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I’ll just 

How to write and 

publish a 

whitepaper 

Whitepapers are a powerful business to business 

(B2B) marketing tool for educating, influencing and 

engaging with your stakeholders, and can be highly 

effective core marketing assets for content marketing 

campaigns. However, as whitepapers come in all 

shapes and sizes, the challenge is creating a document 

that is fit for purpose to achieve your marketing 

objectives. Here we explain some of the options 

available, how to create and publish a whitepaper and 

an outline of how much they can cost. 
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Copestone’s strategic briefings provide in-depth 

explanations, how-to advice and insights into 

marketing topics for the busy marketer and for 

non-specialists.    
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1.0 Introduction – what is a whitepaper?  
 

What is a whitepaper? The name originally comes from the United Kingdom Government. The term 

was – and still is – used to describe discussion documents about a specific topic that are designed to 

offer policy options and generate debate with stakeholders. This name has been borrowed by the 

marketing profession, but what it means now depends on several factors. For some reading this, a 

whitepaper is a detailed, lengthy technical document explaining how a complex process works and 

designed to educate. For others, it is a short, punchy briefing about a topical issue designed to 

influence. You’d both be right. Either way, though, a whitepaper is not a sales document. 

If you want to create a document that sells directly, write a brochure. Your target audiences have 

different expectations of what a whitepaper offers. Trying to overtly sell using a whitepaper damages 

your relationship with your audience, as they won’t be expecting a hard sale, but something of value, 

such as a guide or educational piece. So, when creating your whitepaper, start out by being clear 

about your objectives. The content, style, tone of voice, structure, coverage and extent of your 

whitepaper will be dictated by why you want to produce one. As will the cost.   

Can you tell the objective of this Copestone 

whitepaper is education, simply by the language 

used?  

A Government whitepaper looking rather 

grey. Don’t let yours be grey. 
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2.0 What kind of whitepaper do you need?  
 

The type of whitepaper – long, complex and technical, or short and punchy – depends on what you 

want to achieve. Most organisations use whitepapers to engage, educate, influence and debate with 

their audience. Remember your whitepaper is part of a process that leads to an outcome, usually an 

action on the part of your audience and, if you are a commercial organisation, the result may be a sale. 

It will not deliver what you need by itself. Four main factors determine what kind of whitepaper you 

need:  

2.1 Objective 

You need to be certain about why you are producing a whitepaper. Here are some common reasons:   

• Engage: you want to get your audience’s attention. You might want to do this because you have an 

exciting new technology/product/service.  

• Educate: you want your audience to learn something new. This could be something innovative and 

exciting about your organisation that’s more than just selling something new, or you might want to 

explain why a new law, technology or global event concerns your stakeholder group.  

• Influence: this is subtler than engaging and educating, such as encouraging your target stakeholder 

group to lobby the government against damaging new tax legislation proposals. 

• Debate: in keeping with the original concept of government whitepapers, your objective might be to 

present some options that inspire a debate.    

2.2 Audience 

You need to know your audience: C-suite executives have different needs and expectations from 

research engineers. A time-poor, senior executive needs specific and concisely presented information 

that enables efficient and informed decision making. A specialist, such as an engineer, needs all the 

facts and data in detail, so they can absorb the information and draw their own conclusions. 

2.3 Content 

Each type of document has its own style of content. If you’re presenting data using tables and graphs, 

your narrative will provide analyses and insights. But, a nuanced argument showing opposing 

viewpoints will be copy-based with images that reflect the specific points made.     

 

 

 

Whatever core message you are trying to 

communicate, reading a whitepaper should not 

be like deciphering hieroglyphs.  
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2.4 Publication channel   

The traditional whitepaper was a substantial printed and bound document – it had ‘thud factor’. Now, 

whitepapers follow various formats: static or interactive PDFs published online, webpages, LinkedIn 

showcase pages, or even a SlideShare presentation.     

The combination of these four points above will determine whether you create a concise online 

showcase page, a lengthy interactive PDF document populated with graphs and tables, or an 

illustrated printed document.  

 

  

Examples from a Copestone whitepaper of how visual illustrations and tables 

can deliver messages more effectively.   
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3.0 How to plan and write your whitepaper   
 

Having confirmed why you need a whitepaper, who will read it, what content it will contain and the 

best format, the next step is to create it. There are six core elements to planning your whitepaper: 

 

3.1 Content 

Your content is simply what is contained within the whitepaper; the information or message it will 

convey. For example, it could be an opinion on a new technology, analyses of an experiment, or the 

outcomes of a survey. 

 

3.2 Style 

Your style of writing will be determined by what you need to communicate: are you provocative and 

engaging, lecturing to be informative, or inspirational to convey a principle? Be sure that the style is 

consistent with your brand as well as with the objective – if your objective is to engage, a lecturing 

style is unlikely to meet your audience’s expectations.   

 

3.3 Tone of voice 

Your tone of voice must also be consistent with your organisational brand. Think about whether your 

brand is friendly and approachable, detached and professional, a critical friend, or engaging and 

chatty.   

 

3.4 Structure 

The structure is determined by the objective of the whitepaper and its content. Decide if you need the 

reader to read the whitepaper from beginning to end, rather than dip into it like a reference work. If it 

should be read sequentially, it needs a beginning, middle and end, with content so compelling that 

your audience will want to read to the very end.  

 

3.5 Coverage 

The scope and depth of the whitepaper will depend on for whom it is written for and why. If, for 

example, you are explaining an advance in medical science to a decision-making audience, rather than 

a practitioner, you won’t need to explore the underlying anatomical implications. To help you decide, 

consider what your audience needs to know and the outcome you’re aiming for. 

 

3.6 Extent 

Having considered all the above, you then need to weigh up the required length of the whitepaper 

against your audience’s attention span. The coverage might suggest that you need a 12pp document to 

do the subject justice, but if your audience is unlikely to read more than 2pp, you will need to 

compromise on the extent of the document. 

 

  



 How to write and publish a whitepaper 

 

© Copestone 2021   

mail@copestone.uk.com | copestone.uk.com 

 4.0 Publishing your whitepaper 
 

Printed whitepapers tend to have evolved into online static or interactive PDFs, but as mentioned 

above, there are alternatives. If your content is short and your audience prefers to consume its content 

via LinkedIn, a showcase page might be the best option. Other digital publishing formats include: 

 

 

 

 

 

 

 

 

 

 

In summary, type of content, format and audiences will drive your choice of publishing strategy. 

 

 

 

 

• Publishing media, such as those used for online 

magazines 

• Interactive webpages  

• Social media platforms  

• PowerPoint presentations (static or interactive) 

• Infographics    

Infographics, such as this example, are highly effective for when you want to communicate impactful 

messages.  
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5.0 How much do whitepapers cost? 
 

The cost of a whitepaper is a classic: ‘how long is a piece of string?’– it depends! There are multiple 

variables that will influence the cost. These include: 

 

• Length. Page extent/word count is only one factor affecting content creation costs, but an 

important one.  

• Writer. Whether you choose someone within your organisation or an external contractor, 

freelance writer or agency, will impact on cost. 

• Expertise. Expect a specialist topic requiring expert knowledge to cost more. 

• Sources. Commissioning someone to conduct research, surveys and interviews will add to the 

overall price of the whitepaper. 

• Deadline. Be prepared to pay a premium if your need is urgent and your deadline is tight. 

Working unsocial hours to turnaround content will ramp up the cost of the job.  

• Design. If you decide to instruct an external graphic designer or web designer, you will incur 

further development costs. 

• Publication and distribution. Printing and delivering a document is expensive, however, 

using a paid publishing or social media platform will also incur a cost.  

 

Copestone has experience in producing a range of standard whitepaper formats that fit most 

requirements, so we can provide you with the content creation costs from the outset. The diagram 

below is a useful summary of the information we discussed above, which you can use as a checklist 

for creating a whitepaper that is fit for purpose and achieves your marketing objectives. 

 

The checklist of factors you should consider before creating your whitepaper.  
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Do you need a whitepaper to support your marketing campaign? 
 

You might already know what you want to write about but need help with 

structuring the whitepaper, or you might need help in confirming your 

whitepaper objectives, identifying topics and determining a style that enables 

you to achieve these. Get expert support with producing your next whitepaper 

by contacting us via the details below. 

 

Mike Doggwiler 

Managing and Creative director 

Mike leads a team providing strategic 

marketing, digital transformation, 

copywriting and consultancy services 

for some of the world’s biggest and 

most successful brands. Contact us to 

have a discussion to evaluate your 

marketing needs and explore how 

Copestone can support you. 

Email: 

mail@copestone.uk.com 

Call: +44 (0) 20 7100 4460 

Visit: copestone.uk.com 

 

Copestone Copywriters Ltd 

Studio 106, The Frames 

1 Phipp Street  

London EC2A 4PS 

UK 

 

Also available 

We publish a range of whitepapers 

and guides for B2B organisations, 

including: 

• How PR works 

• How to create a content style guide 

for your brand 

• How much does copywriting cost? 

• How to use content marketing to 

generate leads 

 

For the full list, visit our website or 

contact us. 

Copestone – the content agency 

 

Copestone is a global strategic and content 

marketing agency headquartered in London, UK. 

We create and implement marketing and 

communications strategies and campaigns for 

clients across the commercial and public sectors. 

Our aim is to help you achieve your organisational 

and communications objectives by applying our 

unique skills and methodologies alongside our 

expert knowledge of your stakeholders and 

audiences. 

 


