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Fewer than 3-out-of-10 small businesses or non-profits effectively communicate 
their message to their core audience.   

The question is not whether you are one of the seven or the three, but to what 
degree.  The fact you have chosen to read this book, inarguably places you in 
my most prized category – people passionate in their beliefs, realistic in their 
assessments, and open to learning how to boost their performance, and thus their 
success. 

If this sounds like you, let me assure you, How To Write Copy: Your Million Dollar 
Advantage is for you. 

 

Who The Heck Is This Guy?   
My name is Alan Tarr, I am a Master Copywriter, and I love to write. 

I’ve written ad jingles, songs, jokes for a TV talk show, parodies for a famous 
satire magazine, and copy for businesses ranging from giant multi-nationals to 
the corner café.  I trained at one of the top five International Ad Agencies on 

Madison Avenue, worked as both an in-house 
copywriter and a freelancer. I also owned and 
marketed four small businesses over my 35+ year 
career – and still do so today. 

So, it shouldn’t surprise you that I love my life, and 
consider myself a very lucky man. 

 

  

InTrOduCTIOn 
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My Passion and My Purpose 
I know it sounds corny, but my passion and my purpose is you. 

I’m no gazillionaire – not even close – but I wouldn’t trade my life for anyone’s.  
When I was coming up, I was mentored by a lot of folks.  I worked for agencies 
run by the Original Madmen. [Note: I named my website Write Like A Madman 
University in honor of those great agency heads – all copywriters – who were the 
inspiration for the hit TV show “Madmen” – Bill Bernbach, David Ogilvy, Rosser 
Reeves, and Ray Rubicam.]   

WLAM University – and this book – are my way of paying it forward. 

 

What This Book Will Do For You 
Okay, I’m tired of talking about myself; let’s concentrate on YOU. 

“You” are entrepreneurs, non-profit leaders, and copywriters both new and 
experienced.  “You” would like to boost the results you’re currently getting from 
your websites, landing pages, social media ads, email campaigns, and even 
traditional advertising and marketing.  And “you” would like to live the fun, 
flexible, and successful life you dream about. 

You have my word, How To Write Copy will point out common problems, offer 
solutions, and give you options going forward. 

 

It’s The Content After All 
We live in challenging times…avenues by which you can communicate your 
message to your ideal – or avatar – client have exploded exponentially since I 
began my journey at age eighteen. 

It’s challenging because now we have so many ways be a star, but an equal 
number of ways we can muck it up.  And now, we have the added burden of 
giving our prospects and customers good, helpful information on doing business 
in our industry.  Guides, check lists, reviews, tips, comparisons, reports, articles, 
and even books head the list of content many businesses – both for, and non-
profit, provide happily and free. 

If you’re not willing to help prospects make the best buying/donating  decisions 
for them, this new game isn’t for you. 

 

But We’re Not An Internet Business… 
Maybe yes, maybe no. 
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But I’ll make a small wager that over 93% of you have websites, social media 
pages, or Yelp reviews.  Now hear this, my friends, that makes you an Internet 
Business.  Auto repair shops, veterinarians, hair salons, doctors, dentists, pizza 
joints…you name it…are found through the Internet.   

And an Internet business runs on Content. 

 

Give To Get 
“You gotta give to get” is an axiom that perfectly fits the Content Culture. 

Content not only helps educate and inform your prospects, but it helps them take 
the measure of you and your company.  Be helpful.  Be generous.  Be happy.  
“BUT” I hear you cry, “we need to be selling”.  Ah, but you are.  You’re selling 
yourself, your expertise, and your caring.  A soft sell – maybe?  I like to think of 
it as putting a small sliver of you into your prospect’s mind, nurturing it, and 
maintaining it until that prospect is ready to buy.  If you’ve done your job 
correctly, that prospect will likely conclude, “I’d have to be a raving lunatic NOT 
to do business with you”. 

And that, ladies and gentlemen, is Content Marketing in a nutshell. 

 

A Modest Example 
Sorry…but here I go, talking about myself again…don’t worry it’s a story with a 
moral.  

I believe that I give out more Free, Original, “How-To” marketing content than 
any individual on the internet.   

• I currently distribute over 280 different pieces of content through 
Facebook, Linked-In, Instagram, You Tube, Emails, etc.  Each item is 
designed to help folks understand one facet of marketing and conquer it.   

• Now, my business is selling Copywriting, Marketing and, Website Science 
Courses to entrepreneurs, non-profit leaders, and copywriters.  I expect 
my free Content to keep me in their minds, so when they need or want to 
learn and prosper, they’ll think of Write Like A Madman University. 

If selling in today’s environment is important to you, start developing Content, 
asap. 

 

Some Facts Of Life 
Here, my friends, is a dirty little secret… 

https://howtowritecopynow.com/
https://howtowritecopynow.com/
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“Most small businesses and non-profits give dreary, unoriginal, same-old, same-
old, messages to their prospects and customers”.  Those “creating” these 
messages seldom – if ever – think they could be doing better – a lot better.  

But now, YOU can. 

 

Everyone Wants (And Needs) An Advantage 
But where does this advantage come from? 

It comes from you, the creator of the message.  A credo I have lived by for over 
35 years as a copywriter is simple, true, and attainable.  IT is this: “The Ability 
to use the Right Words, and the Right Images, In the Right Order is the 
Copywriter’s Million Dollar Advantage”. 

Success comes from the knowledge and talent of the writer, the marketer…in 
other words you. 

 

Now, Go Forth And Succeed Like Crazy 
I believe in you. 

You wouldn’t be reading How To Write Copy: Your Million Dollar Advantage if 
you didn’t want to get this advantage and succeed like crazy.  You are open to 
fresh ideas, new formulas, and even being a bold and active marketer.  You 
understand that Copywriting is the foundation of almost all marketing.  You will 
learn to construct messages that resonate with your core audience, and how to 
structure those messages for the best results. 

Let’s succeed together. 
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sO, YOu dOn’T ThInk YOu need TO MarkeT 
 
Do you think you’re the oddball, just because you think you really don’t need to 
market your business or non-profit? 

I guarantee you’re not alone.  Sometimes these folks are correct; more often not, 
I’m afraid.  We’ll go into a couple of quick case studies to illustrate my belief 
that most companies absolutely, positively need to communicate with their 
prospects and customers regularly, to grow and maintain a personal business, an 
ongoing company, or a non-profit.  In other words, to market. 

Let’s listen to Lee Iacocca, the man behind the Ford Mustang, and CEO of 
Chrysler. 

 

 
 

  

ChapTer 1 
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Case Study: A Tale Of Two Businesses – Part 1 
This story is about a man and wife called “Bob and Rae”. 

Bob was brought up in a family business started by his grandfather, Bob, was 
passed on to Bob’s father, Rob, and finally sold to Bob the younger around 
1980.  The Firm, Bob, Rob, Bob & Sons was in the business of buying hides from 
beef processors and selling and shipping those hides to tanners overseas.  
Tanners prepared the hides to be turned into leather for items like coats, 
furniture, briefcases, wallets, etc.  The Bobs’ activity flow looked like this: 

1. Call the Meat Packers and place order to buy hides. 
2. Call Tanners and arrange to sell and ship the hides to them. 

They knew all their vendors and customers personally, so there was never a need 
to communicate through media, letters, advertising, etc.  It was virtually the 
simplest business model you can think of. 

They didn’t need to advertise or market, and they knew it. 

 

Case Study: A Tale Of Two Businesses – Part 2 
Let’s follow Bob the younger to the year 2000. 

Bob, Rob, Bob & Sons was doing well enough that Bob moved his family to 
Arizona from the Midwest. 

Mrs. Bob was antsy; she needed something to do.  Her friend owned a café, so 
Mrs. Bob volunteered to help out.  A few years later, Mrs. Bob’s friend got sick, 
and Mr. Bob bought the café for his wife.  The beginning went great, but four 
years later the café needed to move to a new building a mile or two away.  Bob 
bought the building and retrofitted it as a restaurant. 

Their opening was a smash – and, because Bob didn’t believe in advertising, the 
only thing they did was put a sign on the old café’s door telling the faithful 
where they moved.  And it worked. 

 

And Now, The Rest of the Story 
Over the next three years, the traffic at the café started to taper off – soon they 
were serving fewer meals per day – but in a bigger, newer, more expensive 
building. 

Profits turned to losses, and they fretted over how to bring back the patrons.  I 
was called in to evaluate the business.  My recommendations were – since they 
moved into an area with new housing communities, they should do two things. 
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1. Institute a postcard/coupon campaign to all the new move-ins. 
2. Collect the emails of every diner (in exchange for a chance to win a 

home-baked pie in a weekly drawing).  By getting their customers’ 
names, emails, and birthday information, they could set up an automated 
email marketing campaign. 

What I wasn’t prepared for was the push-back. 

 

And The Rest of the Rest of the Story 
Bob said he didn’t believe in advertising, as didn’t his father or grandfather (I 
cringed) then, Mrs. Bob told me the previous owner had collected 5,000 customer 
emails (I rejoiced) …but she couldn’t find them (I cringed again). 

• Bob came from a business that didn’t need to market or advertise 
because their vendor list numbered twelve, and their customer list 
contained only 17 names.  He was right. 

• Bob was shortsighted because now they had to service hundreds, if not 
thousands of customers…and they only “personally knew about 5%” of 
them.  The two businesses were worlds apart, but Bob and Mrs. Bob 
didn’t seem to get that. 

• They tried one postcard mailing to 2,000 homes, called it a failure and 
let it feed their bias against marketing.  Truth is, you need to touch a 
prospect about 7 times before he’s ready to listen, and act. 

So, without a good email list and without external marketing, the café limped 
through the next 18 months (pre-covid), the losses piled up and they had to shut 
the doors. 

 
What You Can Learn From This 
Famed business author, Peter Drucker said… 

 



 11 

 
 

If you have a business that is both innovative AND has a very limited vendor and 
clientele list, you probably don’t need to do traditional marketing.  Now I ask, 
how many businesses do you know that fit this description? 

For most of us, knowing how to write copy, websites, advertising, email 
campaigns, and content are essential to our success. 
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Case Study: A Gecko’s Tale – Part 1 
Just about everybody knows the name GEICO, not so 50 years ago. 

GEICO (then the Government Employees Insurance Company) was a small (for 
industry standards) $2B, somewhat stodgy, company that had seen better days. 
In 1996, Warren Buffett, the major stockholder in GEICO, went all-in and 
purchased the remaining 49% of its shares for $2.3B.  Warren Buffet is known 
as an exceptionally shrewd money manager.  But with GEICO, Buffett showed his 
big-time, big-dollar, marketing side.  He knew if GEICO didn’t grow, and grow 
big, the company wouldn’t match his vision or expectations. 

A little over two years later, the GEICO Gecko® made its debut in a “wildly 
popular” ad campaign – the rest, as they say, is history. 

 

Case Study: A Gecko’s Tale – Part 2 
Let’s return to Peter Drucker…was GEICO innovative?  Not particularly.  In that 
case, leave it to marketing and copywriting genius to do the job and build your 
Million Dollar Advantage. 

• 1938 - GEICO established. 
• 1964 – GEICO reaches 1 million Policies in Force (PIF) 
• 1995 – Warren Buffett owns 51% of GEICO stock 
• 1996 – Buffett now owns 100% of GEICO 
• 1999 – Gecko campaign debuts 
• 2002 – GEICO passes 5 million PIF 
• 2007 – GEICO passes 8 million PIF 
• 2010 – GEICO passes 10 million PIF 
• Today – GEICO has more than 17 million PIF 

(source: GEICO) 

Ain’t Marketing and Advertising grand? 

 
What You Can Take Away From This Case Study 

1. Peter Drucker was right 
2. Warren Buffett is smart 
3. If you follow their leads, you’ll be smart and right 
4. You’re now very happy reading “How To Write Copy: Your Million Dollar 

Advantage”. 
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dIfferenTIaTe nOW 
 

 
 

Marketers, whether with for-profit or non-profit organizations, are still faced 
with similar challenges. 

• Competition 
• The need for a compelling Unique Selling Proposition (USP) that produces 

a clear advantage for you. 
• A Good, Clear Reason To Buy or Donate  
• The necessity of providing Proof (or Evidence) for your claims 
• Having a good personal/company story to tell. 

 
Competition 
First thing everyone must understand is: we all have competition. 

Yet, you wouldn’t believe how many times I’ve heard from a client or prospect 
answer my standard competition question with, “We don’t have any 
competition”.  Puh-lese.  Edison had Westinghouse, Ford had Chevrolet and 
Chrysler, SpaceX has Virgin Galactic.  Even a company with no apparent 
competitors, always, at the very least, has the “competition” of their prospects 
doing nothing, just not buying.   

ChapTer 2 
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Make sure you stand out from your competition, whomever or whatever it is, in a 
meaningful way. 

 

Unique Selling Proposition (USP) 
The Unique Selling Proposition, coined by Rosser Reeves (my first “boss”) in his 
book Realities In Advertising, is the acknowledged standard for Differentiation, 
yet it contains only 51 words, separated into three idea points. (Words in 
parentheses are mine.)  Copywriters are trained to write tight. 

1. Each ad (webpage or marketing piece) must make a proposition to the 
prospect.  Not just words or puffery. It must say: 

 
 

2. The proposition must be one that the competition can not or does not 
offer. 

3. The proposition must be so strong (compelling) that it can move prospects 
to ACT! 

Another worthy quote came from the “Madmen” show itself, through its main 
character, Don Draper. 
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Sometimes, even television characters can say something profound. 
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The Incalculable, GInormous ImporTance of 
copywrITInG 
 
Copywriting is a unique form of writing meant to inform, educate, and motivate 
in a Clear, Concise, and Conversational manner.   

• Copywriters are trained to convey precise meanings by way of the 
written words and visual images they employ.   

• A copywriter must be part storyteller, part editor, part psychologist, and 
part motivator.   

• Copywriters hold the success or failure of a product, service, website, or 
organization in their talented hands.   

• All copywriters must understand business and all businesspersons 
should learn some copywriting. 

No matter if you’re in a small business, or large.  Or, if you’re a non-profit 
organization.  The rules are still very much the same. (See chapter 5) 

 

The Marketing Message 
Every entity needs a good…no, a great…marketing message/value proposition.  
The Million Dollar Advantage. 

This message needs to contain: 

• WHO you are and what you do 
• HOW your buyers benefit from your product or service and how it makes 

their lives better. 
• WHY your prospect should choose you over other competitors 

And…you must do it in a way that gets into your prospect’s head in about 7 
seconds – and stays there. 

chapTer 3 
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The 3 C’s Of Copywriting 
The three C’s of Copywriting are not suggestions; they are unbendable, 
unbreakable rules. 

• CLEAR.  Listed first because it is the MOST IMPORTANT by far.  If you 
are unclear, your message will not be understood correctly costing you 
clicks, conversions, contributions, and/or sales.  It’s so darn important that 
it gets its own quote slate featuring a US President and a Chief Justice of 
the Supreme Court (below).   

• CONCISE.  Use all the words you need but make every one count.  
Copywriters are taught to write “tight”.  Not to waste words.  Some 
great advice given to me by an early mentor  

• has become part of my writing routine. “Write your copy and set it aside 
for 24-48 hours.  Then, go back to it and remove every non-essential 
word.  Repeat til satisfied.” 

• CONVERSATIONAL.  I know copywriters can get swelled heads; I made 
that mistake myself.  Get down off your high horse and talk to your 
audience as if you were speaking to friends across your kitchen table.  
Use the words and expressions they use and understand.  Know your 
audience and speak their language. 

Follow these rules, edit yourself, and understand your mission…to educate, 
inform, and motivate. 
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Case Study: A Somewhat Embarrassing Story 
I went to university in New York City, a ten-minute subway ride from Madison 
Avenue and all the top international agencies.  Our school required four terms of 
paid work in our field (mine was Psychological Advertising) in order to graduate. 

In Sophomore year, a marketing prof saw some skits I wrote for a college show, 
and some of the other things I wrote for a school paper and pushed me to 
interview with one of those firms.  I got the job.  Yeeha!  Watch out world, here 
come’s God’s gift to creativity. (Remember I spoke about getting a swelled head?  
This was one of those times.) 

So, I was hired – four bucks an hour – and I sat, sizzled, and served coffee for 
six whole months, just waiting for my chance to show them what I could do. 

My First Assignment 
One day my boss, Steve – an all-around good guy – called me over and gave 
me a briefing sheet for my first solo writing gig.  I was asked to put together 
250-400 words on a brand of dog food.  I had four days. 

Worked my tail off…but had zero.  I must have ripped up 20 or 30 ideas until 
the moment the skies opened, the birds sang, and the sun played upon my head.  
I wrote, I edited, I celebrated. 

I handed it to my boss and for 3 days kept asking if he’d read it yet. No. No. 
And no.  But he promised to do so over the coming weekend. 
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My First Actual Copywriting Lesson 
On Monday, Steve passed my cubicle and dropped the inter-office envelope on 
my desk.  

“Did you read it?” I asked nervously.  Yes, he did.  Three times, and his wife 
read it too.  They both laughed out loud and thought it was probably one of the 
most humorous treatments ever for dog food.  [Ego soared.] “So, we’ll run it?”  
No, he answered, it sucks [sound of ego balloon deflating].  He continued, “My 
wife has a PhD and I have an MBA.  I gave it our eleven-year-old daughter and 
she didn’t understand a word you wrote.  You re-write it until she does.” 

That day I learned a How To Write Copy lesson I’ll never forget – “when 
writing for a general-public audience, write to the level of a bright 5th 
grader”. 

 

Use Power Words, Not Weakling Words 
God help us, but way too many business and professional people write as if they 
were Oliver Twist, asking for more gruel. 

Please sir…perhaps you’d like to…if you’re of the mind…maybe...all these 
words scream WEAKNESS.  I’m not suggesting you write like a lawyer 
demanding payment (that can be rough) but I am saying write with a positive 
attitude.  What you’re writing will help people.  You’re offering them a solution 
to a problem.  Here’s a few points to consider: 

• Stay in the moment.  Write in the present tense. 
• Be customer focused.  Write in the 3rd person (you) as much as possible.  

Use words like you, your, and yours at least three times more than you 
use I, we, or our.  Remember, it’s not about you; it’s about your 
customer. 

• Use impactful power words (see Appendix for 23 Easy Ways To Increase 
Selling Power).  

 

Is This Everything? 
No, but it’s a great head start.   

Back when, I was trained for six months solid before they let me write something 
of my own; I wasn’t a true copywriter until they said I was.   

Thankfully, things are so much different today.  Now you can take multi-media 
courses and learn how to write copy right from your computer or other device.  
Write Like A Madman University gives you 2 Copywriting courses – Fundamental 
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and Advanced – containing 43 videos, audios, and illustrated guides.  Plus 28 
more items in the Copywriter’s Toolbox.   

Do them at your own pace, 24/7/365; you’ll also want to refer back to them as 
your skill level escalates. 
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Ten crucIal small busIness pracTIces for Today’s 
world 
 
1- Understand the TRUE Meaning of Marketing 

 

It seems everyone has their own definition for marketing. Long 
ones, short ones, flowery ones, pithy ones.  Dictionary.com defines 
marketing as: “The commercial processes involved in promoting and 
selling and distributing a product or service”. The definition I 
get most often from my clients is: “marketing brings in 
customers and sales”. These are narrow views. 

I prefer a far more encompassing definition.  It comes from years of 
experience marketing companies I owned and advising others.  My 
definition is this: 

“Marketing is everything you do that touches or 
impacts your customers or prospects.” 

 
Everything? Yes, everything. Think about it for a second. If you 
send out an incorrect invoice, will that not affect your customer’s 
image of your company?  If your phone answering system is 
so poorly configured that a prospect is put through hoops for 
two to three minutes without getting to the right person, will 
that impact his desire to do business with you? Conversely, if you 
handle a return promptly, courteously, and without any hint of 
annoyance, will that customer not be willing to buy from you 
again because she knows, if she must return it, the 
experience is actually pleasant? 
 

The answers are Yes! Yes! and Hell, Yes!  
 

2- Differentiate Your Business from your competitors in at least one 
meaningful way. 
(See Chapter 2) 
 

3- Content 
Most customers think if you’re in business, you must be an expert, or 
authority, on that business.  This may not be the case 100% of the time 

chapTer 4 
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but think about it.  If you have a question about your car, to whom do 
you speak – your hair stylist?  No.  You ask an auto mechanic – the 
expert. 
 

As an authority in your field, you are expected to answer questions.  
Well, that’s just what Content is – answering common questions before 
they’re asked. 
 

Write a short (300 – 1200 word) article on some aspect of your business 
or industry.  Post it on your blog, or Facebook, Linked-In, etc.   
 

Compose a layman’s guide to your industry.  What do consumers need to 
know?  What questions should they ask?  How can they find the best 
mechanic for them?  Which things should raise red flags (scams, 
incompetence, etc)? 
 

Believe it or not, this is all Content is.  Helping people make smart, 
informed decisions in your industry.  Remember, a copywriter (and that’s 
you) educates, informs, and influences. 
 

Offer your content free in exchange for their email address.  Why?  
Because you need to build an “A” Email Opt-In List. 
 

4- Build an “A” Email List 
Marketing and Community Outreach have been radically changed by the 
advent of the internet and social media – but it’s still basically a numbers 
game. 
 

Say you’re planning a special Independence Day Sale.  You’ll want to 
contact as many prospects and customers as you can.  You could 
advertise in the newspaper or on radio or TV (at a cost) – or you could 
contact your top customers and prospects via email (virtually free).  Let’s 
say you calculate you can handle 80 requests at the sale price to 
consider it a roaring success.  How many names are on your list?  100? 
1,000? 10,000? 
 

For a 100-name list you’d need to attract 80% of your list to the sale.  
Not hardly likely.  With a 1,000-name list, you need 8%.  But if you’ve 
done a diligent job of list building and have 10,000 emails, you only 
need to attract 0.8% of them to get that roaring success.  Pro copywriters 
think an email “buy rate” of 1% is average, 2% is great, and 3% is an 
official “Glory Be”! 
 

So, start building, or adding, to that “A” list as often as you can – and 
good Content will help you do just that. (Also see Chapter 6) 
 

5- Don’t Ignore 94% of your Prospects (Most Do) 
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“Oh, come on! I don’t ignore anyone.”  Read on – you may be surprised. 
 

We all have two types of prospects, “Now Buyers”, and “Future Buyers”.  
Now Buyers have made the mental decision to buy, and now they need 
to decide the ultimate question, from whom.  “Future Buyers” are folks 
who haven’t made their mental commitment to buy yet.  They are 
gathering information to help make that decision.  Most businesses know 
enough to make an offer to Now prospects.  Something that motivates 
them to buy and gives a sense of urgency to “buy now”.  Here’s what we 
typically see: 

• Discount Coupons  
• We pay the Sales Tax 
• Zero % Financing 
• Free Shipping 
• Save $300 this weekend only 
• Free Gift with Purchase 

…and many more.  All tailored for the Now Buyer. 
 

If your website, brochure, or advertisements don’t include an offer for 
“Future Buyers” to help them gather the information needed make their 
decisions, you are definitely ignoring up to 94% of your total prospects. 
(see the Decision Spectrum, below) 
 

 
 

6- The Radio of Your Mind 
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Do you ever listen to station WII-FM, the “Radio Of Your Mind”? 
 

Well, I certainly hear “What’s In It For Me”.  All the time.  It simply means 
when a customer or prospect is looking at your website, landing page, 
email, or post, they’re looking for benefits.  Things that will make their 
life better, longer, more fun, pain free, happier, more fulfilling, etc.  You 
have the chance to give them all that.  Unfortunately, most small 
businesses are caught flat-footed, with mouth agape, and no clue at all.  
Let me put this succinctly… 
 

STOP talking about yourself and start talking about what the customer 
wants and needs.  It’s not about you. 
 

7- Wax the Skis/Grease the Skids 
How would you react if, when buying a shirt from a store, you ask, 
“What if the shirt isn’t as “no-iron” as you say?” and you get the answer, 
“Well, I guess you’ll just have to iron it now, won’t you?” 
 

If you’re anything like me, you would not buy that shirt, or probably 
anything else from that store.  Admittedly, this is an exaggeration, but 
not uncommon.  Businesses – or even non-profits – that don’t ease the 
customer’s Fear of Buying/Fear of Commitment, get fewer customers.  
Here are a few ways to quell the agita and ease the prospect into 
buying with no fear or remorse. 

• Have a strong guarantee/warranty 
• If you need to return something, we’ll pay the shipping 
• Free shipping both ways 
• No restocking fee 
• If you find it cheaper, we’ll pay you double the difference 

Wax those skis and make buying a smooth, easy, downhill decision. 

 

8- Smile, Dammit 
“People buy from people they like and trust – both in person and online.” 
 

Do you come across as likeable and even trustworthy?  Check out your 
picture and your copy.  Smile.  Let them see your face.  Look right into 
the camera.  Don’t use pictures of you standing in the middle of a 
cornfield in Iowa where no one can see your face and think you’re the 
Scarecrow from The WIZ.  Get up close and personal with your 
customers. 
 

And reflect this attitude in your writing: be open, friendly, and caring; it 
goes a long way. 
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9- Personalize Your Business 

If you are the “face” of your company, non-profit, or small business, grab 
onto this with both hands ::::> and “Personalize” your business. 

 
Case Study – Larry’s Restaurant and Pizzeria 
“Larry”, a fifty-ish, pudgy, slightly less than average-looking man, owned 
and operated a large restaurant in a New York City suburb on a busy 
thoroughfare on the way to the beaches. 

Larry didn’t do much advertising, yet people came…see, he was the only 
place in the area.  Then a McDonald’s (the first one in N.Y) opened 
across the street and his business plummeted.  He tried but failed to get 
back to where he was previously.  Then he hired the ad agency I worked 
for.   Here’s what we did: 

• Made a series of late-night TV ads (much less costly) featuring 
Larry, in his restaurant’s kitchen and bar area.  He had a slightly 
sad, “hound-dog” expression on his face and spoke not a word. 

• The voice-over copy was: “Everybody Loves Larry’s Pizza – but 
Nobody Loves Larry.  Next time you stop in, go over to Larry or 
his wife Connie, and say “We love ya Larry” and he’ll smile and 
treat you to a wonderful appetizer or dessert with your meal. 

• The reaction was incredible.  Larry became a “celebrity” of sorts 
in his restaurant.  His business more than doubled and rose to 
20% higher than it was before McDonald’s. 

Look, if Larry can do it – and I can do it, certainly you can do it. 

 
10-  Lagniappe (lan-yap’)  

This French word comes to us from Louisiana.  It means an extra, or 
unexpected, gift or benefit. 
 

Recently, I ordered a “Thank You”gift basket for a client of mine.  It was 
delivered with my greeting card, and all was good.  Two days later, I 
received a small package in the mail with two of the company’s nut bars.  
An enclosed note thanked me for my purchase and hoped I’d enjoy their 
specialty treat.  This floored me, as no mention of it was ever made.   
 

The outcome?  I’ve ordered from them again and will do so in the future. 

 

What You Can Learn From All This 
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Well, that’s all ten.   

I’m fond of saying “marketing is people skill, adapted to business”.  Each item 
on this list bears that out.  Understand what it is you’re doing,  how to write copy, 
and stand out from the crowd.  Help people make good decisions.  Communicate 
regularly with your friends.  Don’t ignore your prospects and future friends.  
Focus on your friends’ needs.  Strip away the fear.  Be likeable and honest.  Be 
proud of what you do.  And give someone a little surprise now and then. 

I think it’s a good recipe for success, don’t you? 
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markeTInG for non- profITs 
 
For-profit businesses put great effort and expense into marketing to generate 
the funds needed to operate and succeed.   
 

Revenue is needed to procure or manufacture their products or the equipment to 
deliver their services, pay their employees, their taxes, and their overhead.  
Then, if there’s anything left over, they pay their owners or shareholders.  Yet 
mention marketing to some Non-Profit leaders, and they turn up their noses as if 
a bad smell had just entered the premises.  Why is that?  Marketing for non-
profits is as much a necessity as for other organizations, if not more. 
 

I have a theory. 
 
The Devil Is In The Terminology 
 

I’ve worked with several Non-Profits Organizations (NPOs) over my 35-year 
career as a copywriter and consultant.   
 

In most of these relationships, the NPO leaders that hired me were anxious to 
increase their donor base through aggressive campaigns.  Just don’t call it 
marketing.  I thought a parallel glossary had taken over the conversation.  Here’s 
what I figured out. 

• Community Outreach was the most popular “cover” term for marketing. 
• Salespersons were most often referred to as Development Officers. 
• Their product was their mission or their cause. 

 

So, once I could talk the talk, I could more easily help them walk the walk. 
Marketing For Non-Profits Is Alive and  
Well But Hidden From View 
 

The toughest NPO nut to crack, however, was the idea of donor benefits.   
 

In business marketing, the benefits received by the buyers, are geared to 
making their lives better because they purchased the product or service.  
Benefits are mostly tangible and a core part of a company’s Value 
Proposition…it simply wasn’t so with many NPOs.  They assumed (and we all 
know what that begets) that the donors were as passionate in support of their 
cause/mission as they were. 
 

chapTer 5 
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Unfortunately, they passed over the fact that their donors and prospects were 
being approached by multiple, equally passionate, non-profits – all looking for 
donations. 
 
To Compete, They Needed To Embrace  
Marketing For Non-Profits 
 

And they did. 
  

We simply changed the language a bit.  In doing that, we were able to bring 
out the actual donor benefits (mostly intangible).  

• A feeling of self-worth for doing good 
• Pride in accomplishment when the mission is successful 
• The benefit of being in a community working on and conquering its 

problems by citizens acting together. 
• As the mission benefits, so does the donor for playing a part.  Altruism is 

not dead…it’s a motivational benefit. 
 

If you are active in a non-profit 501(c) (3) or other such organization, talk to the 
leaders and impress upon them the importance of how to write copy for 
Community Outreach (but please don’t call it “Marketing”). 
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emaIl: The bIGGesT barGaIn In markeTInG 
 
Email is, for small businesses and non-profits, the best and most cost-effective 
way of generating new business. 

It allows you to visit your prospects in their home or office, rather than trying to 
get them to visit your website.  But to do this, you need to have a list of 
prospects that have given you permission to communicate with them, via email 
and/or text message.  This is your Opt-In List. 

For most small businesses – mine included – the Opt-In, or “A” list is the primary 
way of generating interest, desire, and sales. 

 

How Do We Get Prospects To Opt-In? 

By giving them valuable, useful, desirable information in exchange for their 
email address. 

Does your website have a valuable free offer?  Is it placed on the home page?  
Can visitors to your site easily download your offer within a minute?  If you post 
on Linked-In or Facebook, do your posts include an attractive free offer that 
people must “opt-in to” with their contact information before downloading?   

If you don’t, you’re missing a very large boat. 
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Why Even Have A Website, Or Use Social Media, If Not To Build 
An E-Mail List? 

One of the most important reasons a business maintains a website or posts on 
social media, is to gather visitors’ contact information so you can communicate 
with them later.   

Identify what your prospects want (usually information) and offer it to them free 
(or very inexpensively).  To kick-start your brain, here are a few opt-in offers my 
clients (and I) have used (you’re reading one now).  

• “Guide To Bass Fishing In The Rockies” (Boat Dealer) 
• “Savvy Consumers Guide To Auto Repair” (Auto Repair Referral 

Service) 
• “Home Water System Buyers Guide” (Water System Manufacturer) 
• “84 Proven (and Virtually Free) Ways To Pump Up Your Marketing” 

(Me – check out the Appendix) 
• Report – “How To Make Real Money As A Freelance Copywriter” 

(Me again) 

Not only will you have prospect’s e-mails, but the guides you send will contain 
both subtle and overt selling statements from the authors. 

 
Automate Your Email Marketing…Save Gobs Of Time 
Copywriters and marketing strategists write guides and white papers for their 
clients all the time.  It’s one of the most valuable – and longest-lasting – tools we 
create. 

Email is virtually free outreach.  Virtually, because there are costs if you use an 
automated system such as Infusionsoft/Keap, Campaigner, HubSpot, Sendinblue, 
etc.  But I suggest you do.  For a reasonable monthly fee, you get: 

• Numerous email template designs 
• Image Library 
• A/B testing capability 
• Social Media Integration 
• Integrated Forms/Orders 
• Payment Systems 

These systems run from about $15-$99 a month depending on various factors.  
 
Partner Programs – A Win-Win-Win Solution 
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Email marketing sets up well for Partner (or Joint Venture) Programs. 

 
 

When you enter a partner program, you create a “triple-win” – the list owner 
wins – the business or non-profit wins – and the buyer wins because they get 
informed of something they needed, they might not have known existed. 
 
Now - 5 Critical Email Elements 
Let me be clear, Email Lists are crucial…BUT…if the emails you send are poorly 
written, confusing, or in the wrong tone, you’re wasting a great asset.  What can 
you do?  Easy.  Learn how to write copy. 
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Turn FeaTures InTo BeneFITs 
 
Are you talking features while your prospects are listening for benefits?  Here’s 
an easy way to fix that and convert more sales. 
Talk to entrepreneurs about their product, or computer engineers about the new 
software they wrote, or non-profit execs about their new charity giving program, 
and about 75% of the time you’ll hear them wax prolific about their features 
and operations. 

• “Did you know our golf clubs are built of a brand-new tungsten and 
titanium infused alloy we mine in Elbonia?  Yes, that’s right.” 

• “We have a new delivery tracking security system that shows us – in real 
time – exactly who are receiving our aid shipments.” 

• “It has four – count them – four, two-gigabyte Platzer chips.” 
• “Believe it or not, we make our breads and muffins from raw flour 

produced in an actual grist mill.  That’s unheard of.” 

OK, I got it.  You’re different because of the way you go about producing it.  
BIG DEAL! 

 

Embrace Your Customers’ Self-Interest 

Hey, even if I understood tracking the security of gigaplatzes, and the terra 
bytes of milled flour, I still don’t care. 

I’m a self-centered and self-interested consumer, corporate buyer, or charitable 
donor.  What I want to know is… “How will what you just told me make my life 
and/or business any better, easier, richer, more rewarding, safer, more 
profitable, or happier?” 

If you haven’t answered that, my friends, you’re not doing your organization. or 
yourself, any favors. 

 
How To Turn Features Into Benefits With Two Words 
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One of the most difficult things for me, as a brand strategist and copywriter, is 
to wean my clients off features and onto benefits.   

Several years ago, I found a wonderfully simple and effective way to do 
this in an article by ad wizard Roy H. Williams.  He wrote, as I recall, about a 
top salesman he knew, who explained how he avoided getting caught in the 
“features trap”.  Whenever he was speaking with a prospect, he trained himself 
mentally to add the words, “…Which Means…” after every feature he 
mentioned and follow it up with a benefit. 

Let’s see what happens to our four sample statements when we apply “…Which 
Means…” to the feature-oriented claims. 

• “Our new golf clubs are made of a brand-new tungsten/titanium alloy 
WHICH MEANS your iron shots will fly 6-7 % further.  That’s like hitting 
your 8 iron where you used to need a 7.” 

• “This new, real time, security-tracking feature lets us see who’s getting the 
shipment, WHICH MEANS less loss to rogue factions or corrupt leaders, so 
more aid gets directly to the people.” 

• “We use four, two-gigabyte Platzer chips WHICH MEANS a job that now 
takes two hours will take only 54 minutes.” 

• “We use grist mill produced raw flour WHICH MEANS the taste of our 
muffins and breads is truly authentic, and unmistakable when compared 
to foods made with highly processed flour.” 

Practice this “… Which Means” drill in your copywriting and you’ll never again 
lose a sale because the prospect failed to see how his or her life would be made 
better by purchasing your product or service. 
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KIll The rIsK – TaKe ThaT sale 
(Apologies to Eric Burdon & War) 
 

How do you conquer “Fear of Buying/Fear of Commitment”? 

When a prospect comes face-to-face with your website, landing page, post, or 
ad, every move they make requires a decision on their part.  Shall I stay or shall 
I leave?  Am I in the right place?  What's in it for me?  Shall I scroll down and 
read some more?  Do I click-thru as they ask, or click away?  Do I buy now, wait 
awhile, or forever keep my money? 

Great copywriters have always over-performed in this situation – so what do 
they know that others don’t? 

 

Turning Anxiety Into The “Big Yes” 
For all who sell to remote customers either online, via catalog or by direct 
response, there is a virtually foolproof way to boost conversions and get The Big 
Yes more often.  

When consumers buy remotely – especially when they haven’t done business with 
you before – they experience, most times, anxiety, or outright fear as they 
approach the moment of commitment.  Will I get what I ordered?  Will it be as 
described?  Is it worth the money?  Maybe it won't fit, or the color won't be as 
shown?  What if it breaks?  Or if I just don’t like it?   

To turn the odds in your favor, remove the mental barriers to buying as much as 
possible. 

 

Replace Mental Barriers With Risk Reducers 
It must be a critical goal of your marketing or outreach to alleviate anxiety by 
using risk reducing, trust-inspiring measures, such as: 

• Unconditional Money Back Guarantees 
• Grace periods for donations 
• Try it before you buy it 
• Free shipping for returns 
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• No restocking fees 
• “Perfect Fit” Guarantee 
• Strong Warranty 
• Testimonials and Reviews 
• BBB Rating 
• Industry Group “Seal of Approval” 
• Third-party awards 

For Write Like A Madman University, I spotlight an Unconditional Money Back 
Guarantee, Try it before you buy it, and our 4.91/5 star rating.  What will you 
use? 
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radICal WeBpoWer 
 

 
 

How long have we been futzing around with websites? 

Speaking just for myself, easily 25 years…and for the first 21 of them, I had it 
wrong.  So did a pile of others.  Then I started to see things differently and 
developed a new, sequenced thought pattern treatment.  But being a 
copywriter, not a web expert, I searched and researched loads of tech sites.  I’d 
find a bit of confirmation for my theories here, and another bit there.  After 
about a year, I decided to try out my ideas on my own websites. 

The change was positively remarkable. 
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A Goldfish??? 
It’s pretty much common knowledge that people surfing the web have a lot in 
common with those thumbing through magazines, or channel surfing the tube, 
which is to say a very short attention span. 

Over the past few years, I watched as the average attention span of an adult 
went from about a minute, down to 24 seconds, then to 13.  Blame it on the 
internet, MTV, or what have you, it’s a distressing fact.  In 2018, I think we 
reached the bottom (or at least, I hope).  Adult humans recorded an average 
attention span of eight measly seconds.  But let’s consider the context, the lowly 
goldfish was rated at nine seconds.  Holy moley. 

How could a website owner like you, or me, have a fighting chance given this 
trend?   

 

The 7-Inch, 7-Second Conundrum 
It’s undisputed!  People who visit a website make their decision to stay or to 
leave in 7 to 8 seconds (recall the goldfish) …without scrolling down. 

Hence the problem facing me and millions of others.  What is it that will keep 
otherwise qualified prospects from leaving my website and scurrying off, maybe 
to my competitor’s site?  What are they looking for?  What do they expect?  
Here’s what the research suggests: 

• They want to be sure they’re in the right place 
• They want to know what I have to solve their problem or fulfill their 

needs, wants, and desires 
• They want to know why they should buy from me, rather than from one of 

my competitors. 

Finally, some clarity – but the rub is – they want this information within 7 seconds 
and 7 inches (the average height of a notebook computer screen). 

Case Study: My Personal 7 & 7 Solution 
I had to get my WHO, WHAT, and WHY communicated within that 7-second 
time frame without requiring the visitor to scroll down. 

• WHO am I and what do I do? 
• WHAT can I do for the visitor in the way of problem solving or benefits? 
• WHY should they buy from me? 

All in 7 seconds and 7inches.  Let’s look at one of my home pages “above the 
fold”. 
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     Without scrolling down, the readers get all their questions answered immediately. 

 

And The Trophy Goes To… 
I figured it out.  Banners, headlines, images, copy, all working together in those 7 
inches of space and those 7 seconds of time. 

It worked.  And the more I followed the science, the more it worked.  When 
you’re able to communicate the who, what and why quickly and effectively, most 
people scroll down and stay a while.  Another part of the Radical WebPower 
system is that, as they scroll down, they get more information to augment the 
Who, the What and the Why. 

The next changes I made were in the design and the method of “Eye Tracking”. 

 

The Mini Yes 
Each time a visitor scrolls down to your next item, they’re giving you a “mini yes”, 
that is to say, “I find you worthy/interesting/helpful and I’m willing to go to the 
next step”. 

Now, we must use all our resources – videos, charts, benefits, options, every 
arrow in our quiver to keep the mini yesses coming.  Each yes gets you closer to 
the BIG YES, which you have in your Call-To-Action (CTA).  You build toward the 
big yes (clicking the CTA) step by step.  Make the big ask too soon, they may 
run.  Make it too late, they may have already left. 

It’s tough to get it all right…but when you do…Oh Boy! 
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The Big Ask and Congruency 
It took quite a while before I realized, I wasn’t getting everything I wanted from 
my “Big Ask” CTA.   

I fixed it after my partner used the word congruency in a sentence and got the 
meaning right (somewhat unusual for a techie).  Congruency, for my purpose, 
means appropriate, fitting, and what is expected.  When people click on a 
button that takes them somewhere else, they want to know in a nano second, 
they’re in the right place.  If they don’t see similar words, images, colors, shapes, 
titles, etc., they may become confused and back out. 

By making the target, or landing, page similar, appropriate, and what is 
expected by your reader, you will convert a higher percentage of the clicks than 
ever before.  A part of your Million Dollar Advantage. 

 

CTA- An Elemental Key To Your Success  
It’s hard for me to find words strong enough to describe how critical getting the 
CTA right is to any webpage or landing page.  

This is what we’re shooting for: 

• Sufficient mini-yesses or mini commitments before we get to the CTA. 
• These mini yesses ensure we are EARNING, rather than hoping for, the 

reader’s business.   
• Don’t leave your CTA out there naked!  Bring up the reserves.  Repeat 

your special offer, hit them with a robust risk reducer, or put a great 
testimonial right by your CTA button. 

Reinforcement is a beautiful thing.  
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This is Radical WebPower 
Radical WebPower (or RWP) is my second Signature course on Write Like A 
Madman University. (The first was Write Like A Madman and Make Money Like 
Crazy.) 

RWP, as well as Write Like A Madman (WLAM), is included with all our How To 
Write Copy memberships – because they’re that important.  I’ve had a few 
members tell me RWP is worth the price of admission alone. 

Meanwhile, I believe so strongly that you will benefit by enrolling in the 
University, I put my personal, 100% satisfaction, 30-day Money-Back 
Guarantee, on every membership plan. 

One more thing that’s pretty darn unique.  You subscribe to the University for 12 
months and – after that – you become a “scholarship, grad student” with lifetime 
membership privileges and ZERO renewal fees. 
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A book, whether short or long, fiction or non-fiction, requires a lot of the author’s 
soul. 

If a book is any good, in my experience, somewhere in the process the author 
discovers the essence of the book’s message.  It was so with my writing of How To 
Write Copy: Your Million Dollar Advantage.  As I went through each topic with 
you, the clearer the core message of this book became….and that is, everything 
centers on your message and how it’s presented.  Writing and structure is the 
core of [for-profit and non-profit] business communications. 

We, in short, refer to this essence as Copywriting. 
 
 
So, Quick As A Bunny, I Created This Quote Slate 
 

 
 

  

Wrap-up 
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Writing In Thought Bites 
This book is written mostly in a copywriting style I call Thought Bites. 

Writing in Thought Bites is a tool used to clarify and concentrate the copywriter’s 
mind (and the reader’s) on conveying one thought, idea, or concept at a time. It 
reminds me (here I show my age) of a great line from the TV show “MASH”.  Dr. 
Charles Emerson Winchester, played by David Ogden Stiers, explains why he is 
exceptional as a surgeon.  He says, “I do one thing, I do it very well, and then I 
move on”. 

Taking the words literally, and omitting the comedic context, this is something a 
Darn Good Copywriter should keep in mind. 

 

A Gateway To Greater Understanding 
As mentioned earlier, this book is not intended to be the “be-all, end-all” of the 
Copywriter’s art and science, but rather a foundational gateway for those who 
desire to plunge deeper and understand more. 

My goal in writing How To Write Copy is inform and influence small businesses, 
NPOs, and, of course, copywriters. I tried to touch on a number of areas – and 
challenges – you, in your positions, deal with regularly.  I hope I have, in your 
estimation, accomplished this goal and whetted your appetite to learn more and 
improve your marketing results by learning How To Write Copy. 

Let’s take the next step. 

 

Write Like A Madman University (WLAM U) 
For those of you who would really like to take control and “blow it out of the 
water” with your Million Dollar Advantage, I think Write Like A Madman 
University is a great fit. 

WLAM U is, in my opinion, the most complete, original, online copywriting and 
marketing resource specifically designed for small business entrepreneurs, NPOs, 
and “wannabe-better” copywriters.  WLAM U provides 5 courses, 3 tutorials, 
and 7 toolboxes containing over 330 guides, videos, audios, check lists, 
templates, case-studies, self-tests, etc. All of which are designed to deepen your 
marketing communications Know-How.  All of it written and/or edited by me – 
this means – you get a consistency of principles, methods, and advice you won’t 
get from courses and guides written by a hodgepodge of specialists in varying 
fields. 

https://writelikeamadman.com/
https://writelikeamadman.com/
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Visit Write Like A Madman University, get the facts, take the Virtual Video 
Tour, and even sit-in on Session 1 of my acclaimed course, Write Like A Madman 
and Make Money Like Crazy. 

 

See You On The Net 
To my knowledge, I give out more free, original marketing, copywriting, and 
website science content than any individual on the (English-speaking) web. 

Follow me on Facebook, Linked-In, and Instagram and check the posts regularly 
for great, free content.  The quickest way to do this is through a site I found 
called LinkTree.  It has all my links in one spot.  Easy-peasy.  Any questions?  
Send them to me at info@writelikeamadman.com. 

I’d love to make your acquaintance.  

 
Thanks For Spending Time With Me 
I wish you all the best in your personal and professional lives. 
 

Learn and Prosper, 

 
 

 

 

 

  

https://writelikeamadman.com/
https://linktr.ee/WriteLikeAMadman
mailto:info@writelikeamadman.com
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appendIx 
   

Glossary of Marketing Terms - 55 
77 Terms that you should know, but if you don’t know them, 
here they are. 
 

15 Marketing Mistakes - 67 
Small Business/Non-Profits Make All Too Often. 
 

Don’t Write So You Can Be Understood - 69 
  Write so you CAN’T be MIS-Understood. 

  The 3 Step Power System - 71 
  For Lead Generation, Engagement, and Sales. 
 

  Clichés I Never Want To Hear Or See Again - 72 
  Pass on the Platitudes…  Bash the Banal…  Toss the Trite… 
 

  7 Steps To A Compelling Sales Argument - 75 
  Not just for the biz owner. But for everyone. 
 

  7 Questions To Ask Yourself - 78 
  Before you even start to build or rehab your website… 
 

  84 Proven Ways To Pump Up Your Marketing - 80 
  No-cost and low-cost tricks of the trade. 
 

  23 Easy Ways To Increase Selling Power - 86 
  Evaluate your current marketing to see if it measures up. 
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Bedrock Businesses or 
Entrepreneurs 

The backbone of our economy are Bedrock 
Businesses.  From Start-up to 500 employees, these 
businesses employ the biggest chunk of American 
workers. 

Benefits 

The important things a buyer receives from the 
product or services purchased.  Buyers are 
motivated by self-interest.  Show them how your 
product or service can make their lives better is a 
significant way. 

Bernbach, William (Bill) 

One of the four original visionary "Mad"ison ad 
agency heads who changed the face of marketing 
and advertising forever. (circa 1945 - 1975)  These 
men were the inspiration for the hit TV show 
"Madmen". [Doyle Dane Bernbach] 

Big Promise The Big Promise is almost always founded on the 
idea of “Buy This And Make Your Life Better”. 

Blog Short for Weblog.  A blog is a place on the web 
where you share content with others. 

Branding 
Successful Branding is an outgrowth of the 
consistent use of your unique marketing message, 
images, logos, colors, and style.   

Budgeting 

Small businesses often do not set and keep to a 
marketing budget.  This is a mistake.  Like any other 
part of your business and marketing plan, budgeting 
deserves your full attention. 

Call-To-Action 
That part of an ad or social post that tells prospects 
what to do next (e.g. visit website, clip coupon, 
schedule appointment, etc). 
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Cliché  

Words and phrases that are so commonplace, they 
lose their meaning in marketing and advertising 
situations.  These words should be avoided. (Also: 
Trite, Hackneyed, Platitudes, Banalities) 

Conversion Copy Writing to achieve a desired outcome - having the 
reader go to your Call-To-Action 

Copywriting 

The art and science of writing for commercial 
consumption, where your message is competing 
with hundreds or thousands of other messages for a 
space in the prospect's mind.   

Credibility Sales Letter 

Provides a simple template for getting Sales Letters 
right.  Credibility gets you through the door.  
Without it, you're just another pitchman promising 
the world. 

Crossheads 
Mini headlines placed within longer copy to inform 
the reader of what's coming up next and to keep 
their attention. 

Decision Spectrum 

A graphic representation of a prospects decision-
making process from the time they first hear about 
something until the time they make the decision to 
buy. 

Differentiation Separating your business from the competition in 
the mind of your prospects and customers. 
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Elevator Pitch (old 
form) 

The dictionary definition of an Elevator Pitch is:  A 
short summary used to quickly and simply define a 
profession, product, service, organization, or event 
and its value proposition in answer to the question 
"What do you do?" Lasts between 30 seconds and 2 
minutes, the length of an elevator ride. 

Elevator Pitch (WLAM) 

A quick answer to the question "What do you do?".  
Should last only 5-10 seconds.  The Better Elevator 
Pitch is designed to start a conversation - not be a 
monolog.  

Email Subject Line 
The subject line is the headline for your email.  It 
should be short and benefit-oriented with none of 
the words that would wake up the SPAM police. 

Email The Preview Line 

The sub-headline of your Email.  Most Email 
programs have a Preview, or pre-header line.  It 
appears in the Summary section of your program 
and, if you don't specifically put in a preview line, 
most programs default to the first line of your body 
copy. 

Emails for marketing 

Emails used for marketing have much more in 
common with advertisements, webpages, and sales 
letters than they do with the emails you write your 
friends.  Marketing Emails require the same 
structure and messaging as other marketing pieces. 
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Evergreen Blogs 

Information that stays relevant for significant 
periods of time.  These "evergreen" blog posts can 
be used again and again. Some information, 
however, is current - like an announcement of grand 
opening, special offer, or new personnel.  It is good 
for only a limited time and should be removed from 
your blog after it's "sell by" date.  

Evidence 

In marketing, Evidence is presented to back up your 
claims with real, honest, substantive, reasons to buy 
from you using numbers, facts, honors, 
achievements, and other people’s statements, 
endorsements, or reviews. 

Eye Track 

Structuring your page to direct the reader's eye 
where you want it to go.  From your Above the Fold 
message down the page to end up at the Call-To-
Action. 

False Alarm Headline 
A headline that is not relevant to your business, 
product or service.  These confuse and alienate 
prospects. 

Features Tangible aspects of your product or service, such as 
size, speed, power, style, ease of operation, etc. 

Font The type style of text. 

Franchising 

A type of business organization and strategy for 
expansion where a franchisor, licenses its know-
how, procedures, intellectual property, use of its 
business model, brand, and rights to sell its branded 
products and services to a franchisee. In return, the 
franchisee pays certain fees and agrees to comply 
with franchisor's operating rules 
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Future Buyer 
A prospect who has NOT made a decision to buy.  
Future Buyers look for useful information to help 
them along the Decision Spectrum. 

Headline 

Generally, the first component of a marketing piece, 
a headline can be either words or images, or a 
combination of the two.  The main purpose of a 
headline is to interrupt a persons thoughts for the 
few seconds it takes to look at the headline and 
decide if they wish to read further. 

Ideal (or Avatar) Client 

The type of client perfectly suited to need, desire 
and buy what you have. I found it very helpful to 
picture an actual human being in your mind.  What 
information will that individual need for their 
decision-making process? 

Inside Reality 

The sum total of how good a business really is.  The 
inside reality takes into account such factors as 
actions and attitudes of your people and the 
customer friendliness of your systems, billing, 
returns, sales, service, etc. (see also Outside 
Perception) 

Layout & Design 

The two components dealing with how your 
marketing piece looks and feels and how it affects 
buyer actions.  It is all about how words and images 
are placed on the page to generate the most interest 
and the best results. 

Layout & Design, 
Classic 

Tried and true layout styles built in accordance with 
the principles and techniques used by the top 
copywriters of all time. 
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Logo or Logotype 
A Unique way of presenting your company or 
product name.  It can be an image, the use of a 
specific font, style, and/or color, or a combination. 

Lousy Layouts 
Pieces where the placement of words and images on 
a page inhibits a prospect's reading and action 
resulting in low ROI and sales. 

Madmen 

Write Like A Madman (WLAM) University is named 
in honor and respect for the heads of the great 
agencies I learned from and wrote for. The people 
who were the inspiration for the hit TV series, 
“Madmen”. 

Marketing Everything you do that touches or impacts your 
customers or prospects. 

Marketing 101 Your marketing message 

Marketing Message 

The fundamental base of your marketing effort.  
Ideally, it should tell people who you are and how 
what you do will benefit them and show good 
reasons (evidence) as to why they should buy from 
you instead of your competitors. 

Marketing Piece 
Any communication designed for marketing 
purposes, websites, landing pages, advertisements, 
emails, signs, etc are all marketing pieces. 

Mega-Marketers 

Well-known, heavily marketed companies like Coca-
Cola, Procter & Gamble, McDonald's, GEICO and 
such.  They use a formula for their marketing that 
small businesses try to copy.  Don't. 
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Message Based 
Marketing 

Message-based Marketing is the idea that a 
marketer must always craft a powerful marketing 
message before building communication tools like 
websites, advertisements and emails. It’s what you 
say that counts.    

Now Buyer 
A prospect who has made a mental commitment to 
buy.  The next step is the decision WHO will he/she 
buy it from. 

Objective (of your 
marketing piece) 

The one action you wish your reader or listener to 
take after they have read or listened to your 
marketing piece. 

Ogilvy, David 

One of the four original visionary "Mad"ison ad 
agency heads who changed the face of marketing 
and advertising forever. (circa 1945 - 1975)  These 
men were the inspiration for the hit TV show 
"Madmen". [Ogilvy & Mather] 

Opt-In 
A (usually Free) offer given in exchange for the 
prospect filling out an "opt-in" form with his contact 
information (usually first name and email address). 

Outside Perception How the Marketplace sees your Inside Reality.  

Pay Per Click Digital media advertising where payment is based on 
how many prospects "click" on your call to action. 

Print Media Newspapers, Magazines, Brochures, Flyers, Mailers, 
Newsletters, even Postcards. 
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Psychological Appeal 

There are two basic psychological appeals - or 
approaches - used in marketing, Intellectual and 
Emotional.  Certain products or businesses are more 
suited to a marketing message based on one or the 
other appeal. 

Psychology of Colors 

It's true that some colors work better for certain 
businesses or industries.  Choosing a main color and 
one or two accent colors can make a difference in 
how your prospects perceive you as a company.  Is 
color a gamechanger?  No.  But even a small boost in 
effectiveness can add to the bottom line. 

Reeves, Rosser 

One of the four original visionary "Mad"ison ad 
agency heads who changed the face of marketing 
and advertising forever. (circa 1945 - 1975) These 
men were the inspiration for the hit TV show 
"Madmen". [Ted Bates International] 

Return On Investment 
(ROI) 

The amount of Net Revenue your marketing 
campaign delivers divided by the costs of that 
marketing campaign.  

Risk Reducers Tools that reduce the anxiety associated with a 
decision to buy. 

Rubicam, Raymond 

One of the four original visionary "Mad"ison ad 
agency heads who changed the face of marketing 
and advertising forever. (circa 1945 - 1975) These 
men were the inspiration for the hit TV show 
"Madmen". [Young & Rubicam] 
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Sales Letter 

A communication between seller and prospects 
designed to inform, educate, and move to action.  A 
sales letter may be standard mail letter, an email, a 
letter contained in a priority shipment (Fedex, UPS, 
etc).  Sales letters should be crafted using similar 
tools as are used in your website or advertisements.  

Satisfaction 

The underlying needs or wants of a customer for 
buying a product or service.  (Ex: Take a pain reliever 
to stop the ache is a benefit.  Being able to dance 
with your wife is the underlying motive.) 

SEO - Search Engine 
Optimization 

The process of affecting the visibility of a website or 
blog in a search engine's organic (unpaid) results.  
Also see SERP. 

SERP 
Search Engine Results Page.  The organic (unpaid) 
results of a search on Google, Yahoo, Duck Duck Go, 
Bing, etc. 

Seven Seconds 

The time you have to capture the attention of the 
readers, inform them they are in the right place, and 
tell them of a meaningful benefit they'll receive from 
your product or service. 

Slogan See Tagline 

SPAM Triggers 
A list of no-no's most email programs have.  To use 
these words may mean your Email will be sent to the 
recipient's SPAM folder and they'll never see it. 

Sub-headlines 
Sub-heads support and enhance the headline by 
giving more details and/or benefits and reasons to 
buy.   

Tactical Marketing 
Methods of communication your marketing message 
(e.g. website, advertisements, emails, letters, signs, 
etc) 
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Tagline 

Taglines (or slogans) are short, memorable 
statements usually placed after your company name.  
Through repetition, taglines become associated with 
your company.   

Tempo and Cadence in 
Copywriting 

The pace, or beat, of a piece of copy, whether it's 
sung or spoken.  A positive and pleasing tempo - or 
cadence - adds to reader's attention and recall. 

Trade Show (or Expo) 

A gathering of businesses that do business with 
particular industry segments (e.g. Franchising, 
Automotive, Home Repair, Restaurants).  Exhibitors 
buy and man "booths" to showcase their products 
and services to the industry, during the show. 

Triples 

A group of three words or short phrases.  Studies 
have shown these Triples, or groups of three, are the 
easiest to remember, and thus give a big boost to 
branding, recall, and sales. 

Unique Selling 
Proposition (USP) 

One of the most important concepts in marketing, 
the USP was introduced in 1961 by Rosser Reeves, 
chairman of Ted Bates International.  This 51-word 
concept has been the standard of the industry ever 
since.  It says “each ad must make a proposition to 
the prospect. It must say buy this and get this 
specific benefit."  It must be a proposition the 
competition can not do or does not talk about.  And 
it must be strong enough to move the prospect to 
action. Your USP should form the foundation of your 
marketing message. 
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Value Proposition 

Akin to Benefits, a Value Proposition communicates 
the benefits (reasons to buy) and satisfactions 
(underlying reasons to buy) of purchasing a product 
or service, and how that purchase will improve your 
customer’s life.   

Website 

The most important marketing tool for almost all 
small businesses.  Websites give credibility and tell 
people you're for real.  Without a (well-designed) 
website, your chances of generating new business 
become slim.  It is your marketing message, digital 
brochure, and personal story, all rolled into one. 

Website Design The science and strategy of website structure, flow, 
content, offers, and call-to-action. 

Welcome Video 
It's a good idea - and sometimes a great idea - to put 
a personal "Welcome" or "Intro" video on your 
website.   

Write-In Test 
If you cross out your name and write in your 
competitor's and the marketing piece is still pretty 
much valid…you have a lot more work to do. 
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By Alan L Tarr 

 

Author of The 7 Deadly Sins Of Marketing 
Win The Marketing Game And Stop Wasting Money 

 

Never trust anyone you don’t understand* 

Like President Taft, I respect and strive for clarity.  Whether writing an article, 
an advertisement, a website, a radio commercial, or a white paper.  It is the 
first job of the communicator to make absolutely sure his words are 
understood precisely. 

Far too often, in writing or in our conversations, we use words and phrases 
that can be misconstrued, misunderstood or totally confusing.  This sloppiness 
brings on problems.  In a personal conversation, you run the risk of hurting or 
offending your friends.  In marketing, you run the risk of losing customers 
before they ever do business with you. 

If your goal is to get a better response to your marketing and advertising, read 
on. 
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How To Write Effective Copy 

First of all, some of you may be under the impression that writing is easy – that 
most people can do it well.  This could not be further from the truth.  No less a 
figure than Aldous Huxley, poet and celebrated author of Brave New World 
suggests, “It is easier to write ten effective sonnets than one effective 
advertisement.”  He knows of what he speaks; Mr Huxley is an ex-copywriter. 
Following is a short checklist to refer to the next time you write a marketing 
piece.  
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By Alan L Tarr 
 

Author of The 7 Deadly Sins Of Marketing 
Win The Marketing Game And Stop Wasting Money 

Stay away from the Clichés. Pass on the Platitudes.  Bash the 
Banal. Skip the Stale and Meaningless.  And hang the Hackneyed and 

Humdrum. 

Platitudes and Clichés can make your website invisible.  Words that Differentiate 
make your website and ads powerful. Do your website, landing pages, or 
advertisements contain any of these clichés?? 

• “We Go The Extra Mile For You” 
• “We Treat You Like Family” 
• “We’re Professionals” 
• “We Do It All” 
• “You Tried The Rest, Now Try The Best” 
• “We’ve Been In Business Since 735 B.C.” 

“Give me a break!”  If I hear or read these words one more time in the website 
of otherwise fine businesses, I’m going to scream. 

Why is it that when asked to make a logical case for why you should do business 
with them, far too many owners, managers, and yes, “professional” copywriters 
fall back on the tritest, most hackneyed, overused, and totally meaningless 



 68 

platitudes that no one believes?  (Platitude: “a dull, commonplace or trite remark 
uttered as if it were true and profound”.) 

The probable answer is that they couldn’t – or neglected to – develop a 
compelling marketing message that would differentiate them from their 
competitors.  Differentiation is certainly the most important element in effective 
website marketing.  And without differentiation you’re almost invisible. 

Choices Are Made On Differences –  
Not Clichés And Sameness! 

Acclaimed marketing guru Jack Trout titled his book “Differentiate or 
Die”.  Overstatement?  Not by a long shot. 

So, use meaningless platitudes and clichés at your own risk.  But before you 
spend any of your good money to develop and communicate your 
differentiating marketing message, at least put it through these four simple 
tests. 

Put Your Website And Ads To These Four Tests 

“Prove It” - Whenever you see a platitude or cliché in an ad, just mentally add 
the words “Prove It” and it will take on a whole new meaningless meaning.  “5 
Star Customer Service” – Prove It! 

“The Quality Leader” – Prove It!  “The Lowest Prices In Town” – Prove It!  If 
there’s no proof, there’s no ad. 

“Well, I Should Hope So” - Check your piece for phrases that trumpet as 
extraordinary, what your prospects take for a given.  When a printer advertises 
“Black & White and Full Color Processes”, “Folding and Packing”, “Your Choice 
of Paper”, the prospect mentally responds “Well I should hope so.  You’re a 
printer.  That’s what printers do.”  (Obvious now, isn’t it?) 

“What Else Is There?” - Take the Movers who are proud to tell you that they do 
“Residential and Commercial”, “Local and Long Distance”, and “Large and 
Small” moves.  What else is there?!?   If you have these kinds of claims on your 
website, you’re wasting valuable space where good conversion copy should 
be.  Just for fun, look under “Movers” in your online Yellow Pages – that 
platitude filled book – and see for yourself. 
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“Cross Out – Write In” - When your marketing piece contains generalities, 
platitudes, and clichés, it is near to impossible to differentiate your business from 
your competitors.  To prove the point, try this exercise.  Take your website or ad, 
cross out your name, address, and phone, and write in your competitor’s.  Is it still 
mostly valid?  If so, there’s no meaningful differentiating statement and customers 
will revert to judging on price alone. How often have you picked up the phone 
only to hear “How much do you charge for…?”  Try again. 
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7 Steps To A 
Compelling Sales Argument 

 

 
By Alan L Tarr 

 

The MoneyWords Copywriter 
 

Author of The 7 Deadly Sins Of Marketing 
Win The Marketing Game And Stop Wasting Money! 

 
 

What in the world does an orange have to do with  
an article about sales arguments? 

 
If your business survives on selling goods or services - pretty much everyone - you 
need to develop a compelling sales argument.  Not for just the marketing and 
sales staff or the owner.  But for everyone.  Make it short.  Make it simple.  And 
make it true.  Here are seven steps you can take now to develop a message for 
your business.  Don't try to do it all yourself, get input from your friends, family, 
and most importantly, your staff. 
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Differentiate Your Brand From Competitors With A Short, Powerful 
Marketing Message 

• Determine in what meaningful way(s) you are different from your 
competition (Unique Selling Proposition or USP) and what hard evidence 
you have that will prove it.  And if you think you can't differentiate - think 
again.  Sunkist created a huge business because they could differentiate a 
Sunkist orange from all the other oranges in the world.  So don't tell me 
your business can't differentiate itself.  Customers associated the Sunkist 
brand with quality.  Now, Sunkist has licensed its name to other 
companies, like 7-Up.  That’s what a great brand can do. 

Know WHY, Specifically, Your Customers Buy From YOU 

• “If you want to know why John Smith buys what John Smith buys, you need 
to see the world through John Smith’s eyes.”  If you don't know the answer 
to why your customers buy from you, here's a novel marketing idea.  Ask 
them.  And believe them. 

Create A Marketing Message For Each Differentiating Point 

• Craft a succinct, effective, “killer” message for each differentiating 
factor.  Use power words, not weakling words. 

Clearly State Your Value Proposition 

• Develop a list of significant benefits that your customers get from buying 
your product (also known as the Value Proposition).  Show how buying 
from you will your customers' lives better in some respect. 
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"Grease The Skids" - Make It Easy To Do Business With You 

• Develop at least 2 motivating offers for “Now Buyers”.  At least one 
offer must be “discount-free”. 

• Develop at least one education-based offer aimed at “Future Buyers”. 
• Determine at least two ways to lessen the risk of doing business with you. 

Once you've all agreed on the nuts and bolts of your marketing messages, turn it 
into a series of statements everyone can easily memorize and use (over, and 
over again) with your customers, prospects, vendors, and friends until everyone 
knows why they'd be an raving lunatic not to do business with you. 
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Congratulations for ordering “84 Ways”.   

The list is quite extensive and although not every tip will be applicable to every 
business, we trust you’ll find enough gems to help your business attract, acquire, 
and retain more customers.  We believe wholeheartedly that small, entrepreneurial 
businesses face completely different sets of challenges than do larger businesses in 
that every dollar spent on marketing needs to generate a return.  We, as small 
business owners or non-profit leaders cannot afford to spend just to create 
awareness – we need to create dollars. 

This guide will help you do just that. 

 

The Guide Is Broken Down Into Three Sections 
• Strategies & Practices – The art and science of creating and articulating 

your unique message 

• Tactics – The various means used to communicate your message to 
prospects and customers 

• Prepare Yourself – A little self-improvement goes a long way 

Strategies & Practices 
 

1. Be different from your competitors in at least one meaningful way. 
 

2. If aren’t different – innovate until you are. 
 



 75 

3. Before you start to create any marketing piece answer this question:  
“Why should I buy from you, when I can buy cheaper from Joe down the 
street?” 
 

4. If you don’t have a website or blog, get one.  Now! 
 

5. Understand the true definition of marketing – “Everything you do that 
touches or impacts you customers and prospects”. 
 

6. Continually educate your customer and prospects. 
 

7. Don’t try to be cute, funny, poetic, or edgy when creating advertisements 
and marketing pieces. 
 

8. Don’t be a cheapskate – invest in professional talent to create and 
design your collateral and sales material. 
 

9. Craft a compelling message and stick with it. 
 

10. Ask your customers these two questions: “Why do you buy from us?” and 
“How likely is it that you would refer us to a friend or relative?”  Take 
their answers to heart. 
 

11. Marketing is critical to your success.  Don’t hire idiots to do it. 
 

12. It is quite possible to be too creative; try heard to avoid this. 
 

13. Stop ignoring 94% of your prospects – those who aren’t ready to buy 
now – and develop offers just for them. 
 

14. Reach out to your customers and prospects with useful information – not 
sales talk. 
 

15. Get real testimonials from real customers. 
 

16. Never call solely to ask, “Are you ready to buy yet?” 
 

17. Improve your website.  Over 85% of websites are ineffective or just 
plain stink. 
 

18. Create and perfect a 5 to 10 second “elevator pitch”. 
 

19. Don’t be afraid of long copy.  You must tell your whole story.  Just do it 
in as few works as possible. 
 

20. Don’t have ten different messages – it only confuses your audience.  Find 
your best unique selling proposition and articulate it consistently. 
 

21. Know your competition:  what they’re doing and what they’re saying. 
 

22. Don’t make empty claims almost no one believes. 
 

23. Beware of the “False Alarm” headline – always be relevant. 
 

24. Make your employees aware that every person and every facet of your 
business affects marketing – and profits. 
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25. Develop a simple, effective marketing plan and stick to it. 
 

26. Give free advice. 
 

27. Develop attractive, motivating offers that don’t include discounts. 
 

28. Hire a pro to critique and edit your marketing materials and business 
plan. 
 

29. Leave your ego at the door when creating marketing material. 
 

30. Back up your claims with actual evidence. 
 

31. Avoid using “non-credible” numbers in your marketing.  Replace “50%”, 
“ten times faster”, and “double the selection” with exact numbers like 
53%, 10.7 times faster, and 2.3 times the selection. 
 

32. Assess your marketing and advertising coldly and objectively. 
 

33. Work with an experienced advisor/consultant.  It’s generally cheaper in 
the long run. 
 

34. Understand the “Educational Spectrum” of Now Buyers and Future 
Buyers. 
 

35. Learn to nurture your Future Buyers with useful information. 
 

36. Don’t do it yourself just to save money; you’re probably not qualified.  
Or take courses at Write Like A Madman University. 
 

37. Identify the three most important questions to ask before buying your or 
a competitor’s product – then tell them to your customers. 
 

38. Give people a strong reason to buy from you other than price. 
 

39. Do not bad-mouth your competition. 
 

40. Understand whether your product better lends itself to an emotional or 
intellectual marketing approach. 
 

41. Track responses with Marketing Extension Lines and Analytics. 
 

42. It is important to test your ads – even if you simply ask your friends and 
family for their opinions. 
 

43. Design the layout of your webpages, brochures, flyers, and ads to sell – 
not confuse. 
 

44. Never write marketing communications to impress your old English 
teacher.  Write using simple words and short sentences that your 
customers will find easy and pleasant to read or hear. 
 

45. Never use words that have foggy meanings.  Be precise in your 
language. 
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46. Don’t let some cutting-edge art director talk you into an artsy ad layout.  
K.I.S.S. and stick with classic layouts.  They get read! 
 

47. Find ways to make it easier to buy from you. 
 

48. Make it easier to return a purchase to you. 
 

49. Find ways to reduce the risk of buying from you. 
 

50. Don’t trust a sales rep who offers to create your ads “free”. 
 

51. Beware ad agencies/consultants that flaunt their creative awards, but not 
the results those ads generated. 
 

52. Write like your customers speak. 
 

53. Make sure you stress benefits and solutions, not just features. 
 

54. It is not sufficient to merely be great; you must also create that 
perception in the minds of your customers. 
 

 
Tactics 
 

55. Be an effective and sincere networker. 
 

56. Don’t overlook the back of your business card. 
 

57. Set a reasonable marketing budget.  Under-budgeting can mean a slow 
death. 
 

58. Have fewer “Sales”. 
 

59. Build or buy better lists. 
 

60. Collect e-mails from as many of your customers as possible. 
 

61. Communicate with your customers and prospects regularly. 
 

62. Re-consider the humble postcard. 
 

63. Create portable signage for your job sites. 
 

64. Always carry your business card. 
 

65. Try to see what the homeowner sees when your crew arrives – and then 
improve on it. 

 

66. Start a Referral, or Loyalty, Program. 
 

67. In your radio ad say your name, website, and/or phone number at least 
three or four times in sixty seconds. 
  

68. Don’t ignore the free billboard space on your building 
 
 

Prepare Yourself 
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69. Learn to use powerful selling words without being obnoxious. 
 

70. Learn to use social media like blogs, Facebook, Twitter, etc. 
 

71. Learn how to do basic market research free. 
 

72. Learn how people read websites, advertisements, brochures, etc.  Design 
yours accordingly. 
 

73. Learn how (and when) to design a business card that sells. 
 

74. Learn to write headlines that interrupt and grab your attention. 
 

75. Learn what crossheads are and use them liberally in longer copy. 
 

76. Learn how to turn all your employees into marketers. 
 

77. Learn the techniques of direct-response advertising. 
 

78. Learn why you have less than four seconds to interrupt a person with your 
message. 
 

79. Learn the basics of radio advertising. 
 

80. Learn how to lead your prospect down the “Slippery Slope” to a sale. 
 

81. Learn which of the things you’ve been saying are of absolutely no 
importance to your customers. 
 

82. Learn about Search Engine Optimization (SEO) and Pay-Per-Click (PPC) 
web advertising. 
 

83. Learn the secrets of professional copywriters. 
 

84. Get yourself a copy of “The Seven Deadly Sins of Marketing and How to 
Avoid Them”.  Available at marasso.com (only $20 including shipping and 
applicable tax).  Also available on Amazon. 

 
85. Whether your a copywriter, a business entrepreneur or a non-profit 

leader, you can learn the Techniques and Secrets of the World’s Best 
Copywriters with Write Like A Madman University. 

 

https://writelikeamadman.com/
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23 Easy Ways To Increase Selling Power 
 
Every marketing piece you create – webpage, brochure, advertisement, etc., can 
be made more powerful by incorporating one or more of the suggestions below.  
Evaluate your current pieces to see if they measure up.  And if they don’t, fix 
them immediately.  They could be costing you sales every day. 
 
 

1. Use short, simple words. 
 

2. Use present tense, second person. 
 

3. Use short paragraphs – no more than five lines. 
 

4. Place captions under illustrations. 
 

5. Offer free information – info comes before “sales talk”. 
 

6. Use selling copy rather than style copy. 
 

7. Make your claims specific – not general. 
 

8. If you sell products, study the descriptions in catalogs. 
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9. Never say “Salesperson will call” or ask prospects to “call 

for prices”. 
 

10. Do some free market research by asking friends what 
they want from businesses in your industry. 

 
11. Do more free market research by asking your good 

customers “why they buy from you” and use answers for 
your USP and other descriptors. 

 
12. Avoid tricky and cutesy slogans and taglines; go with 

simple, benefit-oriented statements instead. 
 

13. Avoid trite, tired, meaningless clichés and platitudes no 
one believes. 

 
14. Include “Future Offers” as well as “Now Offers”. 

 
15. Small business copy should be focused on selling a 

specific product or service (ex: selling your financial 
planning services) – not the general product class (the 
need for financial planning).  Doing that will just help 
your competitors. 

 
16. Your pieces should sell – not just remind’. 

 
17. Make every piece a complete sales talk. 

 
18. Use long copy if your product or service needs 

explanation, but always try to use as few words as 
possible. 

 
19. You can’t force a person to buy, you can’t bore a person 

into buying, but you can INTEREST a person to buy. 
 

20. Arouse curiosity. 
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21. Create Desire. 

 
22. Make Your Customers’ Lives Better. 

 
23. Tell readers what to do next and give them a good 

reason why (benefit). 
 

 
 
 
 



Good copywriting is, for the most part, like talking to a friend 
across your kitchen table.  You use the words, phrases, and 
tempo both of you are familiar and comfortable with.  With 
your friend, you don't push, you guide.  You don't make it all 
about yourself, you make it mainly about your friend.  You 
are the copywriter, and your friend is the "symbol" for the 
customer.

Like with so many things today, our society "suffers" from a 
shortened attention span.  Some call it the MTV syndrome.  
But the upshot is, people don't want you to beat around 
the bush with excessive words, they want you to get to the 
point.  
Copywriters are trained to "Write Tight", meaning they use 
all the words necessary to convey their message - but not 
one, single word more.

President, and Chief Justice of the Supreme Court William 
Howard Taft (he came between Teddy R and Woodrow W) 
said, "Don't write to be understood; write so you can not be 
misunderstood."
Writing Clearly is the #1 job of a copywriter.  It is the 
foundation upon which all of your efforts will be judged.
Use short, universally understood words.  Arrange them in 
various sentence lengths from 1 word to about 20.  Keep 
paragraphs to about 5-6 lines (60-80 words)and use 
Cross-Heads to separate thoughts in longer pieces of copy.

The two fundamental writing styles used by 
professional copywriters are the Emotional and the 
Intellectual  .  Most products and services employ one 
or the other.  Office equipment, Finance, and Tools do 
better discussing their products in a FACTUAL way.  
Perfumes, High-end Fashion, and Cruises rely on having 
people IMAGINE themselves using the products in 
"magical", enviable places or situations. 

Learn To Write CLEARLY1

2

Write CONVERSATIONALLY3

Learn The Secrets Of The 
World's Best Copywriters

4

As you advance and get a good grasp on the basics, 
you'll want to up your game.  This is where you learn the 
practices, techniques and "secrets" of the world's best.

Headlines, Taglines and Slogans
Power words vs. Weakling words
Creating a Story around your brand
Double-Ups, Triples, and Alliterations
Tempo and Cadence - Copywriters write songs 
without music

Learn To Write Both 
Emotionally And Intellectually

5

Small Business Owners & Managers
Anyone Whose Title Includes "Marketing"
Recent Graduates Entering The Workforce
Writers Who Would Love A Side Gig To Earn More Income
People Who Want To Add A Marketable Skill To Their Resume

 

Who Needs To Know Copywriting

Learn To Write CONCISELY

5 Steps To 
Becoming A

DARN GOOD 
COPYWRITER 

Note To Self:

Write Tight

www.WriteLikeAMadman.comWrite Like A Madman University


