
 

 
 
Module Two, Copywriting Tactics 
Video One, An Overview of Writing Copy That Sells 
 
Here’s what you’ll learn: This video is going to give you a high-level look at 
how to begin writing your copy. We’ll get much more detailed as the course 
progresses. We’ll talk about what goes into an effective headline, how to 
support that headline with body copy, and then how to get people to take the 
action you want them to take.  
 
Killer Headlines. Well, the headline is generally the first and most important 
copy that the reader will see on a page. Like a headline in a newspaper, it’s 
usually up at the top and the type is usually in a larger point size than the rest 
of the copy on the page. The headline tells the story of what’s on the rest of 
the page so that if someone didn’t read anything but the headline, they’d still 
have a good idea of what the whole page is about. The headline is crucial 
because it lets the reader decide whether or not he or she is going to continue 
reading, so it’s really important to have a good and compelling headline so 
that your reader reads your headline and says, “Yes, this is something that 
pertains to me, it sounds beneficial to me, I want to know more.” If you 
can’t hook them with the headline, anything else you write is pretty much 
pointless.  
 
On the other hand, with a great headline, it might be all they need to read in 
order to take the action you want them to take. If you write a headline that is 
so straight to the point and so full of benefits, so clear, and it makes it so 
obvious to your consumer that what you have is exactly what they need, they 
might only need to read the headline to make the decision to take an action. 
This is especially the case if the action requires relatively little effort, like 
‘Liking’ a company on Facebook.   
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So how do you write a great headline? I have four words for you: Lead with 
the benefit. The absolute, most compelling thing for someone to read is how 
something will benefit them. You have a lot of messages for them, but the 
most important thing they need to know is what they’re going to get out of 
what you have to offer. What you have to offer has to, in some way, make 
their lives better. A benefit is the end result and the most important piece of 
information. Don’t hide your benefit; make it clear and make it compelling. 
Between two choices for headlines “Sign up for our weekly newsletter 
now!” and “Get Tips and Tools to Grow Your Business Fast!” which one is 
better? Which one of these actually has the benefit? If someone signs up for 
the newsletter, they’ll get tips and tools to grow their business fast. So the 
benefit to them is they will learn how to improve their business and probably 
increase revenues.  
 
But the second one is the one that actually conveys the benefit. The first one, 
as you may have noticed, is actually a call to action. It tells the reader what 
to do, but it doesn’t tell them why they should do it. No headline should ever 
cause a reader to ask, “Why should I?” If you find that you’ve written a 
headline that raises that question, answer it to yourself. “You should 
because…” That “because” part is going to be the benefit and should be 
what your headline is all about.  
 
Use the most powerful words you can to get across what you’re promising to 
your customer. What do I mean by powerful words? Well there are certain 
things that are going to resonate more than others, that are going to catch 
your audience’s attention more than others. So, for example, you could write 
a headline that says “Write a Novel in Thirty Days.” It’s a solid headline, but 
it could be more compelling. Instead, if you were to say “Make Your 
Dreams Come True and Write Your Novel in 30 Days—Guaranteed” it gets 
right at the deeper benefit of fulfilling a lifelong dream. The second one also 
uses a numeral instead of spelling out “thirty” which is a little trick you 
should employ whenever you can: The eye is drawn to numerals in a sea of 
letters so you can naturally draw your audience’s eye to your headline just 
by including one.  
 
The second headline also references “your novel” instead of “a novel,” 
making the second line more personal. People tend to respond better to being 
addressed directly, so anytime that you can say “you” or “your,” it will 
probably improve the effectiveness of your copy. On top of all of this, the 
second version even offers a guarantee that this lifelong dream really will 
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come true. Making a purchase is an inherently risky thing; people can never 
be sure they’ll be happy with what they purchase. A guarantee offers them a 
bit more peace of mind for that purchase. Anytime you have a guarantee for 
a product, you should try to use it.  
 
Let’s look at another example. Version one of the headline is “Get Top 
Travel Deals” and version two is “Limited-Time Only: Get Travel Deals for 
Free!” Of the two, the second is bound to be more effective. Once you’ve 
got a benefit in your line, there is absolutely no more powerful word than 
“free”. If you are giving something away for free, then definitely say it! 
Don’t ever, ever hide that anything is free. Also in the second version, we’ve 
added “Limited-Time” to add urgency. By “urgency”, I mean that element of 
making people afraid of missing out on something. It’s human nature to feel 
compelled to take action based on a fear of missing something they may 
want.  
 
Copy like “Book by [insert a date]”, “almost gone” and even “won’t last” 
add urgency to your offer. “Won’t last” isn’t even especially strong, nor is it 
a very specific or reliable prediction of inventory, but it will still probably 
help to increase the number of people taking the action you want them to 
take. A headline is not a place to be subtle. You have a bunch of great tools 
to use, so use as many as you can. This is especially this case for direct 
response projects. Now if you want your copy to be more of a branding 
piece, you may not want to put quite so many elements into a headline since 
that combination can turn it into more of a hard sell, but if it’s a branding 
piece you probably won’t have tools like guarantees or limited-time offers to 
add, anyway.   
 
Supporting body copy. Well, subheads and body copy are where you get into 
more detail of what’s in your headline. In many ways, a subhead is like a 
headline; just kind of a lesser version of it. A subhead is a copy element that 
you use when you want to add just a bit more critical information that you 
can’t fit into your headline. Your most crucial information goes into your 
headline, and then the bit of supporting information that helps make the 
argument for the headline goes into the subhead. In messaging hierarchy, 
what goes in the subhead is a very close second to what goes in your 
headline.  
 
Let’s look at an example. Your headline might be “Protect Your Car All 
Winter with Free Tune-Ups and Service” and your subhead might be “Don’t 
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Miss Out! Join the Car Care Club by September 30.” In this case, the 
subhead starts out by adding urgency, but then, even more importantly, it 
adds the “how” of getting those free tune-ups. The headline lets you know 
the benefit, that you can protect your car all winter with free tune-ups and 
service, and the subhead lets you know exactly how to get them. Now, again 
as we were saying, in this scenario, if someone only read the headline and 
subhead, they would get the most important part of this message, even if 
they didn’t read any body copy. And as much as you will work very hard on 
your body copy, if they want to make the purchase after just reading the 
headline and the subheadline, let ‘em!  
 
Now from there, your body copy should offer more supporting details that 
are less and less important as you go. So at the top you want to start with 
your most important information and then the information should be less 
important as the message progresses. That said, though, all of your copy 
should serve an important purpose. Be very careful not to put copy in there 
just for the sake of putting more copy in there. I should say, too, that this 
hierarchy of messaging—this technique of putting the most important 
information in the headline head and then decreasing through subhead (if 
there is one) and body copy—isn’t just for longer pieces of copy. If you’re 
sending out an email and the email body has only a headline and two lines of 
body copy, you should still aim to structure your messaging this way. Don’t 
put any copy in your piece that doesn’t serve a purpose—and a purpose 
that’s essential to getting the audience to take the action you want them to 
take. 
 
 If you’re sending out an email to clients who have bought from you before 
to announce a new product, do they really need to know that you’ve been in 
business for fifteen years? Probably not; they’ve already purchased and they 
trust you. Don’t just judge your messages based on what you think is 
important; judge them based on what your audience thinks is important. 
Keep your sentences short. Keep your paragraphs short. Bullet whenever 
you can. If you have a list of more than two things that you can group 
tougher, use bullets to make it easier for people to digest. All in all, you 
want to be sure that you make reading your copy easy for the reader. A lot of 
copy or copy with crazy formatting looks like a challenge to get through and 
most people won’t accept that challenge. Your goal is to get across your 
benefit, let people know what you want them to do and make it as easy as 
possible for them to get the information you want them to get.  
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Now if you have a fair amount of copy on a page and you can’t get around 
it, you can use multiple subheads to break it up and also to kind of give an 
overview of the copy that follows the subhead. You don’t want to force 
people to read your copy to get your point. Again, if they’re happy to get 
your point and make a decision by just reading your subheads, let them. In 
general, you want to make it easy for people to skim your copy. It hurts, I 
know, if you’ve been working really hard on your copy to know that people 
don’t want to read every single word. There will be some people that do, that 
want to read every single word, but many people won’t. They want to get the 
general gist of it just by looking it through and skimming your copy.  
 
If you have multiple subheads, each of them should support your headline 
and offer yet another reason to take the action that you want them to. So, 
after you write your copy, if for some reason you have multiple subheads, 
(say it’s a web page with a lot of information), try reading just your headline 
and your subheads. Does your headline get your benefit across? Does each 
of your subheads add a little bit more detail and a little bit more reason for 
them to actually make that final purchase? If not, go back and revise them.  
 
Getting people to take action. Think of copywriting as kind of like stating 
your case—essentially, you’re giving evidence as to why the action you 
want the reader to take is the exact right action for them. Everything that you 
write, all of your copy, has to give them reasons to take this action. Give 
them benefit after benefit, reason after reason to take this action. And again, 
you can’t lead them to take this action without giving them a way to take it. 
You have to have a clear call to action. Let them know what you want them 
to do and let them know exactly how to do it. Make it very, very obvious 
what you want them to do and what’s going to happen. “Our fabulous finds 
are waiting for you!” is not a call to action. “See our newest vintage finds” 
is. “See what we have in store for you” is not an effective call to action. 
What does it mean? What’s going to happen? Point your reader to the action 
that you want them to take and tell them to take it!  
 
Next steps! Well, now that you’re really starting to dig into how to write, it’s 
time for video two, so you can learn how to set up your documents so your 
designer can understand them.  
 
 
 


