
 

 
 
Module One, Copywriting Fundamentals  
Video Two, Next Steps and the CTA 
 
Here’s what you’ll learn: Why health club salespeople don’t make the sale; 
(It sounds a little odd for me to bring this up, but you’ll see shortly that it’s 
very relevant to copywriting); why the copywriter is like a compass for the 
consumer and how you can fulfill that role better than most people; how 
many steps one person can actually take (Hint: It’s one. You’ll see exactly 
why shortly.); and also, what is a CTA? 
 
So, how to sell gym memberships.  An odd way to start this video, I know, 
but bear with me. Way back when, I used to work at a health club and part of 
the management training involved learning to sell memberships to 
prospective members. During this training, there was one thing the training 
manager said to us that I’ll never forget. He asked us why we thought it was 
that most health club sales people don’t get the sale. That is, what is the 
barrier that keeps a salesperson from getting the prospective member to sign 
on the dotted line. We all called out answers, things like “They say it’s too 
expensive” or “They want to think about it” or “They’re not sure they’ll use 
it.”  
 
But the training manager dismissed every answer. The one thing that 
represented the vast majority of instances in which the sales person didn’t 
get the sale was, very simply, that they never actually asked for the sale. 
They never pulled out the contract and said to the prospective member, 
“Okay, are you ready to get started? Let’s sign you up right now.” As the 
copywriter, you’ve got to ask for the sale. You must never, ever forget to do 
this. Essentially, asking for the sale in copywriting involves telling them 
what you want them do to next, as clearly and concisely as possible. Do not 
make the reader think. If you do a good job with what you’re writing about 
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and you make the benefit clear, they will want to take the next step. So let 
them know what that next step is! And tell them how to do it.  
 
In many ways, the copywriter acts as a compass for the reader. You are a 
guide for every person who reads your copy. Through the whole interaction, 
your copy must show them where to go and give them clues about where 
they’re headed. The interaction with a reader could be as simple as a 
newspaper ad with a headline, body copy and then next step or it could be a 
series of steps. It could start with a banner ad where you give them a little bit 
of information and you tell them to go to a web page, and on the web page 
you give them more information and you tell them how to purchase the 
product, and then you take them to the purchase page. It’s your job to show 
them where to go throughout the whole process. You are taking their hand 
and you are leading them. So, to that end, you want to make every step 
smooth, make every step clear and make every step make sense. Everything 
has to be in a very specific order and in an order that your reader expects.  
 
So how many steps can one person take? Can someone simultaneously buy 
something, sign up for an email, ‘like’ a company on Facebook and forward 
an email to a friend? Of course not. They could do one after the other, but 
people can only take one next step at a time. And that means that in your 
copy you have to give them one clear next step. Tell them exactly what you 
want them to do next, but only ask them to do one thing. 
 
Now, you’ll probably find that some clients (and even some bosses) want the 
consumer to take a lot of next steps. They want them to sign up for email, 
they also want them to purchase and to forward to a friend and they think 
they want the consumer to do them all at once. But again, it’s impossible. 
And even if it were physically possible, you wouldn’t want to split people’s 
attention like that! You want them to stay focused on the most important 
next step. Now, while there can only be one main next step, there can be 
multiple secondary options, which can help encourage the reader to engage 
with the piece if they aren’t going to take the main next step. 
 
 Say, for example, you want them to make a purchase on a web page. Well, 
since there are some people who just aren’t ready to purchase at that point, 
you can give them other actions to take, but other actions that are clearly 
secondary and look less important that the main next step of purchasing. If 
they’re not going to purchase, at least you could keep them on your site, 
instead of losing them completely. When it comes to primary and secondary 



3	  

actions, though, it has to be very clear in the design and copy hierarchy what 
the main next step is. And then it also has to be very clear that the other 
steps are secondary. 
 
Here’s an example. In this wire frame for an email, you see that main section 
that says Main Email Message and Action 1 Buy Now. That is, in the visual 
hierarchy, very clearly the number one action you want them to take. The 
action two, action three, action four, the search for deals, Rsvp for event, 
forward to a friend—those are all secondary actions. Sure, it would be great 
if the consumer took these actions, but very clearly, based on the fact that 
the area for the Action 1 is so big and the fact that it’s on top, the main 
action you want them to take is to buy now. 
 
CTA means Call to Action. This is where and how you tell the reader what 
to do next; how to take that next step. When it comes to your calls to action, 
think clear, direct and quick. When you’ve gotten a reader to a point where 
they actually want to take an action, you don’t want them to have to read a 
paragraph in order to understand what you want them to do. It needs to be a 
command that starts with a verb. So, common examples of that are things 
like “sign up now” or “get your new Acme razor today” or “follow us on 
Twitter”. Those are very clear and it’s also very clear exactly what’s going 
to happen once they take the actions. “Sign up now” should take them to a 
sign-up page for a newsletter or something. “Get your new Acme razor 
today” should take them to a purchasing page. “Follow us on Twitter” 
should take them to an interface that allows them to follow you or your 
client on Twitter. And 99.9% of the time, a call to action is non-negotiable. 
You have to let people know what you want them to do next. 
 
 And, often, even the “exceptions”, that .1%, could benefit from a CTA. 
Newspaper ads and especially ads in glossy magazines often lack a call to 
action, but you’ll find that those could still benefit from one. Don’t, by the 
way, think your project is one of the exceptions. It’s better to begin with the 
call to action and then if your client feels very strongly, explore the 
possibility of getting rid of it. However, again, it is very rare that a project 
can get by without a call to action. It’s much, much better to focus on giving 
your consumer one clear next step.  
 
Speaking of next steps, here are yours! Start noticing good and bad CTAs 
because, like benefits and features, there are a lot of both out there. Also 
start noticing when you don’t see CTAs and think about how that affects 
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your reading of the piece. Is it vague? Are you left wondering what you’re 
supposed to do next? After that, move on to video 3 where we start talking 
about the all important brand voice! 
 


