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“THE WRITTEN WORD IS  THE STRONGEST

SOURCE OF POWER IN THE ENTIRE UNIVERSE. ”

– GARY HALBERT –

INTRODUCTION



Why is good copywriting so effective in turning website visitors into buyers?

The reason is that there are secrets and techniques copywriters know and use to elicit an emotional 
response from their readers. 

This is why businesses pay good copywriters so much for their services. 

In this short guide, you'll learn the top 10 secrets that are the foundation of all excellent copy.

You are about to discover the secrets behind the world's greatest marketing copy
and persuasive sales letters. 

By the end of the guide, you'll be able to put these secrets to work for yourself so that you, too, can 
craft and assemble better copy for your business - copy that converts.



“Copy is not written. If anyone tells you ‘you write 
copy’, sneer at them. 

Copy is not written. Copy is assembled. You do not 
write copy, you assemble it. 

You are working with a series of building blocks, you 
are putting the building blocks together, and then 
you are putting them in certain structures, you are 
building a little city of desire for your person to come 
and live in.”

– Eugene Schwartz –



COPYWRITING SECRET #1

GOOD COPYWRITING ISN'T 
"GOOD"; IT'S EFFECTIVE



Copywriting isn't "great writing." It's not supposed to be. Its purpose is to urge the reader to take action. 

A copywriter's job isn't to create beautifully written work, but to communicate the offer's value to the 
audience.

In the language of copywriting, there is no "good" or "bad." There is only "effective" and "ineffective." 

Copywriters test their copy, and they make decisions based on the objective data these tests yield. 

In copywriting, you don't rely on your own personal judgment or opinions about the writing. Instead, 
you use the wording that works.

For example, you might have a headline that seems too short or whose wording seems funny. You 
might have another alternate headline that you like better. 

You can run both and see which performs better, or "test out" your copy by asking a friend or colleague
to read it and tell you which they find more enticing.



“The real fact of the matter is that nobody reads ads.
People read what interests them.
Sometimes it’s an ad.”

– Howard Gossage –



COPYWRITING SECRET #2

FOCUS ON THE READER



Promotional copy tells the customer about an offer, but actually, the text is all about the reader. 

When good copy discusses the features of a product, what it's really doing is telling the reader the 
benefits; in other words, how these features translate into a better life for the reader.

• Hiking shoes made of the latest high-tech material provide comfort so you can hike longer without
any pain.

• A comprehensive internet security package doesn't offer high-grade encryption and unique
features; it gives you peace of mind and a good night's sleep.

• An app that helps you search for nearby restaurants gives you a satisfied stomach.

Your copy should always come back around to the reader and how your offer helps them. Write in a 
conversational tone that sounds like a person talking to a friend.

Emphasize the reader's life, even when discussing the details of your offer. The customer is asking, 
"What's in it for me." Your copy should provide the answer.



“All the elements in an advertisement Are primarily 
designed to do one thing and one thing only: get you 
to read the first sentence of the copy.”

– Joseph Sugarman –



COPYWRITING SECRET #3

FOCUS ON THE PROBLEM



People shop for products or look for content because they're looking for a solution to a problem. 

It could be a severe problem, like the threat of malware or bankruptcy, or it could be a very light 
problem, like looking for a good lunch. But there's always a problem the customer is trying to solve.

As a copywriter, you need to identify this problem and show the reader how your offer is the solution. 
You can go even further by asking them to imagine how things will worsen if they don't solve the 
problem, sooner rather than later. 

For example, the problem may be that the customer's business isn't doing well. If things continue this 
way, it could mean the end of their business. 

Another example is an exercise program. You feel lousy and out-of-shape now, but what about a 
few years from now if you don't get in shape?

When you frame your offer as the solution to a real problem that the customer is contending with 
now, you push a very powerful emotional button.

This button urges the reader to take action.



“Let’s get to the heart of the matter. The power, the 
force, the overwhelming urge to own that makes 
advertising work, comes from the market itself, and 
not from the copy. 

Copy cannot create desire for a product. 

It can only take the hopes, dreams, fears and desires 
that already exists in the hearts of millions of people, 
and focus those already existing desires onto a
particular product. 

This is the copy writer’s task: not to create this mass 
desire – but to channel and direct it.”

– Eugene Schwartz –



COPYWRITING SECRET #4

THE BATTLE AGAINST DOUBT



Another thing that's going through your customer's mind is doubt. 

Your copy is your weapon against this doubt.

As a reader reads your copy, they're asking all kinds of questions in their mind. They say "no" until it tips 
in their favor, and enough doubt is removed to get to "yes." 

The reader doesn't expect the offer to solve their problem. He or she anticipates that it won't help 
them. Your copy needs to let the reader know that it will.

For the customer, there is risk involved.

• What if the product isn't as they'd expected?
• What if it doesn't solve their problem?
• Why should I buy from these people instead of those people? 

Your copy should address and put to rest any potential doubts your customer may have. Removing 
doubt is also a good way to keep the customer buying from you rather than from another company. 

If people have two options, but one seems a little risky, they're much more likely to ditch it altogether 
and choose the risk-free option. That should be you, and your copy should tell them why.



“Your job is not to write copy. Your job is to know 
your visitors, customers and prospects so well, you 
understand the situation they’re in right now, where
they’d like to be, and exactly how your solution can 
and will get them to their ideal self.”

– Joanna Wiebe –



COPYWRITING SECRET #5

IMAGINE THE END RESULT



A great deal of good copywriting asks the reader to imagine a possible future where their problem is 
solved, courtesy of your offer.

This is a great strategy, and if you can provide the imagined future your customer is hoping for, your 
copy will work.

If possible, add a timeframe to your offer. Tell the reader how long it will take until they get from their 
problem-ridden present to this ideal potential future. 

You don't have to paint a grandiose picture of this future. Just emphasize it in the wording of your 
copy. Think of Domino's Pizza's promise to its customers:

"Hot fresh pizza delivered to your door in 30 minutes or it's free."

It leads the customer to imagine opening their door 30 minutes from now and smelling that pizza.

Domino's Pizza's slogan is even more effective because in one neat sentence, it also removes the 
customer's doubts: "What if the pizza doesn't come or isn't hot and fresh?" The answer: "or it's free."

Try to create an image in the customer's mind that's so real they can feel it. Use the five senses and 
paint a vivid picture of what life will be like after the customer takes you up on the offer.



“Here’s the only thing you’re selling, no matter what 
business you’re in and what you ship: you’re selling 
your prospects a better version of themselves.”

– Joanna Wiebe –



“CREDIBILITY COMES FROM RESULTS.

EVERYTHING ELSE IS  JUST MARKETING. ”

– RICHIE NORTON –

COPYWRITING SECRET #6

BUILD CREDIBILITY



You can never do too much to quell the reader's doubts and feelings of risk. Credibility is a major factor 
in which company we choose to buy from. 

Your copywriting should work hard to establish your company's credibility. Once this is done, you've 
removed even more doubt from the reader's mind.

Or, as the Greek philosopher Aristotle said: “A statement is persuasive and credible either because it is 
directly self-evident or because it appears to be proved from other statements that are so.”

One way to establish this credibility is through social proof.

Get your happy customers to write you testimonials or engage with you on social media.

Reach out to big names your customers would know and ask for an endorsement. The words of others 
are more potent than the words of the company itself.

Back up any claims, you can with facts and figures. Present data that will prove what you're saying to 
your readers. Give them a way to verify what you're saying on their own.

One more way to establish credibility is to offer guarantees and refunds. 

Let the customer know that if the offer doesn't turn out to be all you've said it is, they can get their 
money back with no risk whatsoever.



“The greatest thing you have working for you is not 
the photo you take or the picture you paint; it’s the 
imagination of the consumer. 

They have no budget, they have no time limit, and if 
you can get into that space, your ad can run all day.”

– Don Draper –



COPYWRITING SECRET #7

THE "SO WHAT" TEST



Your copy needs to show that you offer something unique that nobody else does. If there's no unique 
reason to buy from you, your reader will buy from someone else. 

Your copy needs to convey how your offer uniquely solves their problem.

An excellent way to do this is the "So What" test. Go through your writing and for each statement, ask 
yourself, "So what?"

This is exactly what the reader is doing as they read. Answer this question in their mind.

If something doesn't pass the so-what test, you have two options. If it's not essential, take it out. Your 
copy should be stripped down to only the most vital text.

If something is important and you need to keep it in, but it doesn't do well in the so-what test, clarify it.

Change the wording so that it answers the "so what." Explain exactly why this statement is so essential 
to solving your customer's problem.

The so-what test is one way that copywriters tighten up their copy. They eliminate anything that's not
entirely essential. 

This is important because every single word of your copy should lead the reader to take action and 
take you up on your offer. There shouldn't be any fluff.



“The mind thinks in pictures, you know. One good
illustration is worth a thousand words.

But one clear picture built up in the reader’s mind by
your words is worth a thousand drawings, for the
reader colors that picture with his own imagination,
which is more potent than all the brushes of all the
world’s artists.”

– Robert Collier –



“THE DIFFERENCE BETWEEN THE ALMOST RIGHT 

WORD AND THE RIGHT WORD IS  THE DIFFERENCE 

BETWEEN THE L IGHTNING BUG AND THE L IGHTNING. ”

- MARK TWAIN -

COPYWRITING SECRET #8

THE IMPORTANCE OF WORDING



Certain wording works, and certain wording doesn't. Although there are some hard and fast rules, you 
learn much of it through trial and error and by testing copy. 

Basically, choose wording that refers to the benefits the customer will get for taking you up on your 
offer. 

For example, it's generally good to avoid generic phrases like "Buy Now," "Click Here" and "Sign Up 
Now." Instead, refer specifically to what the reader is getting: "Give me a free trial now" or "Claim your 
_________ today."

Nobody gets excited about buying now, clicking here or signing up now. Your reader isn't
chomping at the bit to do any of these things as they're reading your copy. 

What they're thinking about is how to solve the problem or get out of the situation facing them. 

An excellent way to discover the wording your audience responds to is to split-test.

Run two different versions of your copy with only the wording changed and see which one performs 
better. You can also look at the copy of other companies in your industry for ideas.

Slight changes in wording have a significant effect on how copy performs, so pay close attention to 
your copy's wording. Especially your headline … as this is the most critical part of your copy.



“Make your copy straightforward to read, understand 
and use. Use easy words; those that are used for 
everyday speech. 

Use phrases that are not too imprecise and very 
understandable. 

Do not be too stuffy; remove pompous words and 
substitute them with plain words. Minimize 
complicated gimmicks and constructions.

If you can’t give the data directly and briefly, you 
must consider writing the copy again.”

– Jay Abraham –



COPYWRITING SECRET #9

APPEAL TO EMOTIONS



It's a simple truth about human beings that we don't make buying decisions based on objective data
or facts. 

95% of our "Purchasing Decisions" are subconscious says, Harvard Professor Gerald Zaltman, in his 
book, How Customers Think.

We buy because we have a desire for something specific and the benefits it will bring. This desire and 
its associated feelings are the real reasons, and your copy should appeal to them.

How do you appeal to the buyer's emotions? 

First, you have to know them. You have to understand your customers well and what motivates them 
to take action and buy. 

Copywriters spend a great deal of time researching their audience before they write a single word.

Make a profile of your target market that includes both demographics and psychographics. 
Psychographics refers to data about people's feelings, goals, attitudes, self-image, and so on. 

You have to understand how your readers feel in relation to their problems, their purchases, and your 
product.



“The vast majority of products are sold because of 
the need for love, the fear of shame, the pride of 
achievement, the drive for recognition, the yearning 
to feel important, the urge to look attractive, the lust 
for power, the longing for romance, the need to feel 
secure, the terror of facing the unknown, the
lifelong hunger for self-esteem and so on.

Emotions are the fire of human motivation, the 
combustible force that secretly drives most decisions 
to buy. When your marketing harnesses those forces 
correctly you will generate explosive increases in 
response.”

– Gary Bencivenga –



“THE MOST POWERFUL ELEMENT

IN ADVERTISING IS  THE TRUTH. ”

– WILLIAM BERNBACH –

COPYWRITING SECRET #10

GOOD COPY TELLS THE TRUTH



There are all kinds of techniques you can learn to make your copy more persuasive, and there's a good 
chance that they'll increase your conversions. 

But ultimately, there needs to be truth behind the claims being made. Otherwise, you'll squander all of 
that trust your copy built. 

Throughout your copy, you're making promises. 

Along the way as each promise is made, you need to deliver on that promise. Your headline needs to 
make a promise and the text must deliver. 

At the end of the process, the customer buys and your offer must live up to the promises made along 
the way. 

Good copy alone won't sell products that aren't up to par in terms of quality.

When editing your copy, go through and make sure that every claim it makes is true and supported. 
Get feedback from your customers to learn their level of satisfaction and find ways you can make 
improvements.



“There is a great deal of advertising that is much 
better than the product. When that happens, all that 
the good advertising will do is put you out of 
business faster.”

– Jerry Della Femina –



CONCLUSION AND NEXT STEPS



Copywriting is a brilliant skill to have, and a great copywriter who knows their craft well - is worth their 
weight in gold. 

And the best part of all? 

Copywriting is simply just communicating with your customers, and your business does this already. 

Anyone willing to devote the time can learn how to craft compelling copy.

It's just a matter of understanding these "secrets" and adding some new skills to your skillset.



“It takes a big idea to attract the attention of 
consumers and get them to buy your product. Unless 
your advertising contains a big idea, it will pass like a 
ship in the night. I doubt if more than one campaign 
in a hundred contains a big idea.”

– David Ogilvy –
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