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Introduction 

opywriting is one of the most powerful tools you can have in your 

arsenal to convert leads into customers, make more sales, and 

transform your business.  

The majority of consumers spend time shopping around until they’re ready 

to buy. Some of your prospects have been on a journey with you for a while, 

learning about your brand and your offers before deciding whether your 

solution is the best fit for them.  

How can your copy push them over the final hurdle to become a buyer? 

If you put the right motivational language in front of your prospects when 

they’re ready to buy, you’ll inspire them to take that next step.  

To find that resonant language, you need to have a thorough understanding 

of your audience so they feel that you’re speaking directly to them. But 

many copywriters don’t take the necessary time to understand their target 

market before they start writing. This leads to frustration and, eventually, 

failure to convince potential buyers. 

However, once you know your audience inside and out, you can easily write 

copy that communicates that your product or service is the solution they’ve 

been seeking.  

You may be just starting out writing copy, or you may need to tweak what 

you already have.  But whether you’re an IT consultant, an online fashion 

outlet, a business coach, or a yoga teacher, you need to learn the valuable 

skills of copywriting if you want to make sales.  

In this course, you’ll learn how to use copy to inspire your audience to buy. 

You’ll discover the essential copywriting skills that convert and how third-

party comments add impact to your sales copy. By the end of the course, 

C 
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you’ll be able to write motivational sales copy with the potential to change 

your business and generate the sales you know you deserve. 

 

Here is your roadmap through the course: 

 

 

Learning Objectives: 

By the time you complete this course, you'll be able to: 

➢ Recognize the elements of successful copy that converts leads to 

customers 

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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➢ Describe your ideal customer in detail so that you can write copy that  

makes them feel you’re speaking directly to them. 

➢ Craft the core marketing message that will attract your ideal customer 

so that they’ll be motivated to take the next step and buy 

➢ Find the point of contact where you influence a potential customer to 

take action and buy 

➢ Develop compelling sales copy to help your customers visualize the 

positive transformation they’ll experience once they purchase your 

offer 

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

that your prospects feel confident they’re buying the right solution for 

them 

➢ Choose writing and formatting that will make your copy quick to read 

and easily accessible 

➢ Add in the crucial elements that turn your copy from just OK to a high-

converting powerhouse for your business 

➢ Pick the metrics to monitor and test your copy’s success so that you 

continuously improve and optimize conversions 

➢ Consolidate and implement your learning and plan future action steps 

so you can achieve the goals you set for this course 

 

This course is broken down into six major modules and individual lessons to 

take you step-by-step through the process of writing the sales copy that 

motivates prospects to make that ultimate decision to buy.   

The modules follow a logical order, so while you can skip around if you want, 

it’s best to work through them one at a time. 
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As you go through each module, use your Action Guide to help you complete 

the Action Steps at the end of each. 

 
 

Action Steps: 

Before we start the course, take a minute to think about what you want to 

get out of it. 

In the Action Guide, write down three skills you expect to gain. 

 

Now that you’re clear about what you want this course to deliver, we can get 

started. 
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Module 1 – Copywriting Success 

Factors 

Learning Objective: 

Recognize the elements of successful copy that converts leads to customers 

 

he purpose of sales copy is to motivate people to buy.  

In this first module, we’ll explore the psychology behind the buying 

process and the issues you may already be facing with copywriting.  

 

Why People Buy 

Before you write a word of copy, it’s important to consider why your 

prospective customers would buy your products or services. 

This will make it easier for you to draft copy that will resonate with your 

prospects and inspire them to buy.   

Individual motivators vary from person to person, but there are three 

common factors: 

T 
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1. Need. It’s a necessity. For example, you need car insurance if you drive a 

car, you need a new washing machine when yours breaks down, you need to 

buy food and clothes for you and your family. 

There are less-tangible needs as well. For example, you need to learn a skill 

to get a promotion and advance in life, or you need the advice and support 

of a development coach to improve your business.  

 

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

even though it isn’t a necessity, such as a space-saving appliance because 

you have a smaller kitchen or a time-saving app on your laptop. 

You may be influenced by brand loyalty to buy something that isn’t 

necessary for life but is important to you, like the latest model of your 

smartphone or a bigger TV. 

You may want to buy something because it will help you realize a dream. For 

example, you’ve always dreamed of flying first class so you can enjoy the 

comfort and luxury away from the sardine experience of economy class. 

People’s wants generally feed into a desire to raise their self-esteem and feel 

better about themselves. 

1. Need

2. Want

3. Peer Pressure
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3. Peer Pressure. You’re influenced by others. For example, you buy a new 

car because your neighbor has a new car, or you buy designer shoes 

because your peer group has them.  

There are many reasons behind this which also feed into your self-esteem, 

for example: 

 

➢ You want to fit in and be the same as others  

➢ You don’t want to miss out on a trend and end up feeling out of touch 

➢ You aspire to something new to raise your social status 

➢ You believe a purchase will make you like someone else (e.g., “I’ll be 

like Madonna if I buy that purse”) 

 

Good marketing taps into all these elements. Celebrity and influencer 

endorsements are worth millions because of it.  

You want to fit in and be the same as others 

You don’t want to miss out on a trend and end up feeling out of touch

You aspire to something new to raise your social status

You believe a purchase will make you like someone else 
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Why Do You Buy?  

The motivators for buying are complicated. Think about the last time you 

made a purchase. There’s a fine line between need and want. Depending on 

your lifestyle and values, you may feel that for you, some items are 

necessary whereas for other people these are not. You may even feel that 

some articles under the ‘peer pressure’ category fall under the ’need’ 

category for you. 

Most small businesses are marketing products and services to people who 

don’t absolutely need them to survive. Whatever you’re offering will help 

those who want to improve their lives and feel better about themselves.  

 

Learn the Skill of Copywriting 

Becoming proficient at copywriting isn’t a five-minute task. It’s like any skill 

that you can learn and perfect which needs time and attention. 

Your relationship with copy will depend on your experience. You might write 

copy from time to time, or you might be doing so regularly but still feel you 

aren’t getting very far. If you’ve had any negative experience, that will 

influence how you approach the task. 

First, you need to change your mindset about copywriting if it’s already 

negative. Get rid of any residual feelings from past experiences. Instead, 

think, “I might’ve struggled with this in the past, but I’m now going to learn 

and get better at it.” 

Second, be prepared to devote the time it takes to write, rewrite, test, and 

rewrite again. Choosing the right words can take a lot more time and effort 

than anticipated. 
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When you’re planning copywriting time into your schedule, book several 

short sessions with yourself spread over a few days or a week. This will work 

better than one long session which could leave you tired and demotivated.  

Copywriting is a work in progress for most people. When you leave it and 

come back to it the next day, you’ll have fresh insight to see what works and 

what needs tweaking.  

One effective way to get more comfortable with copywriting is to start a 

swipe file on your computer or smartphone. Save copy you come across that 

has encouraged you to take action or made you sit up and take notice. This 

helps you learn, and you can flip through the file when you need inspiration. 

 

Action Steps: 

1. Consider your products and services and write down the reasons you 

believe people buy from you.   

2. Describe all your attitudes to copywriting (e.g., “I’m not very good at 

it”, “I really enjoy it”, “It’s a waste of time”): 

a. Rewrite any negative statements into positive statements. 

b. Practice saying them to yourself to change your mindset.  

3. Note down how much time and effort you currently devote to 

copywriting. 

4. Create a swipe file on your computer or smartphone and start keeping 

examples of copy you’ve spotted. 
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Module 2 – Focus on the Point of 

Conversion   

 

ou need to have a thorough understanding of your audience and your 

offers before you can start writing copy. 

In this module, you’ll uncover the key information you need to know 

about your customer and draft the core message you want your product or 

service to convey. 

 

➢ Lesson 1: Your Customer Journey  

➢ Lesson 2: Identify Your Core Message 

➢ Lesson 3: Where Your Copy Connects with Customers 

 

  

Y 
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Lesson 1: Your Customer Journey 

Learning Objective: 

Describe your ideal customer in detail so that you can write copy that makes 

them feel you’re speaking directly to them 

 

Before a prospective customer is ready to buy, they will usually have gone 

on a journey with you. 

Let’s have a look at the Customer Lifecycle Marketing model, a simple three-

stage model depicting the steps that lead up to the point of purchase and 

beyond:  
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This model is a newer way of thinking about the sales process rather than 

the traditional sales funnel approach. Its goal is to win more customers and 

keep them for life.   

Stage 1: Attract – Consumers get to know your brand and your offers, and 

you provide useful content to help them identify their needs. 

Stage 2: Motivate – You continue educating and helping prospects to 

figure out if your offers are right for them. For those who’ve made this 

decision, you help them buy. You keep contact with those who aren’t ready 

to buy yet.     

Stage 3: Delight – You provide exceptional customer service and support 

after the purchase to keep customers happy and encourage them to 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 where its 

purpose is to encourage action.  

 

Revisit Your Ideal Customer Persona 

Before you get to the point of purchase, you need to know exactly who 

you’re selling to. There can be a disconnect between what you think your 

prospects are looking to buy and what they’re actually looking for. 

The realities of the market change all the time, and so do your customers. 

That means you can’t necessarily rely on an ideal customer persona you 

created for a previous project.  

You may resist it, but it’s time to refocus on a description of your ideal 

customer. If you don’t do this, you can’t write copy that speaks to them.  
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An initial description of your ideal customer is a useful place to start. You’ll 

add to this as you research. 

Let’s recap on the two key elements: 

 

• Demographics (e.g., age, gender, location, income, education, family 

status, etc.) 

• Psychographics (e.g., interests, hobbies, attitudes, lifestyle, 

aspirations, etc.) 

 

Part of lifestyle is someone’s use of social media and who they follow. 

Pinpointing the social media platforms they use will provide you with a vast 

data source. Go to these platforms to mine for more data if you’re having 

trouble getting specific enough. 

Remember, you’re looking to describe someone you can give a name to with 

a life you can define. Then you can reflect this persona in your marketing. 

 

Uncover Their Challenges 

You want to find out what your ideal customers are asking about, what 

solutions they’re seeking, and how they’re feeling. 

Demographics Psychographics
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This is a crucial aspect of copywriting. If you aren’t familiar with the issues 

your prospects face, you won’t be able to write copy that resonates with 

their challenges. And you won’t be able to offer them a vision of their 

desired outcome.   

Find out: 

 

➢ What they’re struggling with (their challenges) 

➢ What emotions these challenges are bringing up for them (their pain) 

➢ How they want things to be different (their dreams and aspirations)  

 

Listen to What They’re Saying 

You need to discover not just what your audience is saying, but how they’re 

saying it. 

When you’re recording the results from your research, note down the precise 

words people use. These are words to put in your copy. If you paraphrase, 

you’ll be using your language and not theirs. 

For example, you’re selling a start-up accountancy package to sole traders. 

You consider these people to be “entrepreneurs” and you intend to use the 

word in your copy. However, your target customers don’t identify as 

What they’re struggling with (their challenges)

What emotions these challenges are bringing up for them (their pain)

How they want things to be different (their dreams and aspirations) 
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“entrepreneurs” and therefore they can’t see themselves in your copy. They 

move on to another ad and buy from someone else. 

There are a variety of methods open to you to find the data you need: 

 

 

Speak to your customers regularly. You don’t have to wait until you have 

a specific offer or launch coming up. You could ask for a 1:1 call with 

existing customers or even hot leads to discuss their current needs. People 

like to be asked their opinion so they’re likely to be willing, but make it clear 

this isn’t a sales call. 

Survey them. Devise a quick but thorough survey for those on your list. 

Give an incentive for them to complete the questions such as a 10% 

discount voucher. It’s a tried and tested way that works especially if you 

have lists of engaged followers. 

Here are a few examples of questions you can ask: 

➢ What's your number one obstacle to business growth? 

➢ What’s the most frustrating thing about your current situation? 

➢ How would you like things to change?  

Speak to your customers regularly

Survey them

Use social listening
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You’ll need to adapt your questions to your business type and your 

customers. Make sure each question will give you the data you’re looking 

for.  

Use social listening.  As most of your would-be customers are probably on 

social media, you can tap into data from social channels and discover exactly 

what they’re asking about and what solutions they’re seeking.  

Use social listening tools to help you such as Hootsuite, Buffer, or Radaar.   

 

Action Steps: 

1. Create a detailed description of your ideal customer persona including 

name, age, demographics, and psychographics. 

2. Gather data about your ideal customers through interviews, surveys, 

and on social media by answering these questions: 

a. What challenges are they struggling with?   

b. What emotions are these challenges bringing up for them?   

c. How do they want things to be different?  

3. Delve into the language they use and record words and phrases they 

use for: 

a. Their challenges 

b. Their pain 

c. Their dreams and aspirations 

4. From the total data you’ve gathered, identify 3 issues or challenges 

and 3 wants or aspirations for your ideal customers.  

https://imfasttraining.com/
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Lesson 2: Identify Your Core Message 

Learning Objective: 

Craft the core marketing message that will attract your ideal customer so 

that they’ll be motivated to take the next step and buy 

 

What Makes You Different? 

In the last lesson, you looked at the key things you need to know about your 

customer before you can write a word of copy. 

Now, you need to be crystal clear about the benefits of the product or 

service you’re offering and what will entice people to buy. Think like a 

customer when you identify the benefits and outcomes they’re looking for. 

You’re also marketing your difference from competitors when you talk about 

your products and service. So identify what you do to solve your ideal 

customer’s problem that’s different from others. 

You might offer a unique system, same day delivery, customization, a ‘no 

questions asked money-back guarantee’. Your values and personality are 

unique, so focus on this if it’s part of your brand. It’s whatever you do that 

sets you apart from others offering the same or similar. 

 

Turn Your UVP into a Core Message 

Sometimes business owners jump right into writing copy without knowing 

exactly what they want to emphasize about their product or service. Then 

they’re surprised when their sales copy doesn’t entice people to buy. 
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Don’t make this mistake. Take time to turn your Unique Value Proposition 

(UVP) into a core message, so you’ll be right on target when it comes to 

drafting sales copy.  

These three steps will get you there: 

 
 

Step 1: Nail your UVP  

Use this template to help you: 

We (company name) provide (product/service name) to (target market) who 

(challenge) by (benefits/differentiator) 

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 

Emphasize how you solve the problems that are concerning your ideal 

customers:   

Step 1. 
Nail your UVP 

Step 2. 
Turn your UVP 
into a 
marketing 
message

Step 3. 
Be customer-
focused
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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 

Your core message has the focus on ‘them’ rather than ‘me/us’.  

Lead with the solution your audience is seeking to make your copy more 

compelling: 

Regain your calm center and recharge your batteries. Take time out to 

de-stress and energize on our exclusive luxury retreat. 

 

The core message addresses an emotional level as well as a factual one, and 

that’s what you’ll put forward in your sales copy. We’ll go into this in more 

detail later when you find out how to paint a picture of your audience’s 

desired state. 

Avoid working on too many marketing projects at once. One of your actions 

from this lesson will be to choose a piece of copy that you need to write. It 

might be for a new offer or for an existing offer whose copy isn’t converting. 

You’ll work on that throughout the course to practice all that you’re learning. 
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Action Steps:  

1. Identify a piece of sales copy you need to write: 

a. What product/service is the copy for?  

b. Write down all the key benefits you want to get across about this 

offer to your ideal customer. E.g., saves you money, helps you 

get fit. 

c. Compare these points to the list from the last lesson of the 3 

challenges and 3 dreams and find the best matches. E.g., if your 

customers are struggling with the cost of living, that will match 

with ‘saves you money’. 

2. Choose the most compelling match: 

a. Draft a core message of 2 or 3 sentences for your chosen piece 

of sales copy, emphasizing the match.  
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Lesson 3: Where Your Copy Connects 

with Customers 

Learning Objective: 

Find the point of contact where you influence a potential customer to take 

action and buy 

 

Where Your Sales Copy Appears 

You’re clear who your ideal customers are, and you know the key message 

you want to get across about your offer.  

Let’s look at the point where you put the two together and use your sales 

copy to direct them to the shopping cart and motivate them to buy. 

This can happen in a variety of places including:  

 

 

Web sales pages

Social media posts

Paid ads on social media or in the press

Online stores

eCommerce applications on your own website

Learning platforms
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➢ Web sales pages 

➢ Social media posts (if the platform allows you to post a direct link to a 

shopping cart – you may need to set up a business or professional 

account for this)  

➢ Paid ads on social media or in the press 

➢ Online stores such as Shopify, Squarespace, or Odoo  

➢ eCommerce applications on your own website such as WooCommerce 

➢ Learning platforms such as Teachable or Thinkific  

➢ Emails  

➢ SMS text copy 

➢ Direct messages (such as in Messenger/Twitter/Instagram) 

➢ Online chat with chatbots 

➢ Call-to-action (CTA) buttons 

Emails 

SMS text copy

Direct messages

Online chat with chatbots

Call-to-action (CTA) buttons
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What you use will depend on how your business makes sales. 

We’ll be looking in detail later at the formats to use on different channels. 

 

Speak Your Copy 

When we talk about copy, we’re usually talking about the written word. And 

you should always start with that.  

But your sales copy can exist in a spoken version to great effect. For 

example, selling from a webinar might fit your business model better than 

long sales pages. If you’re running a webinar from which you’ll make an 

offer, first write out the copy where you identify your key message to help 

you stay on point. When it’s time to make your offer, you’ll be clear and 

direct and use resonant language with your audience to motivate them to 

click through to the shopping cart.  

Here are some examples where you write your copy first and then deliver it 

in a spoken format: 

 

TV and radio 
ads

Promotional 
video and 

audio

Webinar and 
stage 

presentations 

1:1 sales 
conversations 
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➢ TV and radio ads 

➢ Promotional video and audio 

➢ Webinar and stage presentations  

➢ 1:1 sales conversations  

 

Your spoken delivery will be more fluid and conversational than words on a 

page but writing the basic copy first will give you a good starting point. 

 

Identify Your Success 

You’re in business and already making sales. This means some of your copy 

is working for you right now. 

If you can identify what type of copy is converting to sales, then this will 

help you create more successful copy. Conversely, if you can pinpoint 

product launches that have flopped and compare them, you’ll learn a lot 

about what needs to be improved.   
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Action Steps: 

1. List all the places you currently use copy to sell (e.g., SMS, email, 

sales pages). 

2. What copy is working for you and leading people to buy? Note down 

this information: 

a. What are they attracted by? 

b. Where are they finding the sales copy? 

3. Identify a piece of copy that isn’t working and analyze why. E.g., it’s 

not using resonant language, it’s about us and not about the buyer. 

4. Choose where you will place your chosen piece of copy (e.g., sales 

page, online store). 
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Module 3 - Conversion-Focused 

Copywriting Essentials 

 

hatever the reasons people say they buy, they’re all looking for a 

particular outcome. They’re spending money because they want a 

result. When you write sales copy, you need to be able to show 

them what this result will be. 

In this module, you’ll practice the key skills of copywriting that sells, and 

you’ll recognize how third-party comments can strengthen the impact. 

  

➢ Lesson 1: Tap into Their Imagination  

➢ Lesson 2: Let Others Speak for You 

➢ Lesson 3: Make Your Words Accessible 

 

  

W 
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Lesson 1: Tap into Their Imagination  

Learning Objective: 

Develop compelling sales copy to help your customers visualize the positive 

transformation they’ll experience once they purchase your offer 

  

Help Your Buyers Imagine Their Results 

Think about why someone is buying or using your product. Now, think about 

what your product does for them. If those two aren’t matching up, then 

you’re not meeting their expectations or wishes. 

Your copy should help customers see how they can get from where they are 

now to where they want to be through buying your offer and experiencing 

the benefits it promises. 

Remember that a benefit isn’t the product or service you sell, it’s the value a 

customer receives. Vague statements like “best quality” or “best service” 

don’t have impact. The benefits need to be specific and relevant. 

In many places your sales copy will be quite short. In this case, you only 

have a few words to demonstrate how life will be with your product or 

service. Use emotions and feelings to increase the impact. Adding images 

that depict the ‘after’ picture can sometimes achieve more than a paragraph 

of words. 

When you’re writing a long sales page, then you’ll have time to describe in 

detail the transformation and connect them to the emotional benefits they’ll 

receive.   
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Use The Before After Bridge (BAB) 

When you think about weight loss products or beauty products, it’s easy to 

demonstrate the transformative results because you can show ‘before’ and 

‘after’ photos. 

Luckily, there’s a copywriting formula that can do this for you in words. It’s 

called the Before After Bridge. 

It works for all types of copy, short or long, and can be achieved in a few 

sentences. It works because it paints the picture for your customer of what 

outcomes will occur when they purchase your product or service. 

 

Before:  

This is the situation causing your customers’ challenge. Help them connect 

to it by tapping into the existing negative situations and the associated 

negative emotions. For example: 

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. 

Review the language you identified earlier that customers are using and the 

challenges and pain points you noted. Use that same language in your 

‘before’ description. 

 

After: 

This is the situation your customers want. Help them imagine what life 
would be like in that “different world” by using a positive, descriptive 

narrative.  
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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. 

You paint a picture of the realization of their dream, which is the opposite of 

their current negative feelings. Use the words and phrases you gathered in 

your earlier research that speak to your customers’ goals. 

 

Bridge:   

The bridge is the link your audience is missing to get them from ‘before’ to 

‘after’. Connect the two sections by introducing your product/service. 

The bridge demonstrates how your product or service solves their problem 

and leads to the outcomes they’ve dreamed of, and which will be theirs after 

they’ve purchased.   

 

Here’s an 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 
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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. 

 

How to Build The BAB 

Here are some ideas for drafting 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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Action Steps: 

1. Revisit the core message you drafted earlier. Recap on the 3 benefits 

you offer that deliver this core message. 

2. Take your chosen piece of copy and paint a picture of the 

transformation you’re promising by describing:  

a. The Before 

b. The After 

c. The Bridge citing your key benefit(s) 
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Lesson 2: Let Others Speak for You 

Learning Objective:  

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

your prospects feel confident they’re buying the right solution for them  

 

What Others Say 

Even if you won’t say it out loud, we care about what other people think and 

we take notice of what they say.  

That’s why most consumers do their own research on the Internet before 

they make a purchase. They want to see what past purchasers have said. 

People usually look at online reviews or ratings from those who’ve already 

bought your product or service. They trust that these comments give the 

real, unvarnished truth about a product, and they’ll be influenced to 

purchase (or not purchase) based on what they read. 

The impact of third-party reviews is significant because these comments are 

seen as unbiased, rather than your own copy which is judged as anything 

but neutral. 

The transformation picture you’ve painted in your copy 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. 
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How to Use Third Party Copy 

Rather than wait for followers to post haphazard comments, proactively 

collect them yourself. 

 

Testimonials 

You probably already use testimonials and positive comments to provide 

social proof. By putting them inside your sales copy, you can use them to 

strengthen your message. This could be a quote from a short sentence in an 

email or social media post, or a longer testimonial or complete case study on 

a sales page.  

Thinking of the end copy 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.  

For example, here’s a template you can use to give you that: 

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

the end of the course I had XXXX. 

Keep in mind your key marketing message too, so if the main benefit your 

customers are seeking is to save time: 

I bought the XX power grinder on Saturday and had my work finished 

by Sunday! I can’t believe it took so little time to do X for my kid’s 

room. I am truly a proud dad thanks to X. 

Testimonials Reviews and ratings
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Reviews and Ratings 

Customers are increasingly asked to give an opinion on their experience with 

a business. 

They’re asked to rate all sorts of interactions, from an online page to a 

customer support phone call. And consumers regularly consult these 

comments before making a purchase. 

Be proactive in collecting reviews. For example: 

 
 

➢ Always ask buyers to leave feedback. Remember, people are busy and 

may need a gentle reminder if they don’t act immediately. 

➢ Introduce a feedback process to your web pages and collect your own 

ratings.  

➢ Use industry sites appropriate to your business such as Amazon, Yelp, 

and TripAdvisor where customers frequently leave comments.    

Always ask buyers to leave feedback

Introduce a feedback process to your web pages and collect your 
own ratings

Use industry sites appropriate to your business
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Anticipate Objections with FAQs 

One thing you can be sure would-be buyers will bring up are objections, 

especially if they’ve seen a comment or low review on a third-party site. 

It’s best to handle these head-on. And you can do this effectively through a 

list of FAQs which you add to your long-form copy. Place it with a clickable 

link either at the bottom of your sales page or on a separate page. 

FAQs can also be a great way to highlight the features and benefits of your 

product or service. By providing potential customers with answers to their 

most common questions, you can help them see the value in what you’re 

offering and make the decision to buy from you. 

 

Action Steps:  

1. Gather testimonials you’ve received in the past.  

a. Decide how to integrate them into your chosen piece of copy. 

2. Pick one specific way to collect reviews (e.g., use a testimonial 

template, use an online feedback form, sign up to an online review 

site). 

3. List all objections for your offer. Turn them into Frequently Asked 

Questions (FAQs) to supplement your chosen piece of copy.   
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Lesson 3: Make Your Words Accessible 

Learning Objective:  

Choose writing and formatting that will make your copy quick to read and 

easily accessible 

 

Your Customers’ Language 

Copy means words. The words you choose and the way you present them 

can make all the difference to a potential buyer. 

Let’s recap on the importance of employing the language your audience uses 

so that your text speaks to your target market: 

 

➢ Match the language you use to the language they use. You 

identified words your audience uses earlier. Make sure you include 

these key words and phrases in your copy. 

➢ Focus on a real person, i.e. the customer persona you identified 

earlier  

➢ Write copy that's conversational and flows as if you're talking 

directly to that person 

Match the language you use to the language they use

Focus on a real person

Write copy that's conversational
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Scannable Text 

However long you spend perfecting your text, it’s unrealistic to expect 

visitors to read it in its entirety.  

The modern digital reader is looking for scannable text, so you need to 

become adept at writing it. You only have a small window to grab their 

attention and motivate them to read on.   

 

What is Scannable Content? 

You’re aiming to create visually appealing text that can be quickly scanned 

to pick up the main points. 

Here’s a list of the principal components of scannable text: 

 

Short sentences

Brief paragraphs

Bullet points

Clear headlines/sub-headings

Formatting to highlight key points

Plenty of whitespace and spaced lines 
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➢ Short sentences (max 3-4 in a paragraph) 

➢ Brief paragraphs (one idea per paragraph) 

➢ Bullet points 

➢ Clear headlines/sub-headings 

➢ Formatting to highlight key points (e.g., bold, italicized, underlined) 

➢ Plenty of whitespace and spaced lines  

 

Have a look at the text in the box below. Are you tempted to read it? 

 

 

You probably couldn’t be bothered to read it in its entirety, even though it 

was useful to you. Your customers will feel the same if you deliver large 

blocks of text like this. 

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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Always make your copy scannable and flowing logically so people can absorb 

it quickly. 

 

Layouts for Different Channels    

You’ve seen that there are many places where people can be directed to 

your sales copy. 

The channel that you use dictates the format and length of the copy. For 

example, a short product description on an eCommerce store or a short 

social media post won’t have the detail of a long sales page. 

Where you have limited space, choose your words very carefully and not 

waste them. Stick to your main message and create impact from the start. 

You might add visuals like graphics, images, graphs, or photos to convey 

more with fewer words and save you space. 

Let’s look at a few different layouts: 

 

SMS

Sales Posts for Social Media 

Sales Emails

Sales Pages 
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SMS 

The text for an SMS is probably the shortest piece of copy you can create as 

it’s limited to 160 characters. You need permission to market to someone in 

this way just like for email, but text messages are opened much more often 

than emails. This means they’re good for personalized exclusive offers and 

other promotions with a short clickable link to the cart. 

Your layout could look like this: 

 

➢ Greeting (optional) 

➢ Message 

➢ CTA 

➢ Short URL 

 

Here are a couple of examples:  

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

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

Hi Laura, Good news! The sofa you asked about is back in stock in the 

color you want. I’ve set it aside in your cart. Order by Friday 

http://sleepcushy.com/ 

Greeting 
(optional)

Message CTA Short URL
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Sales Posts for Social Media  

If you’re creating short copy, for example for a direct message or social 

media post linked to a sales cart, you’ll be using more words and your layout 

will look like this: 

 

➢ 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.  

 

Visuals will boost the impact of such a message.  

Headline 

Text

CTA
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Sales Emails 

Sales emails will be wordier with more steps for example: 

 
 

➢ Subject line 

➢ Personal greeting 

➢ Opening line 

➢ Text  

➢ CTA 

➢ Personal signoff 

➢ P.S. 

P.S.

Personal signoff

CTA

Text 

Opening line

Personal greeting

Subject line
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Sales Pages  

These will be the longest with this type of format: 

 

➢ Headline (and subheadings) 

➢ Introduction 

➢ Offer 

➢ Price 

➢ Testimonials 

➢ CTA 

➢ FAQs 

Headline & Subheadings

Introduction

Offer

Price

Testimonials

CTA

FAQs
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Action Steps: 

1. Create scannable text for your chosen piece (e.g., add bullets, increase 

white space). 

2. Draft the layout for your chosen piece of copy. Make sure it’s 

appropriate for where it will be placed. 

  

https://imfasttraining.com/


COPYWRITING THAT CONVERTS! 

 

 

Internet Marketing FAST                                                                                              https://www.imfasttraining.com 

47 

Module 4 - Polish Your Copy until 

It Shines 

Learning Objective: 

Add in the crucial elements that turn your copy from just OK to a high-

converting powerhouse for your business 

 

hroughout the course, you’ve been working on a draft of your sales 

copy. In this module, you’ll take a fresh look at it and add some high-

converting elements to encourage more sales. 

 

Your CTA 

Let’s look at probably the most important part of your copy: the call-to-

action, or CTA. 

You could write the most perfect copy, but if there’s no call-to-action, your 

readers won’t know what to do next. And that leads to lost sales. The CTA is 

what makes the sale happen. It’s where you can tweak the text and improve 

your conversion rate. 

If you were intending to design a button that reads, “Click here” or 

“Submit,” then think again.  

 

T 
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Add a Benefit  

The most effective CTAs include a benefit which speaks to the prospect’s 

challenge or goal.  

They need to see something valuable that will motivate them to click. 

For example, if you know your audience wants to have less stress in their 

lives, your button could say, “Click here for stress-free living” or “Click here 

to regain your calm center.” 

When you use the first-person perspective, this increases the impact even 

more. For example, “Start my free 30-day trial” instead of “Start your free 

30-day trial.” 

 

Create Your Button 

Your CTA is usually included in a button on your page and made to stand 

out, so it easily grabs people’s attention 

Here are some tips for effective CTA design: 

 

Make it highly visible 

Vary the size 

Contrast the colors

https://imfasttraining.com/


COPYWRITING THAT CONVERTS! 

 

 

Internet Marketing FAST                                                                                              https://www.imfasttraining.com 

49 

➢ Make it highly visible by using a bright color or eye-catching shape 

that fits within your brand colors    

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

➢ Ensure that your CTA button contrasts with the colors on the rest of 

the page so it stands out 

 

Where you place your CTA button and how many times it appears on the 

page will depend on your offer, your customers, and the type of page it’s on. 

If it’s a short post, you’ll usually have one CTA either in the middle or at the 

end. On a long sales page, you’ll have several CTA buttons strategically 

placed throughout, and then end with one. 

It’s not possible to give hard and fast rules about CTA placement, as it will 

depend on what your customers favor. This is something you can easily split 

test (which we’ll come back to later). 

 

Urgency And Scarcity 

Well-crafted CTAs can improve conversions. So can introducing the elements 

of urgency and scarcity into your copy. If you’re not familiar with this, read 

on. 

People don’t want to miss out and if you tell them there’s a limited number 

of something they’re thinking of buying, that can tip them over the line. The 

same is true if they only have a short time to make up their minds on a deal. 

They’re pressed to buy now while the clock is ticking. 
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Be Genuine  

If you use this tactic as an incentive to purchase, be genuine about it. It 

makes no sense to say there are only 20 online programs available, because 

everyone knows that hundreds can sign up for something digital and on-

demand. However, there is a legitimate reason why you can only offer 20 

one-on-one coaching slots to new clients in the next month. That’s because 

your time is limited.  

If you introduce restrictions either in time or amount, then be true to your 

word. If buyers must sign up by midnight tonight or miss out, at midnight 

tonight you change your offer. Inauthentic copy turns prospects cold, and 

they’ll go shop somewhere else. 

In a long sales page, you can expand on the scarcity/urgency elements and 

explain your reasons for the restrictions.    

 

Be Specific 

Avoid vague buttons that are standard but don’t communicate anything, 

such as: 

 

➢ While supplies last 

➢ Don’t miss out  

➢ Order before it’s too late 

While supplies last 

Don’t miss out

Order before it’s too late
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 Here are some examples that convey the precise restrictions: 

Urgency:  

 

➢ Expires in 12 hours 

➢ 50% off today only  

➢ Offer ends on X date 

➢ Special members discount today 

➢ Program starts Monday, sign up today 

Expires in 12 hours

50% off today only 

Offer ends on X date

Special members discount today

Program starts Monday, sign up today
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Scarcity: 

 
 

➢ Only 15 spots available   

➢ 100 bundles left  

➢ 10 slots only for new clients 

 

These elements won’t always be applicable to your offers but include them 

where you can. You could add a countdown clock or a number counter as a 

visual that communicates the need to buy. 

 

Tips for Polishing Copy 

Your copy needs to be logical and easy to read. Your number one task when 

you polish your copy is to make sure the layout is clean and clear.  

In an earlier lesson, we looked at different layouts that deliver. Let’s recap 

on the basic flow for most copy regardless of length: 

Only 15 spots 
available 

100 bundles 
left 

10 slots only for 
new clients
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➢ Headline 

➢ Text 

➢ CTA 

 

There are other steps to take before you decide your copy is good to go: 

 

Headline

Text

CTA

Add 
whitespace    

Increase impact 
with visual 
elements 

Don’t overdo it 
Check mobile 

layout

Remove clichés 
and overused 

words
Don’t use jargon 

Keep sentences 
and paragraphs 

short

Beware of 
colloquial 

expressions 

Use action verbs 
Include 

“because” to 
explain why 

Cut, cut, and cut 
again

Eliminate 
unnecessary, 

vague and 
redundant words

Check that your 
language is 
objective 

Check for 
grammar and 

spelling mistakes
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➢ Add whitespace     

➢ Increase impact with visual elements such as colors, different fonts, 

graphics, and images to stop people scrolling by. 

➢ Don’t overdo it though — readers don’t like busy or confusing layouts. 

➢ Check mobile layout. Make sure that you check how your copy looks 

on a mobile device (e.g., a two-column layout may look great on a PC 

but not work on a smartphone) 

➢ Remove clichés and overused words 

➢ Don’t use jargon or business-specific language if you want wide appeal 

➢ Keep sentences and paragraphs short 

➢ Beware of colloquial expressions which won’t be understood outside 

your country if you’re attracting a global audience 

➢ Use action verbs to increase impact rather than passive verbs 

➢ Include “because” to explain why and increase conversions (e.g., why 

your product is cheaper or why they should buy it today)  

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

➢ Eliminate unnecessary, vague, and redundant words: 

o Unnecessary and inaccurate words, for example: “It’s almost 

unique in the world.” Unique means there’s only one and can’t be 

qualified. 

o Vague, imprecise words such as really, a lot, always, never, 

absolutely, truly  

o Redundant adverbs, for example: 
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▪ “Tina shouted loudly at the taxi as it drove away.” It’s not 

possible to shout quietly, so the word ‘loudly’ is redundant. 

▪ “The spooked horse bolted hastily across the field.” It’s not 

possible to bolt slowly so ‘hastily’ is redundant.  

➢ Check that your language is objective and not exaggerated, for 

example avoid phrases like “Best in the universe”   

➢ Check for grammar and spelling mistakes 

 

Your copy should read naturally. When you think you’re ready, read your 

text out loud to check that it’s conversational in tone. If you’re struggling, 

there are tools to assist such as Hemingway Editor which will help you with 

readability and WordHippo to find synonyms. 

Don’t forget the purpose of this type of copy is to get people buying, so they 

must be able to do so quickly and easily. 
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Action Steps: 

1. Write 10 different copy options for your call-to-action button. 

2. Decide how you’re going to design your CTA button (e.g., colors, fonts, 

shape) and where you’re going to place it on your page. You can split 

test these later. 

3. Consider adding or improving visuals for your chosen piece of copy, 

noting what you could add to increase the impact.  

4. Take your chosen piece of copy and check it for language complexity 

with Hemmingway Editor. 

5. Use Your 20-Point Copywriting Checklist for your chosen piece of 

copy.  
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Module 5 - Optimize Your 

Conversions through Continuous 

Improvement 

Learning Objective:  

Pick the metrics to monitor and test your copy’s success so that you 

continuously improve and optimize conversions 

  

Sales Metrics 

ou can’t decide what to improve if you don’t have a baseline to 

measure against. This is why tracking the right metrics is so 

important: they measure your performance and your progress, and 

help you identify places for improvement. 

There are several different metrics you can use, but don’t choose too many 

to track at once, or you risk confusing and overwhelming yourself. 

Here are the key metrics to measure: 

 

Conversion Rate 

A “conversion” happens when someone takes the action you desire, which in 

this case is completing a purchase. This is the most important metric to 

track. 

Calculation 

Y 
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Conversion rate = n° of purchases ÷ n° of clicks x 100  

For example, if you get 3000 sales from 100,000 clicks, then you have a 3% 

conversion rate. 

If your copy isn’t converting at the rate you’d like, then look again to see if 

your text is speaking to your ideal customer.  

 

Click-Through Rate (CTR) 

Click-through rate, or CTR, is the number of people who click on the link in 

your copy. In the case of sales copy, that’s likely to be the CTA button.  

Calculation 

 

CTR = n° of clicks ÷ n° of people who see your sales page, email or 

ad x 100 

Conversion 
rate 

n° of 
purchases 

nº of clicks  100

CTR n° of clicks

n° of 
people who 

see your 
sales page, 
email or ad

100
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For example, if your email is opened by 2000 people and 100 click on the 

link you’ve sent, your CTR is 5%. 

If few people click the link in your copy, then try a different CTA button 

varying the text. 

 

Open Rate 

Open rate is a critical metric to track for emails. If people don’t open an 

email, they can’t click on your links which means you don’t get results.   

Calculation 

 

Open rate = total unique opens ÷ total recipients x 100 

For example, if you know that 200 emails have been delivered with no 

bounce backs, and 10 people open them, your open rate is 5%. 

If you’re finding that few people open your emails, then you need to test 

new subject lines. 

 

Open rate
total 

unique 
opens

total 
recipients

100
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Cart Abandon Rate  

Your sales copy is pitched to send a potential buyer to a shopping cart to 

complete the purchase. That’s where the money changes hands. 

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

through. This is called the cart abandon rate. 

Calculation   

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. 

 

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

 

For example, 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 and is good for flagging a 

potential issue. However, it doesn’t explain why someone abandoned their 

purchase. Did the person get distracted, go off to something else and forget 

to carry through the purchase? Was your shopping cart too difficult to use? 

Did you suddenly add postage to the total which wasn’t mentioned before? If 

1 (x ÷ y) 100
cart 

abandon 
rate %
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you’re seeing a high abandoned cart rate, you need to dig into why this is 

happening. 

 

Use Your Tech 

Don’t worry too much about the calculations. There’s tech to help you, 

especially from the services you use, for example from: 

 
 

➢ eCommerce platforms like Shopify, Squarespace, or Wix 

➢ Sales page builders like Instapage, ClickFunnels, or Leadpages 

➢ Paid ad providers on social channels such as Facebook 

➢ Email service providers for open rates 

 

Gather the data and periodically spend time analyzing the results and 

planning what changes you can make to improve your stats. 

eCommerce platforms like Shopify, Squarespace, or Wix

Sales page builders like Instapage, ClickFunnels, or Leadpages

Paid ad providers on social channels such as Facebook

Email service providers for open rates
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Split Test Your Copy  

No matter what research you do by talking to your customers or looking at 

what they’re posting online, you won’t know if your copy works until you test 

it. 

Split testing (also known as A/B testing) is the process of taking a piece of 

copy, making one small change, and trialing both versions to see which 

converts the strongest. 

Sometimes the smallest change can improve your conversion rate 

drastically. 

You can test out every aspect of your copy, for example: 

 

Layout

Font

Colors

Visuals

Content

Headlines/subject line

Subheadings
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➢ Layout 

➢ Font 

➢ Colors 

➢ Visuals (e.g., images, photos) 

➢ Content (body of the text) 

➢ Headlines/subject line 

➢ Subheadings 

 

For example, you could test just the text on your CTA button. To use an 

example from earlier, change one word and try “Start my free 30-day trial” 

instead of “Start your free 30-day trial.” In this way, you can see if using the 

first-person ‘my’ leads to more conversions than the third-person ‘you’. 

You could also test the color or the size or the shape of the button. 

But only test one thing at a time. If you were to change both the text and 

the color and you saw your conversion rate rising, you wouldn’t know which 

change was effective. The same is true for every aspect of your copy.  

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

You just need to decide what you want to test first. 

For example, you’re not sure whether you’re placing the CTA button in the 

right place. You want to see if you get a better click-through rate if it’s 

placed towards the beginning of the short post you’re writing rather than at 

the end. 

Or, you don’t know if you need a photo in your short copy. You want to see 

if you get a better conversion rate with one. These are great opportunities 
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for split-testing to determine if one small change can make a significant 

difference in sales. 

 

Tips For Split Testing 

Split testing isn’t a quick process if you approach it methodically. You need 

to let it run for a while to make the results useful. Keep your test live at 

least one or two weeks, or even more depending on the level of visibility 

your copy is getting. 

Don’t stop the test before the end of your testing period or introduce new 

elements that weren’t part of your original intention, or your results won’t be 

reliable. 

 

Action Steps: 

1. Review the analytics you can access via your existing platforms. Check 

that you can find data for conversion rates, click through rates, open 

rates, and cart abandon rates. 

2. Split test an aspect of your chosen piece of copy: 

a. Decide what you’re going to test (e.g., CTA button color, email 

subject title) 

b. Set up your first split test 

c. Evaluate the results by looking at the metrics 

d. Take steps to make changes as necessary. 
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Module 6 – Next Steps 

Learning Objective: 

Consolidate and implement your learning and plan future action steps so you 

can achieve the goals you set for this course. 

 

ou’ve made it to the end of the course, so now it’s time to reflect on 

what you’ve learned and plan what’s next. 

 

Review Frequently  

Once your copy is written and out there, that doesn’t mean you’re done. 

You need to keep the copy’s performance under review to ensure it’s 

delivering the conversion rate you want. 

Plan a review after three months to see what results you’re getting. Look at 

your metrics, but also identify exactly what in the copy itself is working. 

Keep an account of this to try it out for future sales copy. You might want to 

split-test another aspect that you believe is holding back sales. 

 

Skills Improvement 

You don’t need a degree to be a good copywriter, but you do have to learn 

and practice the craft, and that takes time. You can set yourself practice 

exercises weekly to get used to the process even if you don’t have copy to 

write just now. 

Y 
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Invest in your level of skill further by taking more training in copywriting, 

reading books on copywriting, and perhaps even finding a copywriting 

mentor. 

From time to time, reflect on your progress and congratulate yourself when 

your sales copy produces results. 

  

What You Learned 

This is a course you can refer back to time and time again, helping you 

whenever you want to refine your sales copywriting skills. It’s important to 

reflect on what you’ve learned, so answer these questions and complete the 

action plan in your Action Guide: 

 

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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➢ 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? 

 

 

Action Steps: 

1. Plan a three-month review of a new piece of copy to analyze results. 

2. Review the course thoroughly and answer the questions in your Action 

Guide. 

3. Use the action plan in the Action Guide to record your goals and what 

needs to happen next. 
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