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Copywriting that Converts! 

Cheat Sheet 

Introduction 

✓ Copywriting is a powerful tool to transform your business 

✓ Consumers learn about your brand and your offers before buying 

✓ How can your copy get them over the line? 

✓ Put the right motivational words in front of your prospects 

✓ You need to have a thorough understanding of your audience 

✓ Your copy demonstrates that your product/service is their solution  

✓ All businesses need to learn the skills of copywriting   

✓ In this course, you’ll learn essential copywriting skills that convert   

 

Here is your roadmap through the course:  
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Learning Objectives:  

✓ Recognize the elements of successful copy that converts  

✓ Describe your ideal customer in detail  

✓ Craft the core marketing message that will attract your ideal 

customer  

✓ Find the point of contact where you influence a potential customer  

✓ Develop motivational copy to help customers visualize their 

transformation   

✓ Employ third-party comments to strengthen the impact of your copy  

✓ Choose writing and formatting to make your copy quick and easy to 

read   

✓ Add in the crucial elements that make your copy high converting  

✓ Pick the metrics to monitor and test your copy’s success   

✓ Consolidate and implement your learning and plan future action  

 

Recognize 
successful copy 

Describe your 
ideal customer 

Craft the core 
marketing 
message 

Find the point of 
contact 

Develop 
motivational 
sales copy 

Employ third-
party comments 

Choose writing 
and formatting 

Add in crucial 
elements 

Pick the metrics 
to monitor and 
test your copy’s 

success 
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Module 1 – Copywriting Success 

Factors 

Why People Buy 

✓ Individual motivators vary but there are three common factors: 

1. Need. A necessity such as food or a less-tangible need like learning 

a skill to get a promotion 

2. Want. You want something because it will make your life better but 

it isn’t a necessity  

3. Peer Pressure. You’re influenced by others because you want to fit 

in or don’t want to miss out 

 

Why Do You Buy?  

✓ There’s a fine line between need and want 

✓ Some items are necessary for some people, but not for others 

✓ What you’re offering improves people’s lives and makes them feel 

better about themselves 

  

Change Your Relationship with Copywriting   

✓ Your relationship with copy will influence how you approach the task 

✓ Change a negative copywriting mindset to a positive one 

✓ Devote the time it takes to write, rewrite, test, and rewrite again    

✓ Schedule short copywriting sessions spread over a few days/week 

✓ This is better than one long session   

✓ Start a swipe file of memorable copy for inspiration 
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Module 2 – Focus on the Point of 

Conversion   

 

Lesson 1: Your Customer Journey 

✓ The Customer Lifecycle Marketing model depicts the steps leading up 

to the point of purchase and beyond 
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✓ This is a newer version of the sales process: 

o Stage 1: Attract – Brand awareness and identifying needs 

o Stage 2: Motivate – Educating and encouraging buying 

o Stage 3: Delight – Supporting customers so they promote 

your brand 

✓ This marketing model clearly shows the progression towards the sale 

✓ Your sales copy falls into the second part of the motivation stage 

 

Revisit Your Ideal Customer Persona 

✓ You need to know exactly who you’re selling to 

✓ You can’t rely on an ideal customer persona from a previous project 

✓ Refocus on a description of your ideal customer 

✓ If you don’t do this, you can’t create copy that speaks to them 

✓ 2 key elements of the initial description: 

o Demographics (age, gender, location, income etc.) 

o Psychographics (attitudes, lifestyle, aspirations, etc.) 

✓ Use their social media platforms to mine for more specific data   

✓ Describe someone you can give a name to with a life you can describe 

 

Uncover Their Challenges 

✓ This is a crucial aspect of copywriting  

✓ Find out: 

o What they’re struggling with (their challenges) 

o What emotions these challenges bring them (their pain) 

o How they want things to be different (their dreams & 

aspirations)  
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Find Out What They’re Saying 

✓ Look for what they’re saying and how they’re saying it 

✓ Note the precise words people use and put them in your copy 

✓ Different ways to find this data include: 

o Speak to your customers regularly. Ask for a call with 

customers or hot leads to discuss their current needs. Make it 

clear this isn’t a sales call 

o Survey them. Send a survey to your list. Give an incentive 

for them to complete the questions  

o Use social listening.  Tap into data from social channels. 

Discover what they’re asking about and what solutions they 

want. Use social listening tools (e.g., Hootsuite, Buffer, 

Radaar)   
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Lesson 2: Identify Your Core Message 

What Makes You Different? 

✓ Be crystal clear about the benefits you’re offering  

✓ Think like a customer 

✓ Identify what you do that’s different from others, such as: 

o A unique system / Same day delivery 

o Customization / ‘no questions asked money-back guarantee’ 

 

Turn Your UVP Into a Core Message 

✓ These three steps will turn your UVP into a core message: 

✓ Step 1: Nail your UVP. Use this template to help you: 

o We (company name) provide (product/service name) to 

(target market) who (challenge) by (benefits/differentiator) 

o For example: YogaTreats organizes exclusive yoga retreats in 

luxury locations for executives who need a break from their 

everyday business life. We provide a calm, no-stress well-

being experience. 

✓ Step 2: Turn your UVP into a marketing message 

o Emphasize how you solve the problems of your ideal 

customers:   

o We provide the break you need to get away from the day-to-

day turmoil of business. We guarantee to transport you to a 

stress-free environment where you can recharge and find 

inner peace. 

✓ Step 3: Be customer-focused 

o Focus on ‘them’ rather than ‘me/us’  

o Lead with the solution your audience is seeking   
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o Regain your calm center and recharge your batteries. Take time 

out to de-stress and energize on our exclusive luxury retreat. 

 

✓ Core message addresses an emotional level as well as a factual one 

✓ Choose a piece of copy that you need to write 
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Lesson 3: Where Your Copy Connects 

with Customers 

Where Your Sales Copy Appears 

✓ Use your sales copy to direct your ideal customers to the shopping 

cart and buy 

✓ This can happen in a variety of places including:  

o Web sales pages & social media posts   

o Paid ads on social media or in the press & online stores  

o eCommerce applications & learning platforms  

o Emails, SMS text copy, direct messages  

o Online chat with chatbots & Call-to-action (CTA) buttons 

 

Speak Your Copy 

✓ You always start with written copy but it can be spoken   

o TV and radio ads, promotional video and audio 

o Webinar and stage presentations, sales conversations 1:1 

 

Identify Your Success 

✓ Identify what copy is converting to sales 

✓ Pinpoint copy that’s flopped and compare them 
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Module 3 - Conversion-Focused 

Copy Writing Essentials 

Lesson 1: Tap into Their Imagination  

Help Your Buyers Imagine Their Results 

✓ Think about why someone is using your product and what it does for 

them 

✓ These two should match up 

✓ Show how they get from where they are to where they want to be  

✓ The benefit is the value a customer receives 

✓ Short sales copy – write how life will be with your product or service  

o Use emotions and feelings 

o Add images   

✓ Long sales page - describe the transformation at length 

 

Use The Before After Bridge (BAB) 

When you can’t use photos to demonstrate a transformation, use Before 

After Bridge formula 

Before:  

✓ The situation that’s causing the challenge 

✓ Tap into existing negative situations and emotions 

You’re a working mom so busy in your business that you don’t have 

enough time to play with your kids. You feel guilty, like you’re a ‘bad 

mother’, and sad you’re missing out on their childhood. 

✓ Use prospects’ language in your “before” description 
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After: 

✓ The situation your customers want to achieve 

✓ You paint a picture of the realization of their dream   

Your business is successful and can run without you so you can take 

time off when you want to spend it with your family. You’ll enjoy all 

those precious childhood moments and build memories that will last 

forever. You’ll feel fulfilled as a mother knowing you’re doing the 

best you can for your kids. 

 

Bridge:   

✓ The bridge is the missing link from ‘before’ to ‘after’ 

✓ Connect the two sections by introducing your product/service 

 

Example of Before After Bridge copy 

✓ Before: You work all hours in your business because you don’t have 

enough to pay the bills. You’re exhausted, disappointed, and fed up 

because you can’t make it happen. You missed yet another family 

birthday because you had to work late.  

✓ After: How would it feel if you could work fewer hours and have more 

money coming in? Can you imagine yourself lighting the candles on 

your child’s next birthday cake without worrying about the work you 

still have to do? Wouldn’t you like to be at all your special family 

moments?   

 

✓ Bridge: Take the financial strain away and enjoy all time off you want, 

by signing up for The Financial Freedom Program. You’ll learn how to 

tap into your existing assets to build a passive income strategy and 

enjoy knowing your finances are taken care of. 
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How to Build The BAB 

 

BEFORE AFTER BRIDGE 

Are you tired of? Imagine having X 
You’ll have this fixed 

with X product 

Are you paying more 

than you need to get 

X? 

What if you could have 

a better service AND 

pay less? 

Let’s do that for you 

with X 

Your X situation leaves 

you feeling frustrated 

Reversing this would 

make you happy 

Get there faster with X 

service 
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Lesson 2: Let Others Speak for You 

What Others Say 

✓ Most consumers do their own research before they buy 

✓ They want to see what past purchasers have said  

✓ 3rd party comments are seen as unbiased   

✓ Helps prospects visualize outcomes from your product/service 

  

How to Use Third Party Copy 

Don’t wait for followers to post haphazard comments  

Proactively collect them yourself 

 

Testimonials 

✓ Put testimonials inside your copy to strengthen your message  

✓ Short sentence in an email or a longer testimonial on a sales page 

✓ Ask for testimonials that show the before and after:  

I worked with X on her XX program. When I started, I was X 

but by the end of the course I had XXXX. 

 

Reviews and Ratings 

✓ Customers are asked to give opinions on a business 

✓ Consumers read these comments before they buy 

✓ Be proactive in collecting reviews: 

o Always ask buyers to leave feedback 

o Introduce a feedback process to your web pages   

o Use industry sites appropriate to your business   
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Anticipate Objections with FAQs 

✓ Handle objections head-on in a list of FAQs   

✓ Use these also to highlight features and benefits   
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Lesson 3: Make Your Words Accessible 

Your Customers’ Language 

✓ Use the words your audience uses:   

o Match the language you use to the language they use  

o Focus on a real person, i.e., your customer persona   

o Write copy that's conversational and flows  

 

Scannable Text 

✓ It’s unrealistic to expect visitors to read all your text 

✓ The modern digital reader is looking for scannable text   

 

What is Scannable Content? 

✓ Create visually appealing text that can be quickly scanned to pick 

up the main points  

✓ The principal components are: 

o Short sentences (max 3-4 per paragraph) 

o Brief paragraphs (one idea per paragraph) 

o Bullet points 

o Clear headlines/sub-headings 

o Formatting to highlight key points (e.g., bold, italicized, 

underlined) 

o Plenty of whitespace and spaced lines  
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✓ Are you tempted to read the text below? 

 

 

Layouts for Different Channels    

✓ The channel you use can dictate the format and length 

✓ Where you have limited space, choose your words very carefully  

✓ Keep to your main message and create impact  

✓ Add visuals to convey more with fewer words  

 

SMS 

✓ Limited to 160 characters 

✓ Text messages are opened more often than emails 

✓ They’re good for personalized exclusive offers and other promotions   

Dear Joan, We’re offering exclusive access to our marketing course 

to friends like you. Sign up to CourseLink by Friday shorturl.at/bknOS 

 

Buyers do their own research on the Internet before they make a purchase. 

They will certainly look at what online reviews or ratings you’ve had from those 

who’ve already bought your product or service. They’ll trust these comments 

rather than your own to give the real, unvarnished truth about a product. The 

impact on your prospects will be greater because their comments will be seen as 

unbiased. Your transformation picture may be compelling, but it will be even 

more effective when painted by another customer. It will help them find out 

what the purchase did for actual buyers. This will help them visualize their own 

life after buying and will reinforce the picture you’ve painted for them in the BAB 

process. How to Use Third Party Copy. Before you can use these comments, you 

have to collect them. Thinking with the end copy in mind will help you when you 

ask for testimonials. You want a demonstration of the before and after picture, 

so ask for it. It’s like a mini case study which will show tangible benefits for real-

live humans.   
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Sales Posts for Social Media  

✓ For short copy linked to a sales cart, your layout will look like this: 

o Headline > Text > CTA 

✓ Example: Looking for a tasty treat? 

Get your fave XBrand cookies at [URL link] and make some 

memories at home with this simple sweet recipe. A treat for you 

and your loved ones.  

 

Sales Emails 

✓ Sales emails will be wordier with more steps: 

o Subject line 

o Personal greeting 

o Opening line 

o Text  

o CTA 

o Personal signoff 

o P.S. 

 

Sales Pages  

✓ These will be the longest format: 

o Headline (and subheadings) 

o Introduction\ 

o Offer 

o Price 

o Testimonials 

o CTA 

o FAQs 
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Module 4 - Polish Your Copy Until 

It Shines 

Your CTA 

✓ The most important part of your text is the call-to-action (CTA) 

✓ If there’s no CTA, readers won’t know what to do next 

✓ That leads to lost sales 

✓ Tweak the CTA text to improve your conversion rate 

  

Add a Benefit  

✓ Most effective CTAs include a benefit to motivate leads to click   

o  “Click here for stress-free living”  

✓ Use the first person to increase impact  

o “Start my free 30-day trial”  

 

Create Your Button 

✓ Your CTA is usually included in a button and made to stand out  

✓ Here are some tips: 

o Make it visible with a bright color or eye-catching shape    

o Vary the size so it’s clearly visible but not overwhelming 

o Ensure that your CTA button contrasts with other colors   

✓ Vary the placement dependent on your offer & your customers 

 

Urgency And Scarcity 

✓ Introduce urgency and scarcity restrictions to motivate purchases 

https://imfasttraining.com/
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Be Genuine  

✓ If you introduce restrictions, be true to your word 

✓ Inauthentic copy turns prospects cold, and they’ll shop elsewhere   

  

Be Specific 

✓ Avoid vague buttons that don’t communicate anything such as: 

o While supplies last 

o Order before it’s too late 

 

Urgency 

✓ Expires in 12 hours 

✓ 50% off today only  

✓ Offer ends on X date 

 

Scarcity 

✓ Only 15 spots available   

✓ 100 bundles left  

✓ 10 slots only for new clients 

 

✓ Urgency and scarcity won’t always be applicable 

✓ Add a countdown clock or a number counter as a visual stimulus 

 

Tips for Polishing Copy 

✓ Your copy needs to be logical and easy to read 

✓ Make sure the layout is clean and clear  
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✓ Recap on the basic flow for most copy regardless of length: 

o Headline > Text > CTA 

✓ Take other steps before you decide your copy is good to go: 

o Add whitespace     

o Increase impact with visual elements  

o Don’t overdo it  

o Check how your copy looks on a mobile device  

o Remove clichés and overused words 

o Don’t use jargon or business-specific language   

o Keep sentences and paragraphs short 

o Beware of colloquial expressions  

o Use action verbs rather than passive verbs 

o Include “because” to explain why  

o When you think you’re done, cut, cut, and cut again. 

o Eliminate: 

▪ Unnecessary and inaccurate words  

▪ Vague, imprecise words  

▪ Redundant adverbs 

o Check that your language is objective and not exaggerated  

o Check for grammar and spelling mistakes 

✓ Your copy should read naturally 

✓ Use tools to help like Hemingway and WordHippo   
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Module 5 - Optimize Your 

Conversions through Continuous 

Improvement 

Sales Metrics 

✓ You need metrics to measure your performance and progress 

✓ Don’t choose too many   

✓ Key things to measure: 

 

Conversion Rate 

✓ Most important metric to track 

✓ Conversion rate % = n° of purchases ÷ no of clicks x 100 

o E.G., if you get 3000 sales from 100,000 clicks, then you have 

a 3% conversion rate 

 

Click-Through Rate (CTR) 

✓ Number who click on the link in your copy (i.e. the CTA button)  

✓ CTR % = N° of clicks ÷ n° of people who see your copy x 100 

o E.g., if your email is opened by 2000 people and 100 click on 

the link you’ve sent, your CTR is 5%. 

 

Open Rate 

✓ If people don’t open an email, they can’t click links   

✓ Open rate % = total unique opens ÷ total recipients x 100 

o E.G., if you know that 200 emails have been delivered with no 

bounce backs, and 10 people open them, your open rate is 5% 
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Cart Abandon Rates  

✓ People open carts with the intention of buying but sometimes don’t 

✓ 1 - (x ÷ y) x 100 = cart abandon rate % 

Divide the total number of completed purchases (x) by the number 

of shopping carts created (y). Subtract the result from one and then 

multiply by 100 for the abandonment rate. 

o E.g., if you have 45 completed purchases and 200 shopping 

carts created, the shopping cart abandonment rate would be 

77.5% 

1 - (45 ÷ 200) x 100 = 77.5% 

✓ This metric gives an idea of what’s happening  

✓ It doesn’t explain why they abandoned the cart  

 

Use Your Tech 

✓ Tech helps the calculations from the services you use, e.g., from: 

o eCommerce platforms like Shopify, Squarespace, or Wix 

o Sales page builders like Instapage, ClickFunnels, or Leadpages 

o Paid ad providers on social channels such as Facebook 

o Email service providers for open rates 

✓ Gather data and analyze the results 

✓ Plan what changes you can make to improve your stats 

 

Split Test Your Copy  

✓ Make one small change in your copy and trial both versions   

✓ Sometimes the smallest change can improve your conversion rate 

✓ You can test out every aspect of your copy, e.g.: 
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o Layout, font, colors, visuals  

o Content, Headlines/subject line, subheadings 

✓ Do one thing at a time to see which change was effective 

✓ Most sales platforms will help you set up a split testing campaign 

 

Tips For Split Testing 

✓ Keep your test live at least one or two weeks 

✓ Don’t stop before the end of your test period or introduce new factors 
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Module 6 – Next Steps 

 

Review Frequently  

✓ Keep the copy’s performance under review  

✓ Plan a review after three months to see what results you’re getting 

✓ Identify exactly what works 

✓ Do more split-testing if needed 

  

Skills Improvement 

✓ Set yourself practice exercises weekly to get used to the process 

✓ Invest in further training, reading, and perhaps a copywriting mentor 

✓ Reflect on your progress and congratulate yourself on your results 

  

What You Learned 

✓ What have you learned about how to craft sales copy that converts? 

✓ What difficulties have you encountered? 

✓ How do you plan to address any issues? 

✓ What further steps can you take to become totally comfortable with 

the process? 
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