
 

 
 
Module Four, Interactive Copywriting 
Video One, Copywriting for Websites 
 
Here’s what you’ll learn: We’ll go over website copywriting’s unique 
challenges and opportunities; how to write a site from the ground up, from 
the very concepts all the way through fleshing out the pages; and how to 
write individual pages for when you’re brought on projects where the 
website already exists. Then we’ll finish up by talking a little bit about SEO 
and busting a few myths. 
 
Challenges and opportunities of website copywriting. To begin with, unless 
a website is gated somehow, you can’t control where your visitor will enter 
or what page they will enter on. And when I say “gated” I mean that there’s 
some mechanism that stops a user from entering your site. For example, you 
could require an email address to log in. A lot of the daily deals sites or the 
flash sale sites now require that. If your site isn’t gated though, you can’t 
really control where a visitor will enter your site. They may enter it at the 
home page, but a Google search may land them on one of your product 
pages, or your About Us page, or any number of other pages on your site. I 
should say, too, that as we go through this video, I will refer to “your” 
website, but obviously I mean the website that you’re writing for your client 
or your boss. 
 
 Now, because you don’t know which page a visitor is going to see, you 
have to make sure that every page has some crucial elements. The page has 
to contain the info that they’re looking for, the information they want has to 
be easy to find and the page itself has to give some understanding of what 
the website is all about. The page needs to sell both itself and the website as 
a whole. By “selling,” I mean convincing a visitor of its value, convincing a 
visitor to stay on the page and explore the site. And that’s a lot for one page 
to do. Websites are kind of like the woods, like a forest. There are practically 
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an infinite number of paths that people can take as they go through, but some 
of the paths get more commonly used.  
 
A user flow is how a visitor to your site moves through the site from page to 
page.  So, a common user flow for  Amazon might be to enter the site at the 
home page, to do a search for a product, to get to the product page, to then 
click on Buy Now, to go to the login screen, to go to the shopping cart, then 
to get to a billing page where they input all of their information, and then to 
get a confirmation page. But, as you can imagine, on Amazon, that’s just one 
of literally thousands of possible user flows. And since your job as 
copywriter is to guide visitors through user flows, it can be challenging to 
anticipate and write to all of them.   
 
Nearly everything on a website can be tracked and analyzed. This is great 
because it gives you a lot of feedback on the work that you’re doing. You 
can track how quickly someone leaves a page, where they click on a page, 
where people are coming to a page from on the internet and even where in 
the world that person is, among many other things. This gives you the 
opportunity to test elements and to validate which ideas and, most important 
for you, which copy will really make a difference and which won’t. This is 
important because, while you are an expert and you are basing your copy on 
time-tested fundamentals of effective copywriting, when it comes down to 
actually executing things, choosing between particular words and phrases 
essentially comes down to an educated guess. That is, you can lead with the 
benefit in a headline, but exactly how you write it is equally science and art. 
The neat thing about writing for interactive media like websites is that it’s 
easy to test elements and get real results about which copy lines actually 
work better than others.  
 
Depending on the type of site, there can be a massive number of pages. Let’s 
go back to Amazon as an example. This is obviously a massively popular 
site that many people use regularly, perhaps even every day. Taking stock of 
the number of pages on this site is nearly impossible. There is the home 
page, there are hundreds of thousands of product pages, there are About Us 
pages, there are the How it Works pages, there are pages with information 
about their various programs, there are all of the user wish lists, there are 
pages for vendors…just an absolutely massive number of pages. Now, you 
might not be at quite that magnitude of pages on your site or you might have 
a comparable amount, but the challenge is to keep the pages consistent.  
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You need to have a really strong tone guide and you need to follow it. I 
guarantee that a site like Amazon has a strong tone guide and is very careful 
about following it. Style conventions need to stay the same, too. And what I 
mean by that are style rules like “all links are in all caps” and things like “all 
headlines have initial capitalization.” You’re going to find that, more often 
than not, it’s your job to really guard this style and keep it consistent. 
Nobody’s going to watch this as closely as you will, however, it’s very 
important. If a website is wildly inconsistent in the style people are naturally 
going to start to notice this and trust the site less. Even if they don’t notice it 
initially, it will come to their attention if things are different from page to 
page. People have been trained to note that strange spelling mistakes and 
strange inconsistencies in capitalization are the things that mark a lower 
quality, less trustworthy site and people certainly won’t spend money on a 
site they don’t trust. One of the easiest ways to spot a phishing email, a scam 
email trying to steal your personal information, is to notice the odd style 
inconsistencies. People are looking out for these to prevent getting scammed 
and you want to make sure your site doesn’t inadvertently make people think 
it’s not trustworthy.  
 
Writing the site from the ground up. Often, if you’re actually working with a 
company to build a site from the bare bones concept stage, you’re going to 
work with an information architect, or an IA. IAs are helpful because it’s 
their job to organize how a site works to make it most easy to use for a 
visitor. It’s their job to figure out which pages should link to each and 
usually the way they’ll represent this is in a flow chart so that you can 
actually see the most likely user paths. Obviously, users will be able to hop 
from page to page in different patterns, but the chart will indicate the 
intended user flows.  
There are a few overall elements you need to consider as you’re building a 
site. We’ll start with navigation. What pages or what groupings of pages do 
people need to get to? And what pages are they expecting to be able to get to 
from each page that they visit? Within the navigation, a couple of common 
elements that allow people to learn more about your site are an About Us 
page and an FAQ page. These pages also help to indicate that your site is 
legitimate. To create your navigation, try grouping your various types of 
pages into categories based on what your target audience will be looking for. 
Be sure to explore all of the possibilities—where you expect to find a page 
may not be where your site visitor expects to find a category. Be sure, too, 
that the names of your pages and sections are straightforward and intuitive. 
You need to make it very easy for your visitor to find what they want. For 
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example, “Love Letters” might be a cute name for your site’s testimonials 
section, but your visitor won’t know what that is and would probably 
overlook it if looking for a testimonials section.  
 
It’s best to keep navigational elements to the tried and true, like “About Us,” 
“Testimonials,” “How it Works,” and “My Account” or “Your Account.” 
And that brings us to another issue to consider: How you refer to the visitor. 
Will you use the second person “your” or the first person “my”? For 
example, you could call the link for them to log into their account “My 
Account” and use terms like “My Credits” and that kind of thing in first 
person. However, writing as the website, if you start referring to yourself in 
the first person, as in “the purpose of our site is this” and “we built it for this 
reason”, you have a very strange situation in that both the visitor and the site 
would be referred to by the same pronoun. This is just one example of a 
copy scenario you have to think through carefully before the site is built so 
that you don’t have to go back later and fix the copy across multiple pages.  
 
You also need to figure out which elements of the site need functional copy 
and which elements can have more personality. A little tip is that, in general, 
it’s been found that people are more comfortable with more functional copy 
in the checkout, billing and account pages. They may like copy with more of 
the brand personality infused in it throughout the rest of the site, but when it 
comes to actual account information and the steps in which they have to give 
you a credit card, they’re not comfortable with less serious tones. They want 
very straightforward copy. Plan this as you build the site: where does your 
copy need to be more straightforward and serious and where can you have 
more fun with it in accordance with your brand voice and your tone guide? 
 
For the most part, you will write the pages one at a time and, as you do so, 
need to think about the purpose of the page. What is this page supposed to 
do for the visitor? From a company perspective, what is the purpose of this 
page? What does this help the user with/do? You also need to think in terms 
of where people come from. Where could they have come to this page from 
on your site? What are the possible user flows that brought them here? Also, 
where would they have come from on the internet? Is it likely that they 
could have gotten here from a search engine? Is this link out somewhere and 
they’ve gotten to this page from another site? Will your company be 
spending money on search engine marketing (SEM)? If so, your company 
would be running paid ads on search engines like Google and those ads 
would be driving to that page In that case, you’ll need to talk with your 
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company’s SEM team to see what copy they’ll be putting in those ads to 
make sure that someone hitting your page will get what they expected when 
they click on the ad. 
 
 You need to think of where people are coming from because like in any 
other type of copy, you need to help prepare them. The information that’s on 
that page should be what they’re expecting no matter where they’re coming 
from. And, as in any other copy project, you need to know what you want 
them to do next on a page. Ask yourself how much information they need to 
have to make a decision or take an action. This will completely depend on 
the user flow and what type of page it is. Do you need to give them a lot of 
information or are they at a point in the user flow where all they really need 
is just a little bit of information and a call to action? Also, does this page or 
section need a headline or a title to make it clear what it is? Is it clear if 
someone were to just stumble on the page where they are, what the purpose 
of the page is, and what the website is?  
 
Keep the most important information above the fold as much as possible. 
The term “above the fold” is actually an old newspaper term. If you look at a 
newspaper like the New York Times for example, the fold is right in the 
middle of the paper and you see information above the fold first because 
that’s usually how it’s laid on the newsstand. The most important stories go 
above the fold to interest a potential purchaser and get them to buy it. For 
interactive media, it’s a little bit of a silly term because there’s obviously no 
real fold in a website, but when people say “above the fold” they mean 
what’s actually seen just within that initial browser window without the user 
having to scroll.  
 
If it’s above the fold, the user doesn’t have to scroll to see it; they see it 
instantly. This is where you want to put your most important copy; putting it 
below the fold can be almost like hiding it since you don’t know if someone 
who lands on the page actually ever will scroll down to see it. The “above 
the fold” concept is a little bit tricky since there are a lot of different monitor 
sizes out there and people can make their browser windows smaller or larger 
as they see fit. There can’t be a real standard for above the fold; your 
designer is just going to estimate based on a full-size window on an average 
sized screen. The key takeaway for you, though, is that you want to think in 
terms of keeping your most important information as high up as possible. 
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The F Pattern. It’s been proven time and time again that people look at a 
web page in an “F pattern,” meaning that they start at the top of the page, 
read or glance across, then move down the left side of the page glancing 
across less and less as they go. What this means for you is that your most 
important information should probably be along that top of the page, but 
also, since they’ll be glancing down the page vertically, you want to keep 
your most important words at the beginning of a line. If they’re skimming 
down the page, they’ll only see about two words at the beginning of a line. 
But if your line starts with words that are inconsequential, the visitor will 
miss the point of that line completely. 
 
 For example, if you were to use a line on a banking site like “Introducing 
the XYZ Bank Checking Customer Exclusive Benefits,” the visitor would 
only see basically “Introducing the” and maybe “XYZ” as he or she 
skimmed down the page. Instead, it would be better to lead with more 
important words, perhaps changing it to “Exclusive Benefits for Checking 
Customers” or “New! Exclusive Benefits for Checking Customers” to add a 
bit of excitement to the line. Be sure to use plain language, so that your 
visitor is not tripped up by trying to figure out what you mean as they skim. 
(Because, as we’ve said, they won’t try to figure it out—they’ll just skip it!) 
So, don’t use something like “Regarding our Corporation and Management 
Group” when “About Us” would do just fine instead.  
 
Also, use specific and common terminology on your page. Don’t use 
something like “Profit Accelerator Overview.” It would require someone to 
click on it just to understand what it means! Instead, use terms that people 
are familiar with like, “How to Make More Money.” Use certain techniques 
within your copy on a page to make it easier for the visitor to scan and still 
get your important messages. Things like informative subheads with benefits 
for further details, bulleted lists, sticking to one concept per paragraph or 
section, keeping your sentences short and keeping your copy as concise and 
simple as possible will allow people to get an understanding for what’s on 
your page quickly and accurately.  
 
Let’s talk about the anatomy of a page. Here’s a page you’re probably 
familiar with; the Filthy Rich Writer home page. This will just let us talk 
quickly about some common things you’ll find on a page and the most 
common locations for them. We have the Filthy Rich Writer logo in the 
upper left corner and that is, far and away, the standard place to put a logo 
on a site. As we said, when people view a site in that F pattern, this 
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placement ensures that the logo is the very first thing they see. From roughly 
the center of the page and extending to the right, we have our first and main 
navigation. This allows the visitor to find the key elements of the site: our 
About Us section, our blog, our free stuff section and our store. Back to the 
left side and just below the arrow, in another key position based on the F 
pattern, we have our main benefit to consumer. Immediately to the right of 
that, we have our main call to action, signing up for our newsletter, paired 
with the benefit of taking that step. So, right at the very top of the page, first 
thing, we have who we are, our benefit to consumer and the next step we 
want the visitor to take.   
 
As we move down the page, we have our content listed on the left. We want 
to interest people in our content and get them to click through, so that gets a 
very prominent spot. On the right, however, we have our search box. This is 
a very important feature and nearly always found high on the right side of 
the page. Generally, you might also find it a bit higher on many sites, but 
because of the prominence we chose to give to our call to action and benefit, 
it gets pushed down on this home page. Within the site, on the blog pages, 
this search box is much higher on the right. Below that we have a resources 
section, which are actually links to three different sections and serves as a 
secondary navigation. They offer another way for visitors to explore the site, 
but they aren’t necessarily the first place we want them to go and so the 
placement, middle of the page and on the right, is not especially prominent. 
Remember, with the F pattern, people aren’t looking as far to the right as 
they move down the page.  
 
At the bottom of the page is our footer. We have a paragraph that 
encapsulates what the site is all about and helps us to be found by search 
engines, and at the very bottom we have our copyright information and 
another opportunity for them to learn about us. It just takes you to the same 
page as the top navigation “about” link does. People will generally look to 
either the top navigation or the bottom of a page for an About Us link. It’s so 
important to have those links and to put them in the places that people 
expect to find them because people often go to About Us sections to try to 
ascertain a site’s legitimacy. Is this a trustworthy site? Do I feel comfortable 
giving it my credit card information to make a purchase? Of course, you 
want your About Us information to soothe those fears and just prove to them 
that the company behind the site is a legitimate one.   
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A note about SEO.  SEO stands for search engine optimization. When you 
do a search on a search engine like Google or Bing or Yahoo, the search 
engine delivers to you a list of what they’ve deemed to be high-quality, 
relevant results. Sites want to try to get themselves as high as they can on 
that list, and so they try to optimize certain things on their site to have the 
search engine think that their site is high-quality and relevant to the words 
that a user has searched. Now, there are many different aspects that go into 
how a search engine determines if a site is high-quality and relevant or not. 
In truth, no one actually knows exactly and completely how these search 
engines determine it, but there are a few things that we do know.  
 
We know that tags on a page help, that links to that page from other high-
quality sites help, we know that lots of good quality information on a site 
help. One of the many ways they assess the quality of a website is also by 
the use of the keywords that were searched for on that page. Say, for 
example, you’ve gone to Google and you do a search for “clothing for cats.” 
If Google finds a page and the terms “clothing for cats” as well as other 
terms like “cats,” “kittens,” “pet apparel” and other terms like that are 
present on the page, Google will think it’s a good match and put it in your 
search results list.  
 
Before Google and the other search engines got savvy about exactly how to 
determine quality, though, one of the ways they would judge quality was 
how many times keywords were used on a page. So, back then, it made 
sense to try to use certain terms as many times as possible on a given page. 
This meant that, in order to try to rank higher on the results page for a search 
for “clothing for cats,” people would hire writers to come up with awful and 
useless copy like “if you’re looking for clothing for cats and you’ve had 
trouble finding clothing for cats before, you’ll be pleased to know that 
clothing for cats can easily be found here. You can also find cat sweaters, 
kitten sweaters, cat pants, kitten pants, cat hats, kitten hats…” Terrible. 
People actually paid for that! 
 
But now, as you know, search engines are much more savvy and will 
actually penalize sites that try to pack in keywords like that. Visitors also 
tend to trust sites with crummy copy like that a lot less, too. Now, search 
engines aim to assess websites for their real and true usefulness to the 
visitor. They have many algorithms that do this and, in truth, no one outside 
of Google, Bing or Yahoo really even completely understands how they do it 
and what those algorithms are. But the best way to make sure that you’re 
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serving your client in terms of SEO is to use your pertinent keywords but 
write in a normal and natural way and include real value to the consumer.  
 
You probably have a good idea of some of the most important keywords for 
your site, but if you’re looking for some more ideas, you can visit Google’s 
keyword tool to find out other terms that people are searching for and that 
are relevant to your topic. Type in the keywords you’ve already thought of 
and Google will give you a list of suggested other terms that people might be 
interested in. And you can use these in your copy, but make sure that your 
highest goal is to create clear, useful copy.  “SEO copywriting” used to refer 
to packing copy with keywords, now it really just means copywriting that 
also keeps intelligent use of keywords in mind.  
 
Next steps! You’ve got websites down, so now let’s head over to video two 
and learn how to write amazingly effective emails.  
 


