things to 
be aware of.

In the final chapter, we will discuss the conclusion and recommendations of white paper 
writing for business, including further readings and list of useful resources.
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2	 CATEGORIES OF WHITE PAPER

The world of white paper is still evolving. This means that the consensus of what constitutes 
a “white paper” is still changing. If you ask ten white paper writers, the answers can be 
anywhere from twelve to 100. And there is no single answer and no “better” answer. All 
definitions and categories are correct, as long as the arguments are satisfactory, logical, 
and reasonable.

Every white paper “guru” has his or her favorite definition, which we respect and acknowledge. 
Some would focus on the report part, while others would focus on the marketing part. A 
simple online search would reveal most popular definitions, which can be quite confusing. 
But don’t be.

Understanding what a white paper is and how it can help you and your business should 
be simple. In short, white paper is a report, which is objective and specific in content and 
purpose. It can include the latest findings, statistics, case studies, and best practices. You 
can choose whether to include certain facts, but it must be done in a way that’s truthful, 
not deceptive. 

White papers are developed to provide authoritative information that help leaders understand 
an issue, solve a problem, and make a decision. And those leaders may belong to the public 
sector, B2B sector, or B2C sector. 

The “types” of white papers depend on the content, the purpose, and how they are structured. 
Papers in each category can be developed to include certain purposes and specific structures, 
depending on the topic and need. And all must be presented concisely and clearly.

For instance, a business-benefitted white paper is written for the purpose of providing 
solution or comparison and structured as bulleted lists. A policy white paper is developed 
to provide comparison and solution, while structured to provide background information 
and solutions. A hybrid paper can be quite persuasive with in-depth comparison providing 
the pros and the cons of various products, which is delivered as problem-solution and 
bulleted lists.

The followings are the categories of white papers based on content, purpose, and structure.
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2.1	 BASED ON CONTENT

2.1.1	 POLICY

Historically, policy white papers were the first kind of white papers out there. In the beginning 
of the 20th century, the British parliament used white papers to brief the members before 
voting for legislation. To this very day, policy white papers are still used worldwide for this 
purpose. And it’s considered the highest function of a white paper.

The audience are policy makers, thus they have working knowledge of government-related 
issues. Thus, the white paper can include technical terms of their familiarity. If you think 
some readers might need assistance with the terms, include a short list of definitions. The 
length of policy white paper varies, but due to time constraint of modern life, it’s now 
preferred to have fewer than ten pages.

The white paper for this purpose should include the followings:

•	 Executive summary: One paragraph of policy issue and one paragraph of recommendation.
•	 Background information: Starts with the history, political importance, and facts 

pertaining to the issue. Describe the issue in sufficient detail and provide information 
on who are involved and what have been done to solve it.

•	 Proposed changes: Include a brief outline and multiple options being proposed. 
The descriptions should be as objective as possible.

•	 Direct effects of proposed changes: Include studies, findings, and latest statistics 
that would directly affect the issue if the solution is imposed. 

•	 Political implications of proposed changes: Include study findings based on surveys 
done on respondents who support the changes and don’t. 

•	 Fiscal implications of proposed changes: Present the conclusions and recommendations 
based on the fiscal spending cost-benefit analysis on the proposed changes.

•	 Recommended solutions: Present the recommendation in a clear and concise manner, 
which would result in the voting of the policy. 

2.1.2	 TECHNICAL

Technical white papers may or may not related to technology, science, and machinery. 
Either way, it includes how to perform a technical task. A technical white paper deals 
with technical solutions, which can include one or more technical tasks, of a problem. 
The problem can be financially technical, legally technical, medically technical, logistically 
technical, or others. Here, the issue and the solution are technical, which means writing it 
would require a certain level of technical knowledge. 
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In the past, engineers read white papers. These papers explained how to perform certain 
technical tasks. Today, such papers are often used during sales demonstration stage, where 
technical tasks must be performed prior to making buying decision. It serves as a “sales 
closing” document, which we’ll discuss in the following sections.

2.1.3	 BUSINESS-BENEFITED

Business-benefited white papers are usually used at the top and the bottom of a sales funnel. 
Businesses use them to entice people to provide their contact information and, eventually, 
become credible leads. It can also be used to close sales. In this book, we primarily discuss 
this type.

They serve as subtle marketing collaterals, which can earn more trust than the glossy and 
intimidating sales brochures. They provide solution to a problem, comparison, description, 
or lists. This type of white paper focuses on how your product can solve the customers’ 
current failed approaches. It is designed to be read by management-level decision makers.

2.1.4	 HYBRID

A hybrid white paper blends both technical and business aspects. It provides information 
on how the new solution can solve an existing problem technically and be sound financially. 
Technical information, such as the big picture of how a solution works, will be tied with 
financial benefits.

The focus of a hybrid paper is how the new technical solution can improve the business’ 
bottom line. A more general hybrid paper would make a great lead generation tool, which is 
placed at the top of sales funnel. For sale closing purpose, a hybrid white paper can heavily 
focus on cost-benefit analysis and the financial advantages.

2.2	 BASED ON PURPOSE

2.2.1	 PROVIDING SOLUTION

White papers help decision makers and influencers to justify a purchase decision or in using 
a different approach. However, the same can be said with other tools, like a presentation, case 
studies, best practices, and sales brochures. What makes white papers distinguished among 
them is that it helps higher-level management decision makers, well-informed engineers, 
and policy makers to take the next step.
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White papers have a certain kind of “charisma” that makes these high-caliber individuals 
trust their decisions. The best kind of white paper doesn’t merely inform and influence, it 
gives the much-needed justification to decision makers to act based on solution presented. 
This being said, readers of solution white papers expect to find a solution or solutions for 
their problem. Thus, a well-written solution white paper would place whoever on the byline 
as thought leaders and top influencers. 

2.2.2	 PROVIDING COMPARISON

Fact-based comparison on various technical tasks or products would provide the much-
needed reference in decision-making. You can include a comprehensive table that would 
allow quick skimming and fast reading. Bulleted and numbered lists and sub-headlines 
would be helpful as well. Even more useful is a list of the pros and cons of each product. 

A well-written comparison white paper provides more than ease of reading. More importantly, 
it includes credible references that would have consumed many man hours to research. It’s 
pretty similar to solution white paper in terms of purpose. The only differences are the 
presentation of facts, pros, and cons. Many people keep comparison white papers for many 
years, which extends the shelf life considerably and makes the high cost of writing a white 
paper worthwhile. 

2.2.3	 PROVIDING DESCRIPTION

Descriptive white papers are ideal for disseminating information on the latest innovative 
products. Many tech companies publish such papers for new product launching. A descriptive 
white paper serves as an introduction, while also opens an opportunity for a business to 
gain some valuable leads. It’s not designed to provide likely solutions to a problem. 

The target audience of descriptive white papers includes the decision makers, the influencers, 
and the general public. However, you can expect for the public to be quite informed based 
on their past experiences in using similar products. Thus, it’s ideal as a giveaway and can be 
developed to provide additional information to a press release or other informational materials.

2.2.4	 PROVIDING LISTS

White papers providing solution, comparison, and description can include bulleted and 
numbered lists for ease of reading, as the span is getting shorter, due to the recent habit of 
reading computer and smartphone screens. White papers are competing with millions of 
information received every day, which makes it even more urgent to be brief, quick, and clear.
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A white paper filled with lists may serve as a summary to other white papers in a series, as 
it lacks the full information. It can be designed to provide introductory information on a 
certain topic, like a new product or a new approach in handling an issue. 

A list of questions and answers (Q&A) would make it sounding less mechanical. Consider 
using complete sentences to introduce concepts, describe problems, give examples, and 
provide solutions, not complex ones. It’s imperative to remember that an educational white 
paper should be both easy to understand and memorable.

2.3	 BASED ON STRUCTURE

2.3.1	 BACKGROUND INFORMATION

Backgrounder white paper is one of the oldest ones out there, which are mostly used 
internally. It’s ideal to inform, describe, and define new products or new approaches. It’s 
pretty straightforward, simple, and comprehensively explaining features, benefits, and 
operational steps of a product or an approach.

Ideally, it’s used for technical installation, product launching, promoting a chosen approach, 
and closing sales. Its in-depth information can also attract analysts and journalists to study 
and write following or derivative articles and reports. A backgrounder white paper is especially 
important at the bottom of sale funnel to boost the reader’s confidence on a product or 
approach. However, it may not be suitable for lead generation purpose.

2.3.2	 NUMBERED AND BULLETED POINTS

List structure is very popular because it’s simple to write and easy to understand. Lists are 
not limited to numbered and bulleted points. You can create questions and answers (Q&A) 
and “top 10” or “top 100” articles. List-based articles are very popular these days, especially 
among working readers who are practical and have limited time.

Examples of list-based articles, which can be designed as white papers are:

•	 10 Questions to Ask before Buying a Washing Machine
•	 5 Best Practices of Reducing Business Expenses
•	 7 Tips to Debug Your Latest Application
•	 8 Questions to Ask before Hiring a Content Marketing Expert
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List-based white papers are great to be used as “lead baits.” If it’s placed at the top of 
sales funnel, it can be used to entice people to download it, in exchange for their contact 
information. Or, it can be placed in the middle of the funnel, so people would remember 
that they’ve contacted and be updated of the latest updates. 

2.3.3	 PROBLEM-SOLUTION

Problem-solution white papers are considered the most persuasive type and the most popularly 
used in business setting, including online. They’re designed to convince readers of the new 
product or new approach’s capacity in making positive changes. It can be used to generate 
leads, justify a purchase, and close deals.

However, due to the complexity in blending technical and financial information, the process 
of white paper writing can be slow and expensive. It often involves in-depth technical 
knowledge and interviewing technical experts. Despite all these, it has the longest shelf life 
among other types of white papers and it’s worth the investment.

2.2	 TAKEAWAYS FROM THIS CHAPTER

A white paper is flexible and can be developed for various purposes based on content (policy, 
technical, business-benefitted, and hybrid) to provide solution, comparison, description, 
or list of things to do. It can be structured as a paper providing background information, 
points of a situation, or problem-solution.
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3	� BENEFITS OF WHITE PAPER 
FOR BUSINESS

In this chapter, we will discuss the benefits of white papers for business. In chapter 1 
and 2, we have touched the three primary benefits: as a lead generation tool, to showcase 
thought leadership, and to close sales. We will discuss these three and additional benefits 
in more depth.

3.1	 PRIMARY BENEFITS

3.1.2	 GENERATE LEADS

Not many business documents are as flexible as white papers. Brochures can definitely 
generate leads, but their “in your face” blatant promotion style sometimes do more harm 
than good. Oftentimes, sales brochures or flyers only occupy the trashcan. White papers, 
on the other hand, are valuable references and people actually ask for them.

Today, every business has and should have a Web site. It’s an ideal place to generate leads 
with white papers. Those who arrived at a Web site have actually searched using certain 
terms. Thus, they’re more ready to buy than the general public.

Think of Web visitors as people in a mall with intention to shopping for clothes. They 
already have some expectations of what they’re looking for. Perhaps they are looking for a 
blouse or a T-shirt or perhaps a pair of denim or khaki pants. However, they’re still feeling 
and unsure which one to buy. 

Since Web visitors likely arrive on a Web site after searching with Google, Bing, or Yahoo!, 
they already have certain expectations. For instance, they’re shopping for a tablet computer, 
but unsure which one is the best. They may even have searched for specific specs and price 
range. The job of a white paper writer is convincing that they’ve come to the right place 
and you have the right product for them. And it’s done without making them feeling like 
dealing with a salesperson.
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A white paper is extremely valuable for selling higher-priced products. Start with enticing 
a Web site visitor by giving away a white paper that answers certain questions that they’re 
looking for. Use a solution or comparison type of white paper as “bait” for them to leave 
their contact information, usually their name and email address. It can be done with a 
professionally-designed landing page with a call-to-action (CTA) button “Download Now” 
after they’ve filled out their information.

3.1.2	 SHOWCASE THOUGHT LEADERSHIP

At school, students showcase mastery by writing essays and papers. In business, publishing 
white paper is one of the most reputable ways to show thought leadership. Now, why 
“thought leadership”? 

Due to the fierce competition, customers and other stakeholders prefer dealing with the 
best entities out there. Just like hiring employees, you want the most knowledgeable and 
the most hard working candidate who also have strong work ethic. So do they; they prefer 
buying products from those with the best solution and services.

Of course, there are other ways to show thought leadership. Many businesses create a series 
of videos. YouTube is full of them. Another option is publishing a 300-page book published 
by Simon & Schuster or other New York-based top publishing house. Other ways include 
producing documentary films, broadcasting videos and podcasts, creating flash animations, 
and giving away how-to ebooks.

All these multimedia pieces can elevate one’s status from a “follower” to a “leader.” However, 
for practicality and safekeeping purpose, a white paper in PDF format is still the most 
preferred form. It’s easy to keep, convenient to use and refer to, and look “formal enough” 
to be taken seriously, yet “casual enough” to be read again and again. 

The thing is, a white paper must be updated from time to time, such as annually or bi-
annually or whenever there is a sudden change affecting the issue or the background of 
the issue discussed. For this, you might need to build a team in charge of publishing and 
updating white papers. It will be discussed in Chapter 8 and 9. 
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3.1.3	 CLOSE SALES

A white paper slanting toward the technical side would be perfect to be used at the bottom 
of sales funnel. A lead might have shown a very strong interest in purchasing your product, 
but there are still a few issues to consider pertaining to the technicality or cost-benefit part. 
Here, the white paper’s role is convincing the decision maker in their final stage of pre-
purchase consideration activity. It would give them another chance to experience the solution.

Include factual data and information that’s presented logically while stimulating positive 
emotions related to purchasing. Use visuals, such as charts, graphs, tables, and illustrations 
that reinforce the benefits of using the product. Another positive appeal of an objective 
white paper is its powerful “soft selling” approach. At the end of the paper, include a call-
to-action (CTA) to buy or request for more in-depth presentation.

High-level decision makers are more inclined to refer to white papers than other types of 
collaterals. Sometimes, they even collect white papers from various sources and competing 
companies for comparison purposes. This explains why objectivity and truthfulness are key. 
When decision makers compare, they use multiple white papers as references, so they can 
detect any discrepancies.
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3.2	 OTHER BENEFITS

3.2.1	 REACH MORE AUDIENCE

Publishing white papers and distributing them strategically would reach thousands or, even, 
millions of readers. As soon as they are ready to disseminate, send out a press release to 
announce where people can get them online. It can be offered to be downloaded in exchange 
of contact information or have it released in directories, such as findwhitepapers.com and 
trade organizations.

3.2.2	 INEXPENSIVE TO PUBLISH

Publishing white papers is inexpensive, as most of them don’t need to be professionally 
printed. Formatting a white paper as a PDF file and have it posted on a Web site is sufficient 
to “publish” it. It can, however, can be quite expensive to write, if a professional white paper 
writer is involved. However, it should be worth the investment in the long run. Moreover, 
it can be offset by the low-cost of publishing.

3.2.3	 WIDE USE

White papers have the widest use of all business collaterals. They can be used as a lead 
generation instrument in online and offline marketing, direct mail campaigns, email marketing 
campaigns, presentation supplements, tradeshow distribution, leave-behind piece after a sales 
call, and any other purpose you can think of. As long as the objective is to inform and to 
educate, a white paper is a great ally.

3.2.4	 EASY TO UNDERSTAND

First, it’s structured to be easy to skim by including summary, introduction, body, and 
conclusion. In the body, previous approaches and new findings are usually included. The 
structure, the layout, and the content makes it easy to understand for any reader to skim 
through and read quickly.

Second, it is “easy to understand” as long as it is delivered to the right audience. It means 
that every white paper is designed to include information, approaches, and jargons that 
can be easily digested by the intended audience. The publisher ensures that a white paper 
reaches the hands of those who would be able to digest the information.
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For instance, white papers that are intended to be read by technical engineers are written 
with their needs and level of expertise, so they’re “easy to understand,” despite using specific 
terminologies. However, when a white paper is intended for the general public, the writer 
would be careful in selectively using or not using technical jargons, to ensure that it’s “easy 
to understand” for laypeople.

3.2.5	 EASY TO ADAPT

White papers are adaptable to cater laypeople, the busiest executives, and the most advanced 
engineers through strategically using appropriate concepts and terminologies. The length is 
flexible as well, as it ranges anywhere from a couple pages to tens of pages. It’s recommended, 
however, for business purpose, the length is anywhere from five to seven pages.

3.2.6	 GIVE A GOOD IMPRESSION

A professionally written white paper leaves a long-lasting good impression. It appeals to 
readers because it has a favorable and high perceived value that only high-caliber companies 
can produce white papers. Giving away white papers generously would increase intellectual 
value in the readers’ eyes. When a white paper is kept as a reference, it has served its 
thought-leadership intention.

3.2.7	 SIGN OF GENEROSITY

Giving away white papers is a sign of generosity. It shows that the publisher is fully capable 
of what they do and they’re kind-hearted enough to share it with the world. A white paper 
projects an image of non-threatening valuable information. Thus, it’s a good publicity for 
the company, as people prefer dealing with good-hearted and positive entities. Its intellectual 
power is unmatched by other documents.

3.2.8	 INFORM AND EDUCATE

As a thought leader, a company must continuously inform and educate the public and the 
industry. A white paper gives the rare opportunity to deliver new ideas in a structured and 
objective manner, which can’t be conveniently delivered using other media. With a PDF 
file downloadable on a Web site, the educational material is ready to be consumed. 
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3.2.9	 GO WHERE OTHER DOCUMENTS HAVEN’T GONE BEFORE

Texts, videos, audios, and images can deliver messages. However, only specifically developed 
texts and images are used in white papers to deliver messages to high-caliber decision makers 
and influencers. In certain academic, think tank, and consulting environments, all-text 
white papers are preferred. Such text-only papers are usually published among thinkers and 
intellectuals who are more accustomed to reading long blocks of texts. Most white papers 
for business executives prefer short blocks of texts with lists, visuals and callouts.

3.2.10	LONG SHELF LIFE AND BE KEPT AS A REFERENCE

Write an excellent white paper; make it a masterpiece. When your readers find it extremely 
valuable, they’d keep it forever and refer to it as a reference. What’s a better marketing tool 
than something they keep and use for years.

These readers are “evangelists,” even though they may not have purchased any products. 
Simply by acknowledging the publisher’s expertise as a thought leader, long-term benefits 
are gained when they share it with their friends and colleagues.

3.2.11	GIVE A STRONG ROI (RETURN ON INVESTMENT)

The cost of writing a white paper can be quite high, ranging from a few hundred to several 
thousand dollars, if hiring an external professional writer. This cost, however, can be reduce 
if using internal staffers that make up a writing team.

However, a publisher can expect to earn ROI up to hundreds or thousands of percent. The 
high cost of publishing shouldn’t stop the production. Also, because it costs almost nothing 
to publish it on your Web site, the writing fee is the only expense related to publishing 
white papers.

3.2.12	EASY TO MEASURE

Various approaches can be used in measuring ROI of a white paper. The easiest is based on 
the number of leads it generates and the total dollar amount resulted from the conversion 
of leads to paying customers. For instance, if it cost $2000 to produce a white paper and 
generated 3,000 leads that signed up through a landing page on the company Web site, 
and out of those leads 100 became paying customers that paid $2000 each, the ROI is 
10,000 percent.
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3.2.13	CAN BE EASILY CONVERTED INTO OTHER MATERIALS

The content of white papers can be easily converted into ebooks, PowerPoint slides, 
promotional brochures, audios, and videos. Be creative and resourceful in reusing them. 
Once they’re available in other formats, they can be used for new or enhanced marketing 
activities. The research done when writing for a white paper would be useful many times 
over with derivative outputs.

3.3	 TAKEAWAYS FROM THIS CHAPTER

Publishing white papers serve three primary benefits: generating leads, showcasing thought 
leadership, and closing sales. White papers are beneficial because they can help businesses 
reach more audience, inexpensive to publish, have wide use, easy to understand, easy to adapt, 
give good impression, sign of generosity, inform and educate, and go where other documents 
couldn’t achieve. White papers have long shelf life and can be kept as a reference, give a 
strong ROI, easy to measure, and can be easily converted into other marketing materials.
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4	 PARTS OF A WHITE PAPER

In general, a white paper comes with six or seven sections: cover page, welcome letter (optional), 
executive summary, previous approaches, new findings, conclusions/recommendations/
appendix, and call to action. Within each section, there are the main texts and callouts. 
White papers follow certain structure and formatting guidelines, but they also have room for 
improvisation. It’s because no two white papers are identical. Some variations are expected. 

A Table of Contents (TOC) isn’t required, as it would have made the paper sounds like road 
mapping. Since most popular white papers only contain fewer than ten pages, an executive 
summary, headline, and sub-headlines are sufficient to do the job. Due to its length, fast 
readers can flip to the very end and read the concluding summary and recommendations 
quite conveniently. 

Let’s start discussing the six (or seven) sections. Afterward, we will also discuss the other 
parts that would make a huge difference in the final product. A good white paper writer 
needs to ensure that all the sections and additional parts are covered and properly prepared.

4.1	 PRIMARY SECTIONS

4.1.1	 COVER PAGE

The cover page basically contains the title or headline and a sub-headline, if necessary. It 
may include an optional byline, which is usually the name of the CEO or other high-level 
executive related to the topic being discussed. Occasionally, the white paper writer receives 
a byline, but it really depends on the client’s discretion.

A title should be of 70 characters at the most. It’s not for SEO (search engine optimization) 
purpose or other search-related purposes. It’s for the optimization of human readability and 
Google and Big searches. CoSchedule offers a free headline analyzer: http://coschedule.com/
headline-analyzer/. Use it with caution, however, because this analyzer is based on computer 
algorithm, which can sound unnatural. Use it just to get some ideas, but the final decision 
lies in your hands.

In the headline, make sure to include “white paper,” so it would narrow the online search 
and makes it easier to find. Give it a try using Google advanced search by filtering in these 
words: report and white paper. It’s amazing how massive this targeted search is.

http://coschedule.com/headline-analyzer/
http://coschedule.com/headline-analyzer/
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In a title, it’s better to use numbers (like 8,19, and 27) than spelling them out as “eight,” 
“nineteen,” and “twenty seven.” The title should be eye-catching and easy to grasp. Numbers 
also sound more factual, while spelled out would sound more vague. If you need to choose 
between using rounded numbers like 5, 10, and 20, and unrounded numbers like 17, 36, and 
78, select the latter, because unrounded numbers would sound more credible and “not lazy.” 

Be careful with capitalization. Use The Chicago Manual of Style, American Psychological 
Association Style (APA Style), The Associated Press Stylebook (AP Stylebook), or other 
writing guidelines for rules on capitalization, citing references, and others. A quick check 
for title capitalization: http://titlecapitalization.com/. Make sure to double check and trust 
your own discretion because computer algorithm can sometimes be unreliable.

Mention specific technical jargons and job titles that are addressed in the paper. It would 
make the title easier to search and, eventually, find its way to the hands of the target 
readers. Create a title something like this: 17 Ways for a Legal Attorney to Bullet Proof 
Legal Opinions (White Paper). “Legal attorney” and “legal opinion” are two key terms that 
attract legal professionals to the white paper intended for them. 

4.1.2	 WELCOME LETTER (OPTIONAL)

A welcome letter from the head of the organization is optional. It would be nice to have 
one, but it’s not mandatory. Don’t fret whether it should be included or not. Make the 
decision and move on. Moreover, it would be written after the whole paper is completed 
anyway, not before.

There are writers who believe that it’s people who read the white papers, so they should sound 
like written by people, not a company. Those who disagree would say that a white paper 
should be read for its valuable information, not for acknowledging someone’s leadership. 
Other writers also believe that the welcome letter would make the white paper sounding 
more like a sales brochure.

If you decide to include a welcome letter, make sure that it’s only one page in length or 
less, include a headshot of the person and his or her signature. Write the welcome letter 
to show friendliness, but not too casual. It should project an aura of professionalism and 
thought leadership. Ideally, it makes people want to read the following pages and feel 
appreciated for doing it.

http://titlecapitalization.com/
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4.1.3	 EXECUTIVE SUMMARY

An executive summary is basically a preview or a synopsis of the entire white paper typed 
on one single page. A recent survey on IT professionals who consume white papers before 
making major decisions revealed that the single most important part of a white paper is 
the “abstract” or the “executive summary.”

It must include a comprehensive view of the paper, which would safe the readers’ time and 
create positive impression from the beginning. The information provided is condensed, 
logical, and creates an initial framework for the whole paper.

According to Jonathan Kantor in Crafting White Paper 2.0, a preview-style summary aims 
at piquing the reader’s interest to continue reading without revealing the solution, while 
a synopsis-style summary provides the condensed problem-solution approach. In the first 
style, the information includes market conditions, problem assessment, and causes and 
repercussions. In the second style, it includes the situation, the problem, the solution, and 
the result.

An executive summary page should include clear headlines and sub-headlines, clear key 
points, distinct sections, and bold/italics parts as necessary. Use callouts and large white 
margin to allow better reading focus and note taking.

4.1.4	 PREVIOUS APPROACHES

Most white papers include previous approaches, which are the approaches currently being 
used and causing unsatisfactory situation. It should include the challenges or “pain points.” 
If there are too many to include, group them into several categories, such as “primary pain 
points” and “secondary pain points” or “technology pain points” and “budget pain points.”

Information on previous approaches can be obtained from direct interviews, surveys, and 
secondary sources like journal articles, reputable magazines, reputable Internet publications, 
and interviews with professionals in the field. Be as thorough as possible when doing the 
research. It’s better to err on being too comprehensive than too narrow. To make reading 
this chapter easier, include callouts. 

A “callout” is a group of texts, which can be a few sentences, a paragraph, or a mini summary 
of the content to focus upon. This group of text is placed on the margin in bold typeface 
and larger font to attract attention. It’s also called “pull quote” in Journalism.
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Some questions on pain points (the customers’ problems):

1.	 Is the current approach too costly? How? Does it take too much time, too much 
money, or too much effort?

2.	What are the things that make people frustrated? 
3.	What are the difficulties and challenges currently encountered?
4.	What are the technical issues currently encountered?
5.	What are the barriers for the customers to adopt new approaches? Have they 

ever tried?

4.1.5	 NEW FINDINGS

This is the meat of the white paper, so the writer should impress readers with findings that 
would solve their problems and remove their pain points. The findings, which are what the 
product will be based upon, should answer their “gain points,” which are what they expect 
from a solution. Include as much information, data, and metrics as possible. Remember, a 
white paper is logical and answers curiosities objectively.

To support the product’s benefits, include at least five citations from various reputable 
references, such as academic journals, reputable business or technology magazines, trade or 
industry magazines, and quotes from experts in the field. In this section, keep the identity 
of the product low key, so it’s not a “sales brochure.”

Some questions on gain points (what the customers expect):

1.	Which features of the product would save time, money, and effort?
2.	What level of performance is expected to answer no.1?
3.	How the product would help customers achieve the level of success of expected?
4.	How can the product increase the customers’ intangible success?
5.	What does the product include? Guarantees, specific designs, and unique features?

4.1.6	 CONCLUSIONS/RECOMMENDATIONS/APPENDIX

In this final section, include recommendations and an appendix mentioning how the product 
would help customers in solving their pain points and achieve gain points. Also include 
the major reasons why the problems continue to exist and frustrate customers and why the 
existing solutions aren’t suitable to solve them.

Here, the product’s features and benefits that would solve the problems can be revealed. 
State the summary of the benefits and include a comparison table, if necessary.
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Follow these frameworks for convenience.

•	 Compare and contrast
•	 Before and after
•	 Loss and gain
•	 Competitors’ and yours
•	 Without your product and with your product

The goal of this section is preparing readers to do something, which is a “call to action.” 
Thus, this section must be prepared carefully not to sound pushy. Instead, provoke certain 
urgency and a positive feeling to purchase. It must close the paper in a conclusive tone, 
yet providing a room for progress to the readers.

If you choose to include an appendix, it can include information about the company and 
the products. It is separate from the concluding summary section. And it can be added as 
a part of the recommendation sub-section.

4.1.7	 CALL TO ACTION

Under the appendix section, include “call to action” information, which essential asks the 
readers to do something. If your product provides an online access, you can ask them to create 
a trial account. Or, you can direct them to download a more in-depth report or manual. 

Essentially, a “call to action” can be in any of these forms:

•	 A Web URL (for follow-up information or to create a trial account)
•	 An email address (yourdivision@yourcompany.com, not a Gmail or Yahoo! address)
•	 A phone number (include the country code, just in case the customers are based 

overseas)
•	 A complete contact information (name, address, phone number, email address, and 

Web site address)

http://yourdivision@yourcompany.com
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4.2	 OTHER ELEMENTS

4.2.1	 PAGE ORIENTATION (PORTRAIT OR LANDSCAPE)

The page orientation of most white papers is portrait. Occasionally, there are white papers 
with landscape orientation. While it’s not written in stone, for practicality and familiarity, 
it’s better to use portrait orientation.

Portrait orientation is easier on the eyes, because we are used to reading portrait books. 
With portrait landscape, the pages can have wide white margins on both sides, while the 
middle column is where the texts reside. With landscape, the sentences would be arranged 
differently and eyes would need to wander far to the right side, which may cause eyestrain.

4.2.2	 WIDE MARGIN

White wide margins on the left and right sides of the paper can be used for callouts. A 
callout is a group of texts of key points from the body placed on the margins, so fast 
readers can skim and still get what the paper is about. Having several callouts containing 
the substance of the parts would save readers’ time.
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4.2.3	 CALLOUTS

Callouts or “pull quotes” are often forgotten and overlooked. Designed nicely, it can help 
readers skimming the paper and brings focus to the things that really matter. The design 
can be anything from a real “callout” like in comics or simply a group of texts in a larger 
and fancier font. Another possible design is making it in bold typeface or in different colors.

4.2.4	 VISUAL DESIGN

Ideally, a white paper is designed to give a look of “authority.” Thus, a simple minimalistic 
design would do better than colorful in-your-face retro or postmodern look. Stick to two 
font types if preferred and use bold typeface and italics sparingly.

Tables, charts, and illustrations should be designed to reflect professionalism and authority. 
Refrain from using images or infographic visuals that are too busy in design and color choices. 
Using bright colors are acceptable, as long as there are busy patterns to fill the blanks.

4.3	 TAKEAWAYS FROM THIS CHAPTER

The most important sections of a white paper are: cover page, welcome letter, executive 
summary, previous approaches, new findings, conclusions/recommendations/appendix, and 
call to action. A white paper also uses portrait orientation, wide margins, callouts, and 
visuals for clarity purposes.
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5	� STEPS TO WRITING A 
WHITE PAPER

In general, we can we can divide the steps to writing a white paper into three: before, 
during, and after the writing process. The before and during steps require a lot of care and 
understanding on what to write. In this chapter, we include misconceptions to remove and 
many questions to answer, so you can better understand what to write and can literally start 
writing based on the answers provided.

Here are the things you’d need to prepare before embarking into writing a white paper, 
especially if it’s your first white paper. We’ll also discuss what a white paper writer is and isn’t.

5.1	 CLEARING MIND FROM DOUBTS

The image of a white paper is advanced and sophisticated, which many people believe that 
experts can only write it. Since you’re reading this book, most likely you’re considering 
writing a white paper because your job requires it or you’re a writer considering venturing 
out to white paper writing. At this point, you may have slight anxiety on whether you’d 
be able to write one.

The answer is a definite “yes.” Anyone can write a white paper, without having to become 
an expert. If you can write college-level papers and reports, you’re good to go. A white 
paper is basically a report and your job is actually organizing, compiling, and writing down 
what the expert or a group of experts said.

A writer isn’t a subject matter expert. It means a writer needs to get what the expert explained, 
type it in a nicely structured paper, and elaborate it coherently. However, a writer isn’t a 
secretary who writes down what’s being dictated. It involves much more than that.

A white paper writer’s job is more on the organizing side and presenting it to the world. 
You organize the information provided with a specific objective, develop a thesis statement, 
write a body of text, and make conclusion and recommendations. You make the words 
compelling to decision makers, while at the same time sounding objective and logical. It’s 
a great job that comes with great responsibility.

The client or someone of the company is the expert to interview. Start by sending them an 
email questionnaire and having it followed-up with a phone or Skype interview for more 
in-depth information. The questionnaire should include what they wish to accomplish and 
supporting questions. You can do it; it’s simpler than you thought.
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5.2	 WRITING OBJECTIVE

What’s the objective of writing the white paper? In general, a business-benefitted paper has 
three primary objectives: revenue generation, brand awareness, and gaining traction. Most 
white papers have those three objectives bundled together.

•	 “Revenue generation” refers to the white paper being a “soft-sell” marketing 
collateral that would eventually call for an action to buy. In other words, it aims 
at selling more units to generate more revenue and be more profitable. The more 
people that download the paper, the more leads it generates, which may turn into 
paying customers.

•	 “Brand awareness” may refer to a white paper that’s used simply to spread good 
words about a brand, which means the content is ideally shareable with “virality 
quality.” When the brand becomes better known because thousands of people 
downloaded the paper, the objective has been achieved. By “virality,” it refers to the 
quality that would make something, which is usually online, shared to thousands 
or millions of viewers.

•	 “Gaining traction” refers to virality quality that attracts people to follow the company 
on social media or link the Web site. When a white paper is published on the 
company’s Web site with intention of getting more newsletter subscribers or new 
social media followers, the objective has been achieved. 

5.3	 TARGET AUDIENCE

Most likely, the target audience of a white paper is already pre-defined. For instance, if the 
product is a high-priced B2B software, the writer doesn’t need to worry whether they’re 
married or not, with children or not. The key is understanding their pain points (problems 
need solving) and gain points (what they expect from you).

Some questions on pain points (the customers’ problems):

1.	 Is the current approach too costly? How? Does it take too much time, too much 
money, or too much effort?

2.	What are the things that make people frustrated? 
3.	What are the difficulties and challenges currently encountered?
4.	What are the technical issues currently encountered?
5.	What are the barriers for the customers to adopt new approaches? Have they 

ever tried?
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Some questions on gain points (what the customers expect):

1.	Which features of the product would save time, money, and effort?
2.	What level of performance is expected to answer no.1?
3.	How the product would help customers achieve the level of success of expected?
4.	How can the product increase the customers’ intangible success?
5.	What does the product include? Guarantees, specific designs, and unique features?

5.4	 WRITING GUIDELINES

In USA, two of the most popular writing guidelines for reports and papers are The Chicago 
Manual of Style (http://www.chicagomanualofstyle.org), Modern Language Association or MLA 
Style (https://owl.english.purdue.edu/owl/resource/747/01/) and The American Psychological 
Association Publication Manual or APA Style (http://www.apastyle.org/manual/index.aspx). 
In EU, the popular writing guidelines is Europa Interinstitutional Style Guide (http://
publications.europa.eu/code/en/en-000100.htm), which is used in all EU member countries.

What does a writing guidelines stylebook cover?

•	 Organization (length, writing style, reducing bias, etc.)
•	 Mechanics (punctuation, spelling, capitalization, etc.)
•	 Displaying results (graphs, tables, figures, etc.)
•	 Crediting sources (in-text citations, quoting, referencing, etc.)
•	 Referencing (types, variations, by topics, etc.). 

Several tips:

•	 Use unrounded numbers, like 11, 23, and 57 instead of rounded ones like 10, 30, 
and 60 because the former would give an image of exactness and factualness, not 
vagueness and “lazy writer.”

•	 In the headline, mention the specific target audience by their profession and popular 
technical jargons, so the paper would be easier to search online. Example: 7 Ways 
Attorney’s Legal Opinions Be Bulletproof with WordLegalABC Word Processor.

•	 For titles or “headlines,” use maximum 70 characters, to ensure that humans and 
Google can truly grasp the message, not for SEO purpose. Use proper capitalization 
based on the guidelines provided in your chosen reference. 

http://www.chicagomanualofstyle.org/
https://owl.english.purdue.edu/owl/resource/747/01/
http://www.apastyle.org/manual/index.aspx
http://publications.europa.eu/code/en/en-000100.htm
http://publications.europa.eu/code/en/en-000100.htm
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5.5	 TOPIC

The topic of white paper is based primarily on the benefits and features of the client’s 
product, which may include some information of its users. Basically, a topic is the big 
picture of what the client wishes to deliver, whether it’s problem-solution or comparison. 
Having a good topic and a thesis statement would greatly help with the writing process.

A topic may be used as the title of the paper, but it’s not always so. It’s the topic of 
conversation, which is also called “the subject matter.” Most likely, it’s too wide to be written 
in just a few pages. For instance, “the latest security technology to protect e-commerce Web 
sites” is a great topic, but it would be impossible to be covered in ten pages.

One more thing, a writer shouldn’t mention the name of the product until the concluding 
chapter or appendix, except in certain circumstances. He may be tempted to write all the 
good stuff about the client’s product. And many white papers go the wrong path that way. 
A topic shouldn’t include the name of the product, even though it may widen it.

5.6	 THESIS STATEMENT

According to Gustavus Adolphus College Writing Center, a “thesis statement” is the sentence 
that states the main idea of a writing assignment and helps control the supporting ideas 
within the paper. It is not merely a topic. It often reflects an opinion or judgment that 
a writer has made about a reading or personal experience. (Source: https://gustavus.edu/
writingcenter/handoutdocs/thesis_statements.php) 

You have a topic in 5.5, which is “educating attorneys in using special legal word processor 
to capture errors in legal opinions.” A thesis statement would reiterate the topic and include 
an opinion or a judgment on this issue. Thus, the white paper’s thesis statement can be 
something like this: Educating attorneys in using WordLegalABC word processor to capture 
errors in legal opinions. Remember, the product name should be kept hidden in most parts 
of the white paper, except for in the solution and concluding sections.

5.7	 TERMINOLOGY

Include a list of terminologies and abbreviations used, which is a courtesy to those who 
might not be accustomed to them. If the paper is intended to be read by technical engineers, 
you may skip this part. However, to be on the safe side, I’d recommend including it in the 
beginning of the paper, after the cover page and welcome letter.

https://gustavus.edu/writingcenter/handoutdocs/thesis_statements.php
https://gustavus.edu/writingcenter/handoutdocs/thesis_statements.php
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The depth of terminologies used throughout the paper would depend on the target audience. 
For instance, if the audience is the general public and small and medium-sized businesses, 
use technical jargon sparingly and only if other terminologies are not available. To ensure 
all readers understand it, opt to include definitions as in-text citations.

5.8	 RESEARCH

White paper writers are comprehensive researchers. Most of them may not have prior 
background in a particular topic, but they can write like experts. The key is strong research 
and understanding that a writer isn’t a subject matter expert. A writer is an effective and 
efficient organizer and compiler. The more experienced the writer, the more effective and 
efficient she is.

When doing an interview, bring notes containing a list of questions to ask. Make sure to do 
preliminary research. Read at least 20 detailed articles pertaining to the topic, so you’re now 
an “educated novice.” Begin the interview with a disclaimer, “I’m a writer and don’t have 
any experience in this field, so please pardon my basic questions.” This way, the interviewee 
would understand where you came from and be more patient.

Bring note of questions but don’t take notes during the interview. Record it with a digital 
recorder or connect the phone to your computer with an earphone piece that comes with 
a microphone. If using Windows, select the WASAP audio host on the toolbar then clicks 
Record. Audacity will record the sound coming out from the computer. 

If using Mac and iPhone, you can connect the two with Phone Relay, which allows you to 
take iPhone calls on Macbook, as long as both are signed in to the same iCloud account. 
This would allow recording phone calls with Call Recorder app for FaceTime.

Recording Skype video chats is doable by pushing Preferences > Recording button. It connects 
to QuickTime player app that comes with Macbook or laptop. Choose the QuickTime 
setting for Call Recorder. Recording Skype interviews is a great way to ensure capturing 
the voice information and facial expressions, so you’d know which parts of the interview 
are more important.
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5.9	 VISUALS

Prepare illustrations, graphs, charts, and tables as while writing the paper. Some illustrations 
may be prepared in advanced, but most likely, most of them are developed after the final 
white paper has been completed. Make sure that those graphs and charts include the 
information that you’ve actually cited. Or, they can expand what you cited.

Visuals should be placed in between texts, in the middle column, not in the margins. 
Callouts are placed in the margins, as it has a purpose to help readers skim the content 
and goes right to the essence. Create graphs, charts, and tables using Microsoft Excel for 
convenience. And some writers collaborate with graphic designers to provide them with 
professional-looking visuals.

5.10	 TAKEAWAYS FROM THIS CHAPTER

As a white paper writer, you’d need to be prepared early from the beginning. Start with the 
mind. Convince yourself that you have what it takes to write a white paper, even though 
your only paper writing experience was during college years.

A writer isn’t a subject matter expert, the client is. The writer’s job is organizing and writing 
down information provided to you in an interview. A writer also needs to be familiar with 
the objective, target audience, terminology, topic, thesis statement, writing guidelines, 
terminology, research, and visuals.
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6	 WRITING THE WHITE PAPER

Writing a white paper requires focus and stamina, just like working on any other reports 
or papers. However, it’s different from them, for it needs to be attention grabbing, while 
at the same time being objective. These two traits can be quite challenging to a new writer. 

A college paper, for instance, must be objective and methodical. It doesn’t need to be attention 
catching. A student can write the most boring headline, it doesn’t matter. The professor is 
likely looking for coherence, thoroughness, and the presentation of arguments and analyses. 

Other business reports, like annual and quarterly reports are published periodically and 
corporate readers already expect to receive them. Those reports have the so-called “captive 
audience,” thus they can be as technical as possible without worrying whether the readers 
would be attracted to read them or not.

6.1	 CATCHING ATTENTION

Catching the readers’ attention is key to a successful white paper that’s intended to generate 
leads or, even, only to inform and educate. In business, the more attention you get, the 
better. With the right strategies, every aspect of a business can be used for promotional 
purposes, including the most technical part. And white papers provide the unprecedented 
opportunity to make readers interested in the lesser-promoted part of a business early from 
the beginning.

The age of reading long passages has gone. Even ebooks like the one you’re reading now, 
mostly only consist of fewer than 100 pages. In the past, print books tend to be of at least 
150 pages to be considered of a “decent length.” Due to recent habit of using gadgets and 
reading on digital screens, most readers prefer reading punchy headlines and short descriptions. 

Look at those 140-character Twitter tweets, one-sentence Facebook statuses, 300-word 
blog posts, text messages, two-minute YouTube videos, emojis, Google Alerts for keyword-
triggered stories, and other short attention grabbers. Naturally, blogs with the highest traffic 
are usually visual oriented, like BuzzFeed and Upworthy.

White papers are competing with all of them, which explain why you need to be more 
prepared in producing something of high value in five to seven pages. It takes a lot of effort 
to write brief. The good thing is, writing short truly tests your thinking skills. Whenever 
you can express in one word, never use more than that.
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In a white paper, the six important elements that you can use to optimize conciseness and 
affinity are: executive summaries, concluding summaries, callouts, images, bulleted lists, and 
numbered lists. With the right combination, the messages are delivered fast and readers’ 
attention is increased. 

6.2	 POINTS AND SUMMARIES

Use sub-headlines, lists, and numbered lists to make your point. A large box of texts has 
no place in a white paper. Conciseness and scannability are key features, as most readers 
are decision makers and influencers with limited time in their hands. Use uniform bulleted 
point and numbering styles throughout the paper.

At the beginning of a white paper is an executive summary, which is the “appetizer” or the 
“hook” that would determine whether it will be read further. Make sure that provides the 
essential information that covers important points, including problems that will be answered 
in the body of the paper. An executive summary can be of “preview style” or “synopsis 
style.” The former doesn’t include conclusions and recommendations, while the latter does. 

6.3	 CLARITY OF PROBLEMS

In other types of report, questions are placed at the beginning. In a white paper, problems 
are questions that need to be answered. What is the heart of the problem of the current 
approach? What are the things that have been stopping customers from achieving certain 
goals? Describe the problem as clear as possible in the executive summary.

For the “preview style” executive summary, include the current external condition that 
affects the current problem, the heart of the problem (pain points), and what the effects 
of the problem would be if it were not solved properly. For the “synopsis style” executive 
summary, include the solution, which can be your product, and the expected results for 
using the solution, which can be anything from efficiency to increases revenue. 

6.4	 CLARITY OF SOLUTIONS AND PRODUCTS

Both the solution options and the products providing those solutions must be presented 
clearly. In synopsis-style executive summary, the solutions and recommendations must be 
presented early. However, it shouldn’t sound like a sales material. It should retain objectivity 
and conciseness.
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In the concluding summary, which is often titled Conclusion or Recommendations, there 
is no place for error and extra wordings. For a reader who prefers skimming by jumping to 
the end part before reading the body, this section is expected to have the most substance. 
Check whether the executive summary and the concluding summary point to the same 
direction. If they do, you’re on the right track.

6.5	 TONE AND STORYTELLING ELEMENTS

Pay close attention to the tone. It should sound authoritative, intelligent, objective, and 
reasonable. Conversational tone to a certain extent is acceptable, but refrain from using 
figurative language, slangs, and anecdotes. Err at being too academic and too formal, than 
being too casual.

Every single word in the paper must have one clear literal meaning. It’s also not a place for 
showing off literary sophistication or being over friendly. The readers have at least some 
college education and you want the paper to deliver thought leadership to them. 
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The most “storytelling” you can include in a white paper is when describing a customer’s 
problem. You can include a case study of the present approach, which can be delivered as a 
“story.” However, make sure that it’s fat-free. Only tell details if they’re absolutely necessary 
and would affect the other parts of the paper. Be concise and clear.

6.6	 SUBSTANCE ELEMENTS

To deliver substance, you’d need facts, statistics, and numbers. History would greatly 
help as well. Make sure that the sources, especially names and dates, are verifiable using 
accessible public references. In certain cases where technical journals are involved, include 
complete in-text citations and references in the endnotes. Don’t let readers guess where the 
information comes from.

If you’d need to mention a competitor’s problematic feature, cite it from reputable sources, 
like newspapers or trade magazines. Other excellent alternatives are governmental or 
independent institutions. It’s important that every single fact you present has substance and 
not mere accusation or, even worse, defamation.

6.7	 CREDIBLE SOUNDING

Thought leaders depend on white papers to build their reputation, which is the most 
valuable asset to a company. Sometimes, leads don’t turn into customers until many years 
later. And, oftentimes, supporters who believe in the quality of thought leadership are the 
second most valuable assets.

Thus, if the papers sell products, it would be great. If not, thought leadership should still be 
the focus. Never include heavy selling and self-serving statements. Be as subtle as possible. 
If readers need more information, they will contact your client, eventually. Limit your job 
to simply leading by informing and educating.

6.8	 INTERVIEWING TIPS

Before interviewing your client, make sure to do your “homework” first. Read their Web site 
and current sales brochures. Browse the Web and create a Google Alert with their company 
name and important keywords, such as their key products and terminologies. The more 
you know about your client, the easier it is to interview them.

Still, you’re not an expert in their industry. You only know what they present to the world 
based on their information. Before doing the interview, remind your client that you’re not 
an expert, you’re only a writer and you may ask novice questions. This way, it would set 
the ground for mutual respect and understanding each other’s roles.
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Your client and their team are the subject matter experts. Your job is asking the right 
questions based on the premise previously developed. Start with the 5W and 1 H (what, 
who, why, when, where, and how) questions and go deeper based on the answers provided. 

Record the whole interview and remember to ask for permission first. In some states in the 
USA, for instance, it’s illegal to record conversations without consent. However, since it’s 
their project, most likely, they would agree. Recording would help you out when writing the 
paper, as it allows you to go back whenever you need. Consider using reliable transcription 
software, so you can easily type it down.

6.9	 RESEARCH TIPS

Understand the technical concepts before the interview, if possible. Even after the interview, 
you’d probably need to do more research. The best research tool you have at hand, other 
than your client and their team, is your university library and local public library’s electronic 
databases. Various academic and government databases are available for public through a 
library’s Web site, such as EBSCO, ProQuest, Thomson Reuters, BioOne, Thomson Gale, 
R.R. Bowker, Elsevier, JStor, and others. 

Using Google Advance Search for authoritative sources can be done with “authoritative 
input.” Select filters that would provide results from Web sites with .edu, .gov, .ac, and 
.org prefixes. Materials posted on those Web sites come from academic and government 
istitutions, thus they’re more credible than those coming from regular .com or .net sites. 
They are credible enough to be used as references.

6.10	 JOURNALIST’S TOOLBOX

An excellent resource for journalists and writers is JournalistsResource.org, which includes 
the latest research findings on today’s news topics. It was developed by Harvard Kennedy 
School Shorenstein Center on Media, Politics and Public Policy. You can simply search for 
a term to find related studies, reports, and data. This resource is ideal if the topic you’re 
writing requires the latest data on a current situation. 

Another similar resource is JournalistsToolbox.org (http://www.journaliststoolbox.org), which 
is updated daily by the Society of Professional Journalists. While most of the information 
changes on daily basis, they provide a solid point of reference for current issues and a long 
list of categories of resources, which can be quite useful depending on the topic of the 
white paper you’re writing.

http://www.journaliststoolbox.org/
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6.11	 FULL URL, NOT SHORTENED

Sometimes you’d need to point to an external Web site for more information. If it’s your 
client’s, you should make sure that the URL address would stay long after the white paper 
is published. Since a white paper is usually kept for years, doing so would help readers and 
keep their trust in your client.

Ask your client whether that particular link is going to be replaced. If the page contains 
information that must be regularly updated, ask them not to change the URL after they’re 
done updating. For instance, if it includes yearly data, the page may be updated next year, 
but the URL should remain the same.

If the link belongs to an external Web site, to ensure readers get the information they need, 
use the original URL despite its length, instead of the shortened one (such as bit.ly), as 
the latter may change without prior warning. Readers will be disappointed if the shortened 
URL doesn’t appear to be pointing to the correct page. It would reduce their trust, which 
can diminish their interest.

6.12	 TAKEAWAYS FROM THIS CHAPTER

A white paper is a report. However, it must be handled differently from writing other types of 
reports and papers. The writer must find a good balance between sounding formal, technical, 
and easy to understand. Writing a good white paper would require: attention catching, using 
points, clear sounding, credible sounding, and efficient interview and research activities.
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7	 WHAT NOT TO INCLUDE

In the past, white papers had an exclusive and limited usage, which was helping policy 
makers to better understand the issues related to a regulation proposal. White papers later 
evolved as a technologists’ medium used in communicating a new approach to fellow 
technologists, researchers, and scientists. Today, businesses of all shapes and sizes use white 
papers to deliver technical and business information to influencers and decision makers.

Throughout history, white papers are authoritative documents that are taken seriously and 
respectfully. They’re kept as references due to the substantial content, unlike brochures or 
sales proposals that are glanced upon for a few minutes and set aside. Even though other 
business documents and marketing collaterals may have similar benefits, white papers are 
considered more authoritative.

Despite the facts and data are current, white papers aren’t hard news reporting that changes 
daily. There is something “eternal” about white paper. In business, such quality is impressive 
and extremely valuable. Marketers love them.

You can think of a white paper as a helpful reference book, just like dictionaries and textbooks, 
but with much fewer pages and less rigid in form. In term of seriousness, a white paper is 
as serious as a textbook or an investigative reporting. It’s part manual, part textbook, but 
written with business need in mind and can be quite readers-friendly.

Writing a white paper is a privilege, as not many writers have the opportunity. Others may 
have the skills, but unsure about the deliverance. In the beginning sections, we have explored 
the facts about what a white paper is and isn’t. Now let’s talk what not to include and why.

7.1	 FIGURATIVE LANGUAGE

Figurative language is language usage, which uses figures of speech where things are described 
with unusual comparisons and resulted in creating mental images. It can be beautiful, but 
inappropriate for a white paper that can’t make reader guessing and their mind wandering. 
The organized information in a white paper must include verifiable facts and single meaning 
words within context to facilitate the fast-pace and professional environment of the readers.

Using carefully chosen words would make a difference in the final quality of any writing 
piece. In white papers, it would make a huge difference. An experienced editor can distinguish 
the level of a white paper’s proficiency from the choices of words, in addition to the flow 
and the structure. 
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Some examples of figurative language, which are not to use: metaphor, simile, personification, 
alliteration, and onomatopoeia. In short, don’t make your readers guess and their mind 
wander. Err at being too formal and straightforward than too casual and vague.

7.2	 INAPPROPRIATE JARGONS

Some white papers are intended to be read by those with certain fluency in technical 
terms, such as those for engineers and attorneys. Other white papers are designed for the 
general public. Make sure to completely understand the level of terminology usage of your 
target audience.

Judging the level of readers’ language sophistication and technical terminology mastery would 
require some research. Ask your client and their team about the target readers’ familiarity 
with terminologies. Conduct a simple survey by creating a questionnaire targeting the 
intended readers.

While it’s not always necessary, it’s good to consider adding a list of terms and their 
definitions. The list should include abbreviations and technical terminologies. It would 
clarify any reader’s doubts and confusion, while also increases your credibility as a responsible 
white paper writer. 

7.3	 HYPES AND SALES PITCHES

Hypes and sales pitches are extravagant subjective statements with promotional intent. 
Whenever a sentence sounds more like an advertisement, it has no place in a white paper. 
Readers expect a white paper to provide solutions or comparison considerations with 
objectivity just like university professor would have done.

A statement is considered “pitchy” if it’s self-serving, like mentioning the product name, 
activities related to the company, and why readers should buy it. Do a quick “self-serving 
test” with every sentence you write in the body of the paper. In the concluding summary 
and the call to action, however, the company name can be mentioned clearly along with 
the contact information.

However, in the case of a comparison white paper, a product name may need to be mentioned 
early. Handle it with care and as objective as possible without attacking the competitors. 
A white paper is concise and straightforward, not a literary material or a sales material. 
Pardon me for repeating, as some writers stray from this principle.
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7.4	 CLICHÉ

By definition, a cliché is an expression that has been overused in conversations that it 
loses its original meaning and originality. This said, using clichés in a white paper is often 
considered “uncreative,” which is the complete opposite of the thought leadership it intends 
to bring out. It also makes it sounding too casual. Some examples of clichés: time will tell, 
a diamond in the rough, opposite attracts, time heals, and others.

Some clichés have the so-called anthropomorphism element, which is an attribution of 
human characteristics to an object. In clichés “time will tell” and “time heals,” for instance, 
time is attributed with human characteristics, which are “telling” and “healing.” It’s figurative 
language, which is not a white paper’s characteristic.

If you have a habit of using anthropomorphism, train yourself to be more factual and 
direct. It can be done by constantly retraining your mind to think in direct terms. Speakers 
of English as second or foreign language perform well in using literal phrases instead of 
anthropomorphism, clichés, and slang words or idioms. Train yourself to deliver literal 
language for this group of readers.

7.5	 IDIOMS AND SLANG WORDS

A white paper only uses words that come with a single meaning within context, which also 
applies to idioms and slang words. Why? Because they can’t be understood well by those 
whose English is their second or foreign language. Also, idioms and slang words in USA 
differ from those in UK, Australia, and other English-speaking countries. Even every sub-
region and sub-culture has specific slang words.

This said, even for native speakers of English, slang words and idioms are culturally relative. 
As a writer, you certainly don’t want to confuse readers with slang words, like “dead meat” 
(in serious trouble), “doing time” (imprisoned), and “get my drift” (understand). Using 
them would cause misunderstandings and make the white paper less trustworthy.

7.6	 SUBJECTIVE OPINIONS

Subjectivity is relative, but an experienced reader would be able to discern whether a 
statement is objective or subjective. Being objective refers to the elimination of personal 
considerations, feelings, perspectives, and biases. And being objective means the statements 
present hard facts and verifiable processes.
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Sales materials are subjective and white papers are objective. Subjective materials provoke 
certain feelings that would increase the urge to buy, while objective materials provide a 
solid base for making educated decisions with the best possible benefits. A good business-
benefitted white paper would influence mostly objective considerations.

Refrain from using first person “I” and err on using formal and passive sentences, as using 
this pronoun is a very clear indication of subjectivity. While most writing instructors would 
probably teach their students to minimize using passive sentences, this time, don’t listen 
to them. Focus on writing a white paper that’s objective and trustworthy by using neutral 
sentences and verifiable facts.

Assume that all readers have the access to the references and sources. And assume that they 
will use those references for due diligence purpose. Based on experiences, many of them 
would do so, because they need to be sure that the choices are the best for the future of 
the company. A good writer understands this and prefers to be safe than sorry.

7.7	 ATTACKS

All facts must be verifiable with references from government, independent organization, 
academic, and reputable news organization sources. Any statement about anyone, either a 
person or an organization, must have been published publicly. If a statement is “common 
knowledge,” it must be something that’s so common like “pure milk is white” and “natural 
coal is black.” Thus, think through before writing down any statement about anything 
or anyone. 

Two known types of attacks are libel and defamation. “Libel” is a published false statement 
that is damaging to a person or an organization’s reputation. “Defamation” is the action of 
damaging the good reputation of a person or an organization. You can’t simply write that 
a certain brand of software is bad and full of bugs without explaining the facts.

What if the client gave you information that sounds like a libel or defamation? 

It’s the writer’s responsibility to explain to them that you can’t write that a competitor’s 
product is bad. You can, however, write that “Competitor A” has such and such features, 
which are verifiable by anyone who uses it. And if your client wants to showcase their 
product’s benefits, you can compare them both without calling the competitor’s product a 
“bad” product.
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7.8	 FALSE STATEMENTS

A false statement is called “libel” in the publishing world, which is a form of attack. Remember 
that a writer is responsible for organizing information based on research, including the 
client’s interview. A writer isn’t a secretary who takes dictation notes passively. While it’s 
nothing wrong being a secretary, a writer’s job description is simply different.

A white paper writer must carefully digest the information provided and discern how to 
best deliver it without offending anyone. You don’t want your client or yourself be sued 
for publishing any false statement concerning other entities. Being careful in digesting 
information is one way to be responsible with what you write.

7.9	 GENERALIZATIONS

Discerning a generalized statement requires identifying skills, which can be polished by 
reading a lot. By definition, a generalization is a conclusion based on a broad statement 
that applies to several examples, which may or may not be true. The statement is based on 
assumption of several commonalities. The easiest way to recognize a generalization is by the 
usage of clue words: all, none, always, everyone, never, and ever.

However, not all generalizations use clue words. There are also statements of certain arguments 
and implied ideas. Sometimes, they also include stereotypes of certain groups of individuals 
or professions. Thoughtful readers would be able to recognize such statements, because these 
statements are usually not supported by enough verifiable facts. A white paper writer should 
refrain from getting opinionated and making generalizations.

7.10	 LOGICAL FALLACIES

“Logical fallacy” is a term in philosophy that refers to a pattern of reasoning that’s rendered 
invalid by a flaw in logical structure. As a writer, it’s your job to ensure that every sentence 
is logically sound and connects to other sentences in the paragraph, the section, the chapter, 
and the whole book in logically valid manner. An argument that’s considered fallacious is 
wrong and must be deleted and rewritten.

From the beginning of the writing process, a writer must ensure that the flow of logic is 
valid and acceptable. For instance, a premise or a thesis statement should always be based 
on valid propositions and assumptions. Otherwise, the conclusions wouldn’t be valid.
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However, since the white paper is written based on research, including the interview with 
the client, you can only assure the validity of the logical argument, not the substantive 
value. This means that your job is organizing sentences in a way that the meanings and 
relationships among them are logically valid. You can only verify the truth of information 
based on references, but not to the core of the substance. For instance, you can only verify 
that that particular medicine was invented by Dr. Super Intelligent, PhD, but you wouldn’t 
be able to verify any further than that.

A good reference about logical fallacies can be found on Online Writing Lab at Purdue 
University (https://owl.english.purdue.edu/owl/resource/659/03/). 

7.11	 TAKEAWAYS FROM THIS CHAPTER

Writing a white paper requires strong logic, which is evident in valid statements. These 
statements must pass “logical fallacy” test. Every sentence must connect with other sentences 
flawlessly supported by words with singular meaning within context. A white paper should 
not use figurative language, inappropriate jargons, slang words and idioms, hypes and pitches, 
clichés, subjective opinions, attacks, false statements, generalizations, and logical fallacies.

https://owl.english.purdue.edu/owl/resource/659/03/
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8	 WHAT TO DO AFTER WRITING

Writing is more than typing words onto the keyboard. It’s also actually rewriting. The 
process starts long before any word is typed and ends long after the last period has been 
typed. The process of revising and editing continues to occur until the final manuscript 
is acceptable by readers and editors. In the case of white paper, the client and their team 
must give their final approval.

A writer’s post-writing activities can be as busy as or busier than “during” writing period. 
As it goes without saying, the first thing you’d need to do is checking for grammatical and 
mechanical errors. Many writers are used to writing as if they were fast-talking, which would 
result in numerous mechanical errors.

Next, use the writing style guidebook to check for stylistic errors. These two activities alone 
would take at least several hours. For instance, if it takes 30 to 60 minutes to review one 
page, for 7 pages, you’d need to spend a good 3 to 7 hours.
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The client and their technical team must approve the final draft. Make sure to ask for 
the client’s help to keep in contact with team members whose inputs will be valuable for 
the paper’s accuracy. Sometimes, tiny overlooked errors are recognized later in the editing 
process. Before it goes through further stages, it’s highly recommended that the content is 
as clean and as accurate as possible.

8.1	 EDIT AND REVISE

Since a writer is constantly editing and revising, it’s likely that exhaustion would eventually 
creep in. Some writers can edit and revise 50+ pages per day, while others can do around 
30+ or only 10+ pages, which mainly depends on eyesight and mental stamina. Whichever 
one you are, consider taking a break.

After taking a break, a nap, or a good night sleep, most likely you’d be able to review the 
final draft with a refreshed pair of eyes and mental clarity. Read the paper aloud. It would 
help locating sections that doesn’t sound natural or requires some revision. 

Do whatever it takes to read the final draft with fresher eyes and clearer mind. Some writers 
are kinesthetic individuals, meaning they’d work better while doing something else, like 
listening to a particular type of music. Others better function at night or in the outdoors. 
Your client pays a lot of money for their white paper, so it’s a good practice to deliver the best. 

Be as objective as possible. Pretend that you’re reading someone else’s writing. Take another 
break and read the draft again. However, don’t be too obsessed at this stage, because this is 
“your” final draft, which will be read by expert readers, returned back for further revisions 
if needed, sent to a copyeditor, and checked for plagiarism.

8.2	 EXPERT READERS

Most likely, the client would provide direct access to technical and marketing teams assigned 
to help with additional information, feedback, and expert opinions. After the final draft 
is completed and properly edited, they should read and review it. They may find content 
errors, suggest for better clarity, and provide further assistance as needed. After all, the white 
paper is actually their project and you were hired to write it.

They should be ready to help with ensuring the accuracy of the content, which eventually 
determine its value for the client’s business. Every reference material requires expert readers 
who are familiar with the content and have the skills, experiences, and – sometimes – the 
credentials to provide in-depth advice and suggestions. A white paper is a reference, thus 
ensuring all information contained is correct is imperative. 
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8.3	 REVISE AGAIN

Ask the client to provide a copyeditor, or you can include it in the pricing, if you’re a 
freelance writer hired for this project. His role would be finding writing errors with a fresh 
pair of eyes, despite your own previous editing. His official job description is editing for 
grammar, spelling, punctuation, and mechanics of style.

Modern word processor, like Microsoft Word, is good to catch major mistakes, like simple 
typos and spelling errors. However, when it comes to complex sentences and complicated 
concepts, it’s not sufficient. Another option is Grammarly, which is a good app for more 
complex editing, but it’s still imperfect. A human editor would need to do the final approval 
on certain concepts, content, and ensuring the flow and that similar certain words are 
used correctly.

In general, there are three types of “similar” words. First, homonyms are words with 
identical spelling and pronunciation, but have very different meanings. Second, homophones 
are words with the same pronunciation, but come with different spellings and meanings. 
Third, homographs are words that spell identical, but have no identical pronunciations and 
meanings. In written words, we deal with homonyms, which sometimes word processing 
software and grammar check apps don’t catch. 

8.4	 FINAL GRAMMAR CHECK

After the copyeditor has completed his job. You should do one more run with word processing 
software like Microsoft Word or an app like Grammarly. The latter is a better grammar and 
spelling checker. You want to have a flawless final draft before sending it off to the client 
for final approval, as the proof will later be sent to the layout and design department. They 
will work on the page design and edit the illustrations that you’ve prepared for them.

Grammarly is a premium flexible app that allows you to log in and log out from any 
computer or gadget, as long as you have the app already installed and it only cost around 
$100 per year for the service. The old-fashioned Microsoft Word requires one separate copy 
with its own activation number, which can be quite pricey if you own multiple computers 
or gadgets.

Grammarly allow you to import and export files of various popular formats, including TXT 
and MS Word DOC. For writers with a habit writing in distraction-free text-based writing 
app, it’s a great companion. And those who use MS Word, using Grammarly is like having 
a physician’s second opinion.



WHITE PAPER WRITING FOR BUSINESS

57

What to do after Writing

8.5	 LAYOUT AND DESIGN

If the client doesn’t have a design department, you can do it or hire a freelance layout 
person. At this point, the charts, tables, and other images should be ready to be handed 
over along with the final manuscript. Keep them separate from the manuscript file, so the 
designer can change things around if needed.

Before commencing, discuss with your client on the logos and other images they’d like to 
have included in the final paper. Ask for the PNG and PSD files, so the designer can easily 
change the background color and make other changes as needed. Also, make sure that the 
designer understands what the client wishes for from the final product.

A white paper must project authority and professionalism, which can be achieved with 
certain accent colors and simple layout. While there is a trend for colorful pages of white 
papers, it may be best to stick with the traditional white background with black texts. Images 
should be limited in size and number, so they don’t dominate the paper. Texts remain the 
main focus the paper. 

8.6	 FINAL PLAGIARISM CHECK

Thanks to Internet, today, it’s easier than ever to check for plagiarism. By “plagiarism,” it 
refers to copying other people’s words verbatim without giving them proper credit. Having 
similar ideas, however, isn’t considered “plagiarism.” Identical words are. When you copy 
someone’s work without proper credit, you violate her copyright.

For instance, if two writers have identical sentences and if they aren’t common ones, they 
may be considered “plagiarizing.”

Making sure that your words are totally unique, thus, is important. Check them with 
a plagiarism checker. Three of the most popular resources are: Copyscape, Grammarly, 
and TurnItIn.

Both Copyscape (http://www.copyscape.com) and Grammarly Premium (http://www.
grammarly.com) check for duplicate content on the Web. They are based on search engine 
results and only include public Web sites. Their pricing is quite reasonable and affordable 
for private and professional use.

http://www.copyscape.com/
http://www.grammarly.com/
http://www.grammarly.com/
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TurnItIn (http://www.turnitin.com) is much more comprehensive. They scan public Web 
sites, other submitted papers, and academic databases. Stated on their Web site, 500 million 
papers have been submitted to them for plagiarism check. The only caveat is that it’s usually 
available through academic institutions and publishers. Most individuals would find the 
pricing too high. If your client has an access to this service, ask them whether you can use 
it for their benefit.

A plagiarism checker will highlight the parts of your draft that are identical with other 
works. They wouldn’t say that you’re plagiarizing, only showing you other identical works. 
This way, you can make changes before someone claims that you’re plagiarizing theirs. 
Plagiarism checkers have saved many writers from such accusations.

8.7	 TAKEAWAYS FROM THIS CHAPTER

Preparing a white paper from start to finish takes a lot of care and details. Before, during, 
and after the writing process, there are still revising, editing, and rewriting to do. During 
these activities, have the final draft read by the client and their team, edited by a professional 
copyeditor, final checked with a grammar app or word processing software, and checked 
for plagiarism.

http://www.turnitin.com/
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9	 WHAT TO LOOK FOR IN A WRITER

A company may use an internal writer or a freelancer to write the white paper. Either way, 
he or she must have certain writing skills, research skills, and personality traits required to 
start and finish the paper. If hiring a freelancer online, there are other several considerations. 

9.1	 INTERNAL WRITER OR HIRE A FREELANCER

Usually, the person in charge of writing a white paper is either in the technical or the 
marketing department, depending on the type. For instance, someone can write a white 
paper intended to be used for lead generation in the communications or the marketing 
department. If it’s more technical in nature, an engineer who is strong in writing can be 
assigned to write.

If no one at the company is strong in writing, hiring a freelance writer is a wise decision. 
You can hire a local writer whom you can get to know in person and interview face-to-face 
beforehand. Or, you can hire a freelancer online via job sites for freelancing.

There are several advantages and disadvantages of assigning the project to an internal 
employee or a group of staffers. The first thing is that most of them are already familiar 
with the product, the culture of the company, and what the objectives are. In other words, 
they know the product very well that they can describe the benefits and the features much 
better than people that aren’t familiar with them. It can be both a pro and a con.

Since they’re so close to the subject, they may not be able to see it objectively due to some 
biases. For instance, they may not able to see certain elements and benefits that users would 
consider important, thus they would fail including them in the paper. They may even show 
subjectivity, no matter how slight, in the paper.

Another thing is they may not be well versed in writing a white paper, thus it would take 
longer time to complete and many revisions. I’ve encountered staffers who failed to deliver 
a working white paper. It may look easy, but writing a white paper requires certain skills 
and adherence to strict standards.

If you hire an external freelance writer, there are also pros and cons. First, you can expect 
to receive prompt response and completion because she is already well versed in the field. 
If you can check her past works, most likely you would be able to expect a similar result 
with your project.
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Second, she knows exactly what to look for in the interview and how detailed the research 
should be. Third, she knows how technical the tone and concepts should be for the reading 
audience. Fourth, she knows how to present the information in an organized, structured, 
and professionally layed out final form.

9.2	 REQUIREMENTS

A white paper writer should be organized, have strong language mastery, and have strong 
research skills. He should be curious about the client’s business, products, and customers. 
He’s a quick learner, which is evident in how he asks the interview questions. He’s also a 
superb communicator and storyteller. 

By “storytelling,” it refers to the rare ability to create a good flow where technical information 
blends seamlessly with business information. It’s especially useful in marketing-oriented 
white paper, which is used for lead generation. It’s the one trait that distinguishes excellent 
writers from the regular ones.

A good writer must have good verbal communication skills as well, particularly interviewing 
skills. Interviews conducted face-to-face, by phone, or with Skype are oftentimes necessary, 
which are usually recorded. All these require skillful verbal communications, where she must 
ask questions that would be processed as the content of the paper. The most appropriate 
the questions, the better the result.

He should also use the right methodology in producing the paper, considering there are 
several types and purposes. He must be able to discern from the beginning whether it should 
include comparison, problem-solution, or a combination of the two. He should also be able 
to provide his arguments on why he chooses one over the others.

9.3	 TIPS IN HIRING A FREELANCER

Ask for examples of past works. A professional white paper writer should have at least 
several previous works to show. However, sometimes past clients requested for signing a 
non-disclosure agreement. In this case, you might want to ask for the samples but most 
like the writer would respectfully not disclose the name of the client. 

If possible, ask for references from former clients as well. It’s especially useful when hiring 
via online job sites, as you likely don’t know the person and aren’t familiar with the 
quality of the works. You can email or call the past client to confirm the past projects and 
overall performance. 
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Interview several candidates by phone or via Skype and decide on one of the best. Consider 
the past works, recommendations from past clients, and the working style. If your company 
is fast-paced and the engineers who will be assisting the writer have very limited time, find 
a writer who wouldn’t mind working that way. 

9.4	 OPTIONS ON HIRING A FREELANCE WRITER

If you have no clue on how to find a white paper writer, here are several options. Among 
these three options, using the services of an agency is the most expensive. An experienced 
solid white paper writer is usually more affordable. And a generalist freelancer is usually 
the most affordable. 

Quality and price doesn’t have any direct correlation, as it would largely depend on the 
individual. An agency is usually the most expensive because it’s a business and it costs a 
lot to run it professionally with employees and an office. A generalist freelancer is usually 
a bright individual with a laptop working from home or a coffee shop, thus their overhead 
costs are considerably lower than an agency.

First, hire a white paper agency. This can be found in marketing directories and trade 
industry directories. It can be local, regional, or national. Search keyword: “white paper agency.”

Second, hire an individual white paper with a solid practice. Many white paper writers 
have Web sites and blogs. Search keyword: “white paper writer.”

Third, hire a freelance writer who writes white paper among other kinds of writing. It’s 
a bit risky, but can be worth to try. You can hire via online writing job sites, like Textbroker.
com or other reputable sites.

9.5	 QUESTIONS TO ASK PRIOR TO HIRING

Ask these questions prior to hiring. Listen carefully to what he says. Take notes, if needed, 
so you can discuss it with your team and partners. 

1. How long have you been writing white papers professionally?

You want a good writer. Sometimes, the length of experience isn’t relevant. A new writer 
who’s eager to learn new things and is updated of the latest technologies may be a better 
choice than a senior writer with more than 20 years of experience. 
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2. How many white papers and business reports have you produced?

The more samples he can show you, the better. I personally prefer at least three papers, 
to make sure that he has sufficient experience. The first paper might have been a “pilot 
project,” the second one was the first paid project, and the third one was the break into 
the profession. 

3. Give at least three names of past clients. 

This would reveal the industry and size of the businesses. Preferably, he has enough experience 
in your industry/sector and the product. For instance, if he has some experience in the 
software industry, writing about an Android app would be quite similar. If he has experiences 
in the health sector, he could be well versed writing about the latest medical equipment. 

4. What’s the workflow of a white paper project?

Asking this would test his knowledge on managing a white paper project. This way, you’d 
be able to judge on whether he’s experienced and knowledgeable or not. She should be able 
to provide a good picture of the pre-writing, during writing, and post-writing activities, 
which we have discussed in the previous chapters. 

5. How much do you charge? 

Some writers charge per page, others per project. Depending on the topic, the industry, and 
the size of the audience, it can be anywhere from $500 to $5000 and above per project. In 
2013, a survey conducted among white paper writers revealed that on average, they made 
$4200 per project. 

6. What are other costs involved?

The writer may mention copyediting and graphic design services as add-ons. However, if 
you (the client) can provide graphic design services, perhaps because you’d be designing and 
publishing the paper in-house, it should be discussed in advanced. You can also negotiate 
to have the copyediting price included in the total writing fee agreed. 
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9.6	 TAKEAWAYS FROM THIS CHAPTER

Hiring an internal employee or a team of employees to write a white paper can be a good 
decision if they have strong writing skills, research skills, organizing skills, and objectivity 
required in applying the most appropriate methodology. They should have good grasp of 
the materials, good in research and interviewing skills, and good in storytelling.

A client has the option to hire a white paper agency, an experienced white paper writer 
with solid practice, and a freelance writer with some white paper experiences. The prices 
differ considerably between an agency and a freelance writer who works form home, due to 
their overhead costs. Their writing fees, however, aren’t indicators of the quality of the final 
product. Carefully screen every writer with six questions on their past experiences, former 
clients, work style, workflow, writing fee, and additional fees.
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10	� CONCLUSIONS AND 
RECOMMENDATIONS

White papers are getting more popularity in the business world, due to its flexible and 
authoritative nature. In the past, policy makers and technologists for various decision-making 
activities, ranging from legislative matters to adopting the latest machinery, used it. Today, 
it’s more business and marketing-oriented, which are often used as lead generation, authority 
leadership showcase, and closing sales. 

Out of the four main types of white paper (policy, technical, hybrid, and business-benefitted), 
they are also categorized based on content, purpose, and structure. Despite the variety, the 
steps in the writing process are similar: developing topic and thesis statement, performing 
research, having the draft read by selected readers, and editing. 
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Since a white paper is likely distributed to many readers, including the public, it’s imperative 
for the writer to be cautious of best practices. There are things not to include in a white 
paper, including hypes and sales pitches, figurative language, and attacks. An “attack” occurs 
when the paper mentions the names of competitors without their consent and without 
verifiable facts. 

Overall, writing a white paper for business requires advanced skills in organizing information, 
research, and storytelling. Contrary to popular belief, storytelling is an important skill 
in white paper writers, for they must be able to blend seamlessly technical and business 
information to make it presentable to an educated audience.

A white paper is an informational and educational document that is sometimes used as a 
reference. Investing in a white paper would be worthy, as it may last for a few years and 
eventually turn a reader into a customer. To ensure the final quality is up to par, consider 
hiring an experienced white paper writer, if none has the experience in white paper writing 
within your own team.
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