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White Paper Template  
 

 
 

 

Hello!  

Thank you for downloading your free white paper 

template.  
 

We’ve created this whitepaper template to help you think about how to develop a whitepaper. 

 

You might find it useful to get you thinking about the types of questions you should ask yourself 

when planning what to include. We hope that it helps you to guide your thought process.  

 

If you want any help brainstorming your whitepaper or need a hand with any of the stages, 

we would be more than happy to chat with you. 
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The Brief  

FORMAT AND LENGTH 
• How many words? 

• How do you want it delivered i.e. Word document? 

AUDIENCE 
• Describe your audience 

KEY MESSAGES 
• List your top three messages that you want to communicate 

TONE 
• Describe the tone of voice for the whitepaper. 

REFERENCES 
• List the main sources you will refer to. 

 

The Structure 

TITLE 
Author | Date 
 

Your title can make the difference between a great white paper and a good white paper. Spend 

time crafting a title that will grab your readers’ attention and entice them to read and share your 

white paper.  

 

Tips: 
• Review the following questions in preparation for title brainstorming:  

− Who is your target audience?  

− What are their greatest pain points, needs and/or interests that are being 

addressed by this white paper?  

− What are you providing in this white paper that your audience cannot get 

elsewhere?  

− What are the key Google search terms that you’re looking to target/own 

because of this white paper? 

• Grab their attention with a bold title.  

− Focus on your audiences’ needs versus your own – this will keep you on track 

to success.  

• Consider search engine optimisation. 

− Optimal title length for search engines: “Google typically displays the first 50-60 

characters of a title tag. If you keep your titles under 55 characters, you can 

expect at least 95% of your titles to display properly. 
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• Keep your title short, simple and to the point. As they say, less is more.  

ABSTRACT / EXECUTIVE SUMMARY 
The abstract provides another opportunity to grab your readers’ attention and convince them 

that your white paper is worth their time to read. You should develop a clear, concise and hard-

hitting abstract.  

 

Tips: 
• Write the abstract after you have completed your white paper.  

• Use a direct structure format for creation of your abstract. That is, include in this 

abstract the most attention-getting findings, insights and recommendations from the 

white paper.  

• Keep it short, simple and to the point. A commonly recommended length is 150 to 250 

words. 

Ensure that the abstract answers the following questions: 
• What is included in this white paper? (e.g., what audience pain is trying to be solved) 

• Why should I read this white paper? Give your audience a reason to read your white 

paper. 

• What are the white paper’s conclusions and recommendations? 

TABLE OF CONTENTS 
 
Develop an outline prior to beginning the writing process. The outline will 

eventually form the ‘Table of Contents’. The outline will provide a structure to keep you 

on the correct path to meet your original objectives. It will ensure that your messaging and 

content are on-target, and the information flows in an easy to follow manner for your readers. 

The following tips and subsequent section examples provide a good starting point. 

 

Tips: 
• Don’t skip the outline: It will take time and delay the start of the writing process; 

however, it will save you an enormous amount of time in the long run, and more 

importantly, ensure that you create a quality whitepaper. 

• Target your audience’s needs. It is of the utmost importance that you create a 

white paper that is focused on the readers’ needs, interests and/or pain points.  

• Collaborate with your team for creation of the outline. As the foundational 

design of your white paper, modifying your course at this stage will be much easier than 

having to change direction once the white paper is written. Therefore, include team 

members as part of development and review of the outline to ensure that your white 

paper plan is on target.  

• Plan on many revisions. Creation of an outline is an iterative process. Don’t hesitate 

to modify it during the process. 

• Maintain flexibility. Although the outline is intended to be the map or architecture 

for writing your white paper, maintain the flexibility to adjust your outline as necessary 

once writing begins. 

• Map out sections and subsections. It is important to break up your text into several 

sections, including section headers and subheads within each section. This 

increases readability and allows your reader to skim through the document and absorb 

the sections that are most relevant to their business. 
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The below sections provide just one example of how to structure a white paper. 

INTRODUCTION 
If you’ve created a strong title and abstract of your white paper, then your readers will now be 

ready to read the white paper. The introduction is essentially the next level down from the 

abstract. It’s an opportunity to introduce readers to the problem, need or pain point that is the 

basis of your white paper, as well as the related solution. Just as you did in the abstract, you 

need to entice your audience to read further. 

 

Tips: 
• Set up the problem, need or pain point right up front.  

• Grab your readers’ attention in the first sentence or two. Aim to make a great first 

impression. (e.g., a controversial and/or bold statement)  

• Use data to support your point(s). 

• Provide additional detail than what was included in the Abstract but avoid going into 

too much detail: Save the details for later sections in the white paper. 

• Introduce a framework that may be used throughout the white paper or may even 

provide background into the topic. 

• Indicate the objective(s) of the white paper, as well as what specifically will be 

included in subsequent sections. Providing a map or structure to the white paper in the 

introduction will help your audience follow your thought process and understand how 

the white paper is organised. 

BACKGROUND/PROBLEM STATEMENT 
The introduction provided an overview of the white paper. This section offers the opportunity 

to expand upon this overview, and thoroughly define the problem statement. 

 

Sample questions to be answered in this section: 
• What is currently happening in the market today? (i.e., What’s the current situation?) 

• What are institutions and/or individuals (leadership/academics/students) most struggling 

with and why? 

• What are the specific problems, needs and/or pain points? 

• What are the potential benefits of addressing these problems, needs and/or pain points?  

• What data points help to support answers to the above questions? 

• What frameworks and/or models can be used to enhance readers’ understanding of this 

information? 

SOLUTION 
You’ve already provided a succinct description of the most impactful solutions in the Abstract, 

as well as an overview of these solutions in the Introduction. This section provides the 

opportunity to go into the specifics of the solution.  

 

Tips: 
• Introduce the solution, including a clear definition and even a framework or model. 

• Provide a detailed description of each part of the solution. Use subcategories as 

required to help readers draw distinct boundaries between various parts of the solution. 
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Subcategories will also make it easier for your audience to follow your thought process 

and absorb the content. 

• Be very clear regarding the benefits of the solution, including how it specifically 

impacts your audience.  

• Target your solution to different segments of your audience, thereby improving 

the relevancy of your content. 

• Provide specific, real-world examples to support your solution(s). These 

examples provide another opportunity to connect with different segments of your 

audience. (e.g., providing examples that are targeted for 3 different buyer personas) 

• Include client stories, testimonials to tell the story. 

• Create a figure and/or table to help readers visualise your solution(s). Always add 

the source of the data and highlight the key findings.  

CONCLUSION/ NEXT STEPS 
By this point you’ve told them what you’re going to tell them in the Abstract and Introduction; 

you’ve told them in the Problem Statement and Solution; and now you need to tell them what 

you told them. The Conclusion provides the opportunity to: 

 

Summarise the objectives of the white paper: 
• Review the problem statement(s). 

• Highlight the solution and its value for your audience. Be clear regarding how this 

solution addresses the problem statement(s). 

• Finish with a strong statement. (e.g., a vision of future; the impact of the solution, where 

your audience can go for addition information and/or resources) 

ADDITIONAL RESOURCES 
Provide a complete list of resources. This list will include resources that you have sourced 

throughout the white paper. 

ABOUT THE AUTHOR/S  
This is optional. It may be appropriate to add the name, job title and 100-150 words about the 

author. 

ABOUT THE COMPANY 
Add a short 100-word description about the company. For example, you could add your 

company’s boiler plate wording. 

FOR MORE INFORMATION 
Add where to get more information. 

 

For example: 
Learn more at [add website] 

Email [add email address] 

COPYRIGHT INFORMATION 
Add copyright information. 


