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Unique — Explain how the benefits can't be found
elsewhere.
Ultra-specific — Don't be vague.

The 4 Us formula works well for
advertisements or social media copy. Find ways to
create a sense of urgency, like FOMO, as an
emotional trigger that gets the reader to act quickly.

5.The 4 C's Formula

« frel
W
Wil e

Clear — Make sure your copy is as clear as possible.
Concise — Keep it short and to the point.
Compelling — Spark some interest and grab the
attention in an irresistible way.
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Credible — Explain why the reader should trust
your product, service, or brand.

These are just general best practices that should
be followed with all of your copy. Regardless of the
length, goal, or distribution channel, the 4 C's are
ideal for beginner to prioritize.

6. ACCA Formula

Awareness — Identify the problem or situation at
hand.

Comprehension — Explain how the problem affects
the reader.

Conviction — Persuade the reader to follow your
solution.

Action — End with a strong call-to-action.

2
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After — This is how you'll feel once the problem has
been solved.

Bridge — This is how you get there.

We saw some copy earlier in this guide from
Basecamp as a “good example” that follows the BAB
formula.

3.The 4 P’s Formula

Picture — Grab the reader’s attention by painting a
picture that creates desire.

Promise — Explain how the offering delivers that
desire.

Prove — Use evidence to support that promise.

Push — Convince the reader to commit.
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The 4 P's formula takes a unique approach to
conversions. This type of copy gets the reader to
commit by proving that you can deliver a promise.

4.The 4 U’s Formula

Useful — How can you help the reader?
Urgent — Create a sense of urgency.
2
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10 Copywriting Formulas

If you're new to copywriting, you can follow
different formulas to guide you through the process.
There are dozens of different copywriting formulas
out there. Think of these copywriting formulas as a
quick template or cheat sheet.

1. FAB Formula

This is one of the most basic copywriting
strategies that you can follow. Instead of just listing
the features of a product or service, you need to find
ways to highlight the end results and take away the
user will get.

Features — What are you offering?
19
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Advantages — How does it help solve a problem or
make things better?

Benefits — What does the reader get out of this?

The FAB formula is perfect for copy related to
products or services.

2. BAB Formula

The BAB formula is ideal for storytelling. It's
designed to identify pain points being felt by the
reader.

Before — This is what your life is like now.

20
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Thinking — The reader has identified a potential
need.
Hurting — They have a problem that desperately
needs to be solved.

As you can see, the copy should be written
differently depending on which stage of OATH
you're trying to target.

9. PAS Formula

Problem — Identify the problem at hand.
Agitate — Explain the negative impact of having this
problem.
Solve — Offer a solution.

The PAS formula goes beyond just identifying a
problem. It invokes fear in the reader by explaining





OEBPS/Image00027.jpg
what could happen to them if the problem isn't
solved.

10. The “Objections” Formula

Write copy that addresses common objections a
reader could have with your offering.

Don't have time? It takes just 15 minutes. Don't
have money? We offer financing. It won't work for
you? Here's our money-back guarantee. Don't
believe me? Here are statistics to back up our claims.

2
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Compared to the other formulas on our list, the
ACCA formula is different because of the
“comprehension” phase. It's your job to give the
reader a deeper understanding of the problem and
solution. Tell people what's happening and how it
affects them before diving into the CTA.

7.“So What?” Formula

The idea behind this formula is simple. Every
time you make a statement, ask yourself, “so what?”
This forces you to explain the benefits in greater
detail.
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The first part of that copy isn't useful without
the “so what” aspect.

8. OATH Formula

The OATH formula forces you to write copy
that's audience-specific. It can help you write unique
copy based on the reader’s market awareness of your
brand, product, or service.

Oblivious — Reader has no clue about your brand or
offer.

Apathetic — They are aware of you but uninterested
or indifferent.

2%
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So whether you're looking to start a carcer as a
freelance copywriter or just want to improve the
copy for your own business, this guide will give you
the blueprint for getting your feet wet with
copywriting.
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Introduction

Copywriting has become one of the most in-
demand skills of 2020. In fact, copywriting jobs can
pay upwards of $100k per year.

Why? Every business can benefit from someone
who writes great copy. From startups to Fortune 500s
and everything in between, copywriting can make or
break the success of an organization.

The truth of the matter is this; anyone can
become a copywriter. You don’t need a degree or
specialized training to master this skill.

3
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But copywriting is much more than just words.
Great copy tells a compelling story and represents
your brand image. It pulls on the strings that trigger
the decision-making process for whoever reads what
you're writing.

Copywriting doesn't sell products or services; it
sells emotion and lifestyle.

According to Google Trends, the global interest
in copywriting is currently at an all-time high, based
on search data over the last ten years.

That's why it's so important today, more than
ever before, to master your copywriting skills.
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‘What is Copywriting?

Copywriting is the art of writing text for
marketing purposes. Its designed to sell your
products or services while establishing a voice for
your brand.

The main intention of copywriting is to
persuade people to take a particular action, whether
it's purchasing, signing up for something, or any
other type of conversion.

Copywriting comes in many different forms —
advertisements, web pages, brochures, white papers,
social media content, and company taglines would all
fall into the copywriting category, and that's just
barely scratching the surface.

5
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When people discover an error in copy,
especially short-form copy, it gives them a negative
perception of the brand, product, or service. A
spelling error on a homepage or sales email that's just
afew lines long is much more significant.

So ignore the urge to rush through this process.
Run your text through editing software. Read it out
loud. Double and triple-check it before you go live.
Have someone else proof your work if necessary.

2. Persuasion

Great copy is persuasive. You must write in a
way that convinces someone to complete the desired
action.
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Elements of Great Copywriting

There are certain elements that can take
average copy and bring it to that next level. These are
the top ten that you should be focusing on as a
beginner:

1. Grammatically Sound

This should go without saying, but you'd be
surprised how often I find errors in copy. If your text
has spelling or grammar errors, it can have an
adverse effect on your ultimate goal.
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keywords that will help your pages rank high in
SERPs (search engine page resuls).

There are lots of factors that go into high-
ranking content; keywords are just one of them.
While SEO-friendly text is important, it won't
necessarily make or break you. So don’t force
keywords if it hurts the quality of your copy.

6. Direct

Great copy is straight to the point. You must be
able to convey your message in as few words as
possible. Use short sentences, short paragraphs, and
avoid “fluff” or “filler” phrasing.

2





OEBPS/Image00012.jpg
Learn how to write copy that's punchy. If you
use long sentences, it’s easy for the reader to get
distracted or lost along the way.

There are certain exceptions to grammar rules if

you're being direct. For example, you could write
three one-word sentences in a row to illustrate a

point.
7. Captivating Lead

The best copy begins with a stunning lead.
Whether it's a headline, subheader, subject line, or
introductory phrases, you need to find a way to
capture the attention of readers.
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Avoid slang and acronyms at all costs. Slang is
usually perceived as unprofessional (unless that's
part of your brand image), and you can't assume that
everyone is familiar with the acronyms that you're
using.

-

Great copywriters know how to take a complex
subject and explain it in terms that a fifth-grader can
understand.

4. Strong Call-to-Action (CTA)

Explaining your brand, products, services, or
company mission is just half of the battle. You also

10
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need to leave your audience with a clear direction of
action.

What's the ultimate goal of your copy? It
should be clear to whoever is reading it.

If you want people to buy something, make
sure that message has been conveyed. People
shouldn't be left wondering what to do. Write CTAs
that drive conversions.

5.SEO Friendly
This element s exclusive to website copy.

It's always in your best interest to write text
that makes your content search-friendly. Use

1
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Why should someone buy your product? Why
should they sign up for your email newsletter?

You're not selling watches; you're selling
luxury. You're not selling insurance; you're selling
protection. Identify the emotions that you're trying to
trigger from the reader, and find the right word
combination to reach those feelings.

3.Jargon-Free

Leave industry-specific terms out of your copy.

If you're a lawyer, someone without legal
training should be able to understand what you're
saying. If you're a doctor, make sure anyone outside
of the medical field can comprehend your copy.
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One of the best ways to get good at copywriting
fast is to read the copy out loud! People often don’t
write how they speak and that can result in a
confusing or overly wordy message. Reading the
copy out loud will help you better determine if it
needs to be tightened, and whether things need to be
clarified. You can even read the copy to coworkers
and seek their input.

So, taking a break to read your copy out loud
can help you focus more on the task at hand and
make your copywriting that much better!

18. Don’t Beat Around the Bush
S 3

Use facts. The easiest thing to do in
copywriting is to exaggerate whatever you're trying
to sell. For example, you may say that hundreds of
thousands of people bought the product last year.
Instead, use the exact statistic. “125387 people

50
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bought our phone case in 2018.” This sounds better
and shows that you aren't making things up to show
that the product is more successful than it really is.

Be direct. The worst practice in copy is being
indirect and suggestive. When you're urging a
customer and trying to gain more sales for a product,
never say things like “you should try” or “if you'd
like to join.” These phrases are pointless and lead to a
boring. experience. Instead, tell the
consumer exactly what you want them to do. “Sign
up now” or “Click here to buy” will receive many
‘more clicks, views, and purchases.
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10. Clear Understanding of the Offering

It's a common mistake for beginner copywriters
to dive directly into the writing process. But you
shouldn't start writing a single word until you have a
firm grasp of the product, service, brand, or offer.

Let's say you're a freelancer that gets hired by a
business to create landing page copy. Depending on
the complexity of the offering, it could take you
hours or days before you would even consider
writing anything.

If you don't have a clear understanding of the
offer, it's impossible for you to convey that message
to another person.
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The tone of email copy will vary from the
delivery style of product pages and landing pages.

So don't just blindly write copy without
understanding how it will be consumed. Always
know what distribution channel you're writing for,
and adjust accordingly.

9. Audience Awareness

In addition to the distribution method, you
need to have a clear understanding of who will be
reading your copy.

A person on your homepage might not be

familiar with your brand, whereas an email

subscriber already knows who you are. So you won't
16
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necessarily have to introduce yourself and share your
brand story in every email campaign. That's a waste
of valuable text, and the repetitive nature can quickly
lose the attention of your audience.

Create copy that's appealing to your specific
niche. Don't try to target everyone. A business that
sells surfboards and skateboards doesn't have the
same audience as a B2B selling enterprise SaaS. Know
the difference.
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Use action words as an attention grabber. You
could start off by using a statistic, number, or
enticing fact.

There's an age-old copywriting adage that says
the purpose of a headline is to get someone to read
your first line. The purpose of your first line is to get
people to read your second line, and so on. So if your
lead doesn't captivate your audience, the rest of your
copy won't stand a chance.

8. Channel Specific

Each piece of copy you write can't necessarily
be repurposed or re-used on every marketing
channel. Landing pages should have different copy
than a billboard. Emails should have different copy
than a social media post.

1
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Even if you're promoting the same exact
product or promotion, you need to write uniquely for
every distribution method.

The tone, style, length, and delivery are just a
handful of factors that you'll want to switch up based
on the channel. Generally speaking, copy gets longer
the further down the sales funnel.

While this isn't necessary a tried and true rule,
it applies in most scenarios. A billboard for brand
awareness won't be more than a few words. Your
homepage copy will have less text than an interior
landing page. Product pages will be a little more
descriptive than a landing page.

15
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could get scammed, ripped off, underpaid, or waste
time on the wrong technique or style.

So, you need guidance from more experienced
copywriters. Peers and mentors can also critique
your work, which helps you improve much faster
than when you have no one checking you.

Take advantage of all the free materials.
are plenty to keep you busy as a beginner.

17. Read it Aloud

a9
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secondary. Our approach to writing meaningful
content begins with personification of the brand. If
your brand were a person, what would they say, and
- more importantly - how would they say it? By
writing for your consumer and not your
shareholders, you create true content, not just copy.

12. Develop a Brand Voice

Practice and develop your brand voice. Find
ways to define the voice of each brand you write for;
put a face to the customer and think of that person as
you're writing. Consistently ask yourself if you're
still speaking directly to them. This may feel like an
awkward practice at first, but the more you do it, the
stronger your copywriting skills will be!
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13. Don't Skimp on Good Copy

To be successful in today’s ever-growing world
of content writing, you have to be diligent in creating
good copy consistently. Someone will remember that
bad piece of copy you wrote, and saving a little time
isn't worth the bad press.

Remember, 5.8 million blogs are shared every
day. So, the main thing to keep in mind is that your
content has to stand out. No matter how great your
initial idea is, it won't retain the interest of the reader
if the content isn’t informative and high quality.
Include important links early on, and break up the
post with vibrant images and bullet points.

14. Build Relationships
If you're going to be a successful content writer,

you need to start building connections straight out of
%
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Next, make your text scannable. It's difficult to
read long blocks of text. Optimize your text for
maximum readability by making it easy to read as
possible. This includes incorporating things like:
headlines and subtitles

bullet points

numbered lists

images with captions

YouTube videos

charts

CTAs (ie. Sign up Now, Read Now, Learn
More, etc.)

switching the cadence of your text (making
sure you don't just write in short or long
sentences

11. Write Content, Not Copy

The difference between copywriting and
content writing comes down to voice. Copywriting
presents the brand as a product; content writing
presents the brand as a person. Why does this
matter? Brands have sales quotas; people have
values. Brands have ads; people have feelings and
opinions.
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The job role of a copywriter and content writer
may appear to be the same at first glance: write
words on behalf of a brand. However, the difference
lies in the intent of the words. A copywriter seeks to
create value for the brand; a content writer seeks to
create value for the consumer (thus adding value to
the brand). Copy is for the shareholders, content is

for the consumer.

Today’s consumer is more savvy than ever
before, meaning that they're likely to be more
sensitive to advertising. One of the biggest mistakes a
brand can make is to cause consumers to feel
advertised to. Consumers look to brands to add
value, and the most effective content puts the
consumer value upfront, with the brand value as

a
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Convey key messaging, too. Well-crafted copy
brings your company’s tone, values and aspirations
and any other company messaging together into a
coherent whole.

A few other tips are:

+ consider your audience

+ use active voice

+ be personal

« appeal to emotion

+ know your value — and demonstrate it

In the end, the copy you produce shouldn’t

leave any questions about the value of your product
or service unanswered. Your audience wants to know
why they should take action and oftentimes your
copy has to tell them why your offer stands out.

9. Develop an Editing Process

It's important to develop an editing process. If
you don't edit your content, you'll find that your
posts contain fluff that distracts from your core
message.

a
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Simplify as much as possible. When someone is
on the internet, you don’t have their full attention.
Therefore, it's extremely important to use simple
language that they can easily digest. Even though
your readers are smart, most of them won't want to
expend mental energy trying to read through
complicated concepts. They'll simply decide to click
the back button, and you might never see them again.

10. Devote Time to Your Headline

Spend 80% of time writing your title and only
20% on the actual text. Spend the majority of your
time on writing your titles! Whether it's a blog post,
webpage, landing page, email (this would be the
subject line) most people will read your title and
decide if they want to continue reading based on that
alone. Titles should be as impactful as possible.

a2
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7. Master Subject Matter

Become a subject matter expert. This is
challenging when you're a beginner because you
have to take any client that will come to you.
Ultimately, work toward focusing your efforts in one
industry, such as healthcare, technology, retail, or
finance. You'll be more valuable to potential clients
when you don’t need to learn the lingo to write
convincing copy that sells.

Become an expert storyteller, too. Whether
you're writing a blog post or an ad, stories sell. Learn
how to interview people and write a compelling
narrative. It serves as a convincing lede in long-form
content, such as blog posts, and engages your

39





OEBPS/Image00039.jpg
audience quickly in ads, email copy, and social media
posts.

8. Know Your Value

Keep it simple. As Shakespeare said, brevity is
the soul of wit. To me, effective communication
should be brief and concise. Good copy is written
using language that's clear, easy to understand,
succinct and simple.

Also, draft an effective headline. Good copy
lures the reader in by building off of the previous line
of copy and compelling them to read the next line.
And more often than not, a well-crafted headline will
determine whether your reader even moves into the
body copy.
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the gate. When you begin to contribute to a specific
blog or site, be sure to connect with anyone else
doing the same. A newly-found colleague may share
another site that beads copywriters, and before long
you'll have several clients and a sustainable
copywriting business.

15. Establish a Voice and Proofread

Think about your brand voice and keep it
universal. Hubspot's brand voice guideis a must-
read to understand why it's important for your copy
to convey the values and style that customers will
associate with your company. Do you want to sound
approachable or sassy? You can't be both. Brand
voice helps tone and style stay unified.

Proofread. Spellcheck helps catch a lot of basic
errors, but on its own it can still miss problematic
grammatical and spelling mistakes. The Grammarly
plugin is a must for catching mistakes when they

@
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happen. If you have the budget, it's worth paying
someone to do a quick edit of your copy.

Walls of text are horrible, but so are single
sentence paragraphs. The structure and layout of
your copy is important because it helps guide your
readers through it. It's necessary to strike a balance
between super long paragraphs and super short ones.
Generally three to five sentences is fine.

When in doubt, hire a professional. As a small
business owner, time is your greatest asset, so if you
can use it to grow your business by focusing on
something other than copywriting, don't be afraid to
do that.

16. Recruit a Mentor

Find a tribe and mentor. These will fast track
your progress big time. Doing it on your own s okay,
but it takes tons of time, self-discipline, and risk. You

a8
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Lastly, hit the key pain points. When you're
iting copy, it pays to know exactly what your
clients’ biggest problems are. And no, T don't just
mean their general problems, like they want to lose
weight or make money. You want to grind this down
to be as specific as possible.

When it comes to writing copy, emphasizing on
the pain points over and over again is where the
money’s at.

3. Maintain Conversational Copy

One of the common copywriting mistakes
brands make is writing in a way that's too formal and
robotic—it doesn’t feel naturall What makes
copywriting a different form of writing is that it's
‘meant to compel your target audience to emotionally
connect with your message and take action.
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A way to easily transform bland content into
great copywriting is to relay your message in the
same manner you would when speaking to a friend.
This means explaining things in simple ways while
being descriptive. It also means using contractions to
mimic a conversational tone.

Instead of saying, “As a result of working with
me, you will gain clarity and examine how to get past
the emotional hurdles that are pulling you down,”
try this instead: “Together we'll look at what's
making you feel heavy and create an easy plan that'll
get to the heart of your concerns so that you feel
good again.”

Ditch the jargon and formal writing (sometimes
even forgoing traditional grammar rules!) and write
for impact. If you speak in your audience’s language,
they'Il hear your message —and act!

4.Use Hemingway's Help

Use the Hemingway App. It's the best §20 T
have spent on my business. The app lets you know
when your sentences get long or when you're using
complex language. It won't help you write a classic
American novel, but it's great for creating punchy
copy that converts.
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1. Keep Writing

When you first start out, the most important
thing is to keep writing. If you don’t have paying
client work, use that time to send cold emails with
ideas to people you'd like to write for, write articles
on Medium, answer questions on Quora, join groups
on Reddit, and start blogging. The more you write,
the better you get. Plus, the stronger your portfolio,
the more clients will trust you and hire you. And,
when you can't possibly write anything else, read
and study what other copywriters are doing.
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2. Focus on Benefits, Not Features

Start with your ideal customer. When you're
writing copy, you should know exactly who it is
you're talking to. Some people even create an avatar,
which is the exact person they’re trying to market to.

a
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For example, if you're selling a fitness product, don’t
just stop there. Ask yourself, “Who is my ideal
customer? What is their body type? What's their
age?” The more specific you can get, the better. Think
of their age, their height, their gender, what they do
for work, and more.

Secondly, focus on the benefits, not the
features.

Features are things that make the product
different than others. For example, a car might have a
deluxe package that includes numerous features,
such as better air conditioning, leather seats, and a
better steering wheel.

Instead of focusing on the features, however,
emphasize the benefits. Tell your client about how
the deluxe package will help keep them cool on hot
summer days, or how it will provide them with a
more comfortable driving experience.
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If you're struggling you can always use a
copywriting formula to guide you through the
process.

20
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Ultimate Copywriting Tips for Beginners

Copywriting is no piece of cake. Good copy
needs to walk a fine line between encouraging action
from consumers without sounding too pushy. No
matter where your copy is, it needs to be punchy and
catch someone’s attention.

1t's a tall order, but copywriting s essential for
businesses. Why? Well, because it persuades
consumers to interact with your company. Copy isn't
all about selling; sometimes it's getting readers to
sign up for a newsletter, schedule a call, or download
gated content. Either way, copywriting brings in
leads and keeps readers interested in your brand.

It's no secret that the skill will take some time to
properly acquire. That's why we've spoken with
some  professionals on what copywriting tips

beginners can learn from.
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Tips For Improving Your Copy Right Now

Like anything else, the best way to improve
your copy right now is with practice. Every piece of
copy you write won't be the best of all time. But with
practice, you'll get much better.

As a beginner, you should master shorter copy
before you tackle larger projects. Start with headlines
and value propositions before you move to landing
pages or white papers.

Be conversational. Write the way that you talk.
Spend more time researching and planning than you
do actually writing.
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Do extensive competitor research when writing
a new article, blog post, or copy for a webpage. One
of the easiest ways to do this research is to take the
target keyword you plan to write on, google it, and
read through the posts or pages of the sites that rank
for that keyword. They'll offer you direction on what
readers currently value and what Google thinks is the
top resource for that keyword. For example, if you're
writing an article on copywriting tips, google
“copywriting tips’ and review the top results for:

+ how long the article is by word count

what additional resources are included in the
article like graphs or examples
what types of tips are offered
how the page is formatted
You certainly shouldn'’t copy the top posts, but
you should aim to make your piece more informative
than top competitor posts. Combining elements from
the top posts in particular will be helpful. Also, pay
attention to the titles and meta descriptions of top
posts. They're clues to what you should address in
your title and meta description. For example, should
you include ranking language like “27 Top
Copywriting Tips” or include (Examples for Success)
at the end of the article?
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Outline your copy first. Then, write section
headers. Then, fill out your content. Great online
copy can be skimmed. With this writing process your
content will read well to someone scrolling. Busy
people will get the gist of your message and convert.

5. Tell Stories Whenever Possible

Write in the active voice. This is encouraged for
every bit of writing from emails to copy to articles
and novels. It can be a hard habit to break, but copy
in the active voice crushes passive voice copy.

36
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Tell a story wherever possible, but keep your
stories straight. Don’t get carried away, your copy is
always written with a goal to accomplish (that's what
makes it copy, not a different form of writing).

Benefits make sales, features make fails.
Features are aspects of a product or service that
differentiate it from others. Benefits are the ways in
which those points of differentiation translate into
value for your target audience. Expressing a product
or service in terms of what it can do to provide value
to your readers (benefits) is much more effective than
listing features.

6. Do Competitor Research
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