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Introduction

OK.  I know.  For years and years it’s been the 3C’s of 

Copywriting & Communication.  Trouble is, times 

change.  And we marketers must adapt if we’re going 

to keep up, keep succeeding, and keep growing.

So, to the tried and true 3 C’s, I shall now add a fourth, 

and very important “C”.  You’ll get to “C” what it is, 

later in this Guide. 😋



Premise

Copywriting is the marketing skill set most critical for 

small business success.  

Prospects make the decision to buy or not buy based 

on the words you use – or don’t use.

Images, charts and graphs and other visuals are chiefly

there as enhancement and support for the written (or 

spoken” word.

So Ms or Mr Entrepreneur, to enhance your chances 

of success – build your copywriting skills.  Even if you 

hire it done, you’ll have better understanding of the job



of the copywriter and that will enable you to make 

better decisions all around.

Copywriting is a talent, a skill, a creative endeavor, yes.  

But it is also more science than art.  In science you’re 

always experimenting until you hit the right formula. 

From then on, it’s a matter of applying the formula to 

the given task or situation.  Same with copywriting.

You’ll hear many “copywriters” say something like, 

“Formula…we don’t need no stinkin’ formula.”  

Ah, but we do.



In this Guide we will discuss what works.  And those 

things that have been proven to work time and time 

again, will become our copywriting “formula” or 

“template” that you can use over and over again.

So let’s dive right into the 3… er….4 C’s of 

Copywriting.



Follow The 3 4C’s
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Clear, Concise, Conversational, and Customer-

Focused.  That’s four.

We’ll take them on one at a time, though they should 

ALL be present in every piece of marketing writing 

you do.

• Websites

• Advertisements

• Emails

• Sales Letters

• Brochures

• Order Forms

• Delivery Notices

• Post Cards

• Appointment Reminders

• Thank you’s



“Don’t write so that you 

can be understood; 

write so that you 

can’t be 

misunderstood.” 

William Howard Taft
27th President of U.S.

Chief Justice, Supreme Court

1. Clear



The most important “C” of all is the ability to write Clearly.

Much research shows that unclear writing is the primary reason 

readers stop reading.  Readers who stop reading your website, ad, 

brochure, etc. will not be buyers.

So write clearly, so as never to confuse or be misunderstood.  

Write like your business depends on it.  Because it does.

”Clear” Is First For A Reason



“Clarity 

trumps

persuasion”

Dr Flint McGlaughlin

Meclabs



• Use short, simple, universally understood words.

• Short words are easy and pleasant to read.

• Use short sentences.

• Eradicate excessive “poly-syllabicism” – it stops readers cold.

• Don’t use big or obscure words that few people can 

understand to show off your vocabulary – it’s not about you.

• Unclear writing confuses or angers people.

• Confused or angry people stop reading.

• People who stop reading, generally don’t buy.

How To Write Clearly



Write Clearly And 

People Will Read It

“He has never been 

known to use a word that 

might send a reader to 

the dictionary.”

William Faulkner about Ernest 

Hemingway

Ernest Hemingway –

Pulitzer and Nobel Prize winning author



LOUSY Writing 

LOSES Readers

“Finally, a new choice for domestic 

shipping.  People who work with 

you the way you want to work.  

Call us to hear what we can do 

for you and how we’re bursting 

the duopoly’s bubble.”

Really?!?



Duopoly???  At first, I thought Duopoly was one of 

the Greek city-states during the Peloponnesian Wars.

No such luck.  Duopoly is (as I understand it) a 

monopoly of two.  So DHL is talking here about 

FedEx and UPS (the so-called “Duopoly”.

Copywriter Gods…give me strength.

The Moral here is: Even short words can be seldom 

seen, even more seldom understood, and thus are 

obstacles to sales.



Concise

“The most valuable of all 

talents is that of never 

using two words when 

one will do.”

Thomas Jefferson 

2. Concise



• Tell your whole story but do it in as few words as 

possible.

• Keep the average length of sentences short – about 10-

15 words.

• Mix long and short sentences to keep it interesting.

• Keep paragraphs to 5 lines or less and keep your first 

graph to 2-3 lines max.

How To Write Concise – or - “Tight”



• A copywriter can – and should – use very short 

sentences occasionally.  They provide emphasis and 

add interest.  We often use sentences of three, two or 

even one word. 

• Do we really?

• We do.

• Absolutely!

How Tight Is Right?



Now, let’s look at the copy I wrote quite some time 

ago (I believe it is a ”classic”).

See if you can figure out (or guess) what’s different or 

unique about this copy?  I tell you the answer on the 

page after the ad copy.

I’ll tell you now the average sentence length is just 8.4 

words.  The longest sentence has 19 words; the 

shortest has 5. 

[NOTE: Those three dots are “Ellipses” and count – for copywriters –

and sentence breaks.]

Real Case Study



A Trip Through Desk Barn Makes You Feel 

Just Like A School Kid

Next time you’re in Desk Barn try this.  Walk through 

the store aisle by aisle.  We think you will find that, like 

most grown-ups, you are drawn to all the fun things we 

stock.  The neat pens, books and white boards… the 

fresh, crisp, clean pads… the frames and art tools… 

stands to show off your best work… a cool desk set and, 

of course, the snacks.

Make your work fun for a change.  

The fun starts at Desk Barn!



It’s real simple:

This copy consists entirely of one-syllable words.

Now, let’s take another quiz.

Real Case Study Quiz - Answer





On the following page there are 10 fairly common 

statements that can be found on websites, in advertising 

and, in general conversation.

Your job is to determine:

1. If the sentence or phrase needs to be more concise, 

or if it’s fine the way it is.

2. If you think in needs to be more concise…write 

down how you would do it and compare it with the 

answers on the next page.



whether or not



as you may know

NO CHANGE

monthly

she can

feminine hygiene products

numerous benefits

he

whether

a product you can use

stops

whether or not



“If it is possible to 

cut a word out, 

always cut it out.”

George Orwell
Novelist & Commentator

Wrote “1984” and “Animal Farm”



“Write the way

you talk. 

Naturally.”

David Ogilvy

3. Conversational



Write as if you were talking to a 

friend across the kitchen table

Write like your readers speak

• Use the words and everyday expressions they use.

• Write in the 2nd Person (You) and the Present Tense

Our jobis not to talk at the reader, 

but to have a conversation with the reader.



People who buy from Small Businesses

Buy From People They Like
Not Companies or Websites

• Be friendly, open, and honest

• Put your customers first

• Tell them what they need to know

• Don’t brag, embellish or use a lot of superlatives

• Tell; don’t sell



People Buy From People They Like
And here’s proof



“Even when you are 

marketing to your entire 

customer base, you are 

simply speaking to a 

single human being at 

any given time.”

Ann Handley
Marketing Profs



“Good marketing makes 
the company look smart.  

Great marketing makes 
the customer feel smart.”

Joe Chernov
CMO, Robin

4. Customer-Focused



It’s NOT about YOU!

It’s about your

CUSTOMER!



Are you making the mistake of having your website be little more than a “brag sheet” about your 

qualifications, expertise, successes, and uncontestable brilliance, no matter how true?

Look at your website (or brochure) while answering 

the following questions.  Be honest…no one will know 

your answers but you.

Customer-Focused Copy

Are you making the mistake of having your website be 

little more than a “brag sheet” about your expertise, 

qualifications, successes, and uncontestable brilliance, 

no matter how true?

Do you see the words “I”, “We” and “Our” more 

than “You”, “Your”, and “Yours”?  



Does your site highlight what you sell, rather than what 

your customer needs?

If you answered “Yes” to any of the above questions, 

here’s a thought on how to fix it.

Keep your ego in check and center your writing on 

your customers.  Their needs, their desires, and what 

will make their lives better.  Do this, and you’ll win 

more customers.  Ignore this rule at your own peril. 





Marketing Skills Even Most MBA 

Programs Don’t Cover


