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Praise for The Copyselling System

“You’ll think you’re learning to write copy. Joanna’s actually teaching how to build a business that scales.”

—Dan Martell, Wall Street Journal bestselling author of Buy Back Your Time

“Positioning tells you what to say—this book tells you how to say it. It’s the bridge between knowing your value and communicating it in a way that generates sales.”

—April Dunford, author of Obviously Awesome and Sales Pitch

“In this excellent and practical book, Joanna shows you how to craft copy from real customer voices, constraints, and the exact progress they’re after. Every product marketer needs to master this.”

—Bobby Moesta, author and cocreator of Jobs to Be Done innovation methodology

“This is a must-read for any business that wants to make more money with copywriting. Joanna’s book shows you how.”

—Wes Bush, founder and author of Product-Led Growth

“A step-by-step system for writing messages that get people to buy—based on real customer words, not guessing.”

—Peep Laja, founder of Wynter and CXL

“This book will forever change how you think about marketing copy. I predict it will become required reading for teams everywhere. Read it before your competition does.”

—Andy Crestodina, speaker, founder, and author of Content Chemistry

“I loved this book. Joanna taught me pretty much everything I know about copywriting, beginning over a decade ago when she was helping ‘hackers’ like me sell software without sounding like engineers. The Copyselling System is a must-read for anyone who wants to learn how to sell at scale, and without the sleaze.”

—Brennan Dunn, founder of RightMessage and author of This Is Personal
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INTRODUCTION

Shortly after raising their Series A funding, GitPrime (YC W16), now PluralSight Flow, hired me to write their copy. A year later, they were acquired for $170 million USD.

My work with them started with a tagline, or a customer-facing phrase that pays. Then website copy. Then we crafted nurturing emails that drove leads to schedule and show up for sales calls. Then GitPrime realized that, as long as they were going to be marketing (forever), they were going to need not only good copy but freaking try-hard, sweaty copy. So they put me and my agency on retainer.

At the end of our first year together, GitPrime cofounder Ben Thompson sat me down to share some numbers. They attributed 337 percent year over year sales pipeline growth to the work I’d done with them.

That growth couldn’t be attributed to just one message. It was a series of messages. It was the tagline—“Engineers Build Business”—that shaped the GitPrime brand and product messaging. It was the plan and copy for the welcome email through to the show-up sequence. It was the website, and each painstakingly crafted page on it. Growth didn’t come from just one message on one asset, one time. It was all the messages across the assets, delivered and stacking upon each other.

The same was true when my agency worked, for several years, with the SaaS (Software as a Service) brand Follow Up Boss, which grew revenue 32 percent year over year and was then acquired by Zillow for half a billion dollars. It was also true when we worked, for several years, with what would become the ecommerce brand Resident (makers of Nectar, Dreamcloud, and Awara mattresses), who generated $250 million by the end of their first year with us, then doubled that by the end of their second year—and was later acquired for one billion dollars. In both cases, we helped guide their strategic messaging and executed and optimized their copy on an ongoing basis. Revenue wins rarely come from a single message or a single asset. It takes a lot of strategic messages, stacked and stacked, building on one another, to create an irresistible desire in the prospect to start a trial or buy a mattress—or sell the product or service you’re trying to sell.

Over my twenty-plus years in messaging, I’ve helped marketing teams at a variety of companies—Bitly, British Telecom, Doodle, Egnyte, Nectar, Glowforge, Intuit, LaunchDarkly, Prezi, Shopify, Sprout Social, and more, along with a dozen or so entertainment and fashion brands I can’t mention by name—increase their leads and revenue two-, five-, and even tenfold.

I’ve helped Catholic Company sell more rosaries. I’ve helped Evo sell more snowboards. I’ve helped Glowforge sell multiple $5,000 machines into schools with tight budgets. (The students love those machines!)

Throughout this book, you’re going to see examples of one-off copy projects—strategically crafted pages or emails—that led, like a straight arrow, to killer business wins. What will not appear on the page are these three things, so let me share them with you now:

First, you’ve gotta have product–market fit. If you’ve built a product that no market wants, the most rigorous copywriting process won’t help you sell it. The market needs to need it.

Second, it takes wildly strong leadership to make big results possible. What I’ll show you is what can happen when all levels of marketing and product align around the fundamentals of the copyselling system, like GitPrime did. Ben Thompson was a wildly strong marketing leader, as was his senior marketer, Michael Smith. Ben and Mike cascaded the vision for marketing execution (copy, art, dev) to their team, and that empowered their crew and me, as a fractional team member, to take big swings. Everywhere I’ve helped generate results, a wildly strong leader has cleared the way to make it possible; I think immediately of not only Ben Thompson but also Andrew Wilkinson of Metalab, Tara Robertson of Bitly, Hana Abaza of Shopify.

Third, marketing messages compound to “build customers” the way features compound to build products. The copy in Email A may convert more users than the copy in Email B, but it wasn’t only the copy in Email A that drove the conversion. A series of struggling moments intersected with your acquisition messages, and that brought the prospect to Email A. You cannot “build a whole customer” with a single message or one block of copy.

At the same time, just one poorly executed email in a lead’s journey can halt the production of a new customer. As my friend, the growth expert Matt Lerner, likes to say:


“Anyone with the power to fuck up your growth has the power to cause it.”



I like to replace “anyone” with “any message.” Any message your brand puts into the world can either grow your business or shrink it. An ad that can kick off the process of building a customer has an equal capacity to delay or destroy your chances of success. You get one message wrong—you get one asset wrong—and the customer creation system jerks to a stop.

HOW TO BUILD A CUSTOMER

I’ve mentioned that messages stack on each other, working together over time to generate stellar results. With that in mind, I often think and speak of acquiring customers as building a customer on an assembly line. You’ll see the assembly line metaphor throughout this book. It doesn’t mean customers are products, although we’d be wiser to think of marketing as creating customers than nurturing leads and selling products. You won’t churn out mindless customers, mindlessly, like bots in a factory. Marketing is not a factory. That’s not the idea.

Rather, when we think of marketing—and messaging in particular—as a system, illustrated as a step-by-step assembly line, the guesswork (and its resulting chaos) starts to go away. There’s no guessing on an assembly line. You don’t just dump a bunch of messages on a factory floor then wait for something to happen. You architect everything—you engineer the whole system. We, as marketers, need to engineer the flow of messages to produce customers step-by-step, not chaotically (which is hard to track and measure).

Here’s why I like the assembly line metaphor: One, my mind is systems-oriented, so I naturally seek out repeatable and efficient methods of solving messaging and marketing problems and generating results. And two, the visual is a great word picture—the stakes of a broken or underperforming assembly line are so easy to imagine! Think of an assembly line, like the one on reruns of Laverne & Shirley. At any stage along the assembly line, something can mess up, harming overall production. If you manage the factory floor of, say, Shotz Brewery and you see that bottles of beer keep stacking up, toppling over, and breaking at the part of the line run by Laverne DeFazio, you know that you’ve got to chat with Laverne; you know Laverne’s performance is the most pressing constraint to getting bottles of beer off the line.

I would argue that a lot of messages are the Lavernes of your business. The message might feel lazy and disinterested; or the message might be stellar but placed at the wrong part of the assembly line. As a result, the assembly line is constrained where those messages are placed. The flipside is that, when you have your messages flowing in the right order, your assembly line produces better results.

A marketing “factory,” if you will, exists to build a customer from zero to completion. And it does so with strong, strategic messages that move the customer along. All great copy has always done this. Message one kicks off the customer creation system. Message two moves them to message three, and message three continues moving them forward. If they don’t see message three, they should not see message four because they’re not ready for it yet. With the copyselling system, we map messages, one after the other, like stations on an assembly line; a prospect must consume one message before they see the next; a prospect must fully move through one stage before they are presented with messages for the next stage.

This message-first approach is different from the standard in digital marketing, which typically is channel-first, or funnel-first. The standard approach typically goes like this: run ads that drive to landing pages that drive to emails that drive to sales or product pages, and then add in retargeting ads and emails along the way. The marketing world is accustomed to starting with channels, not with the message. The marketing world is accustomed to drawing funnels with arrows between boxes, not drawing assembly lines with arrows between messages. And that might be okay, if it’s working. But is it?

A SaaS client approached me about their brand’s underperforming email flow. Their very smart, very engaged marketing team had drawn a funnel with eight boxes, representing eight emails, in a row, plus two additional boxes—one representing an in-product landing page and the other representing an upgrade-to-paid page. Ten boxes were connected by arrows. What went into the boxes? God bless ’em, they couldn’t tell me. They didn’t know what message went into Box Four, Box Seven, or, frankly, any of the boxes. After I applied the message-first approach (the copyselling system) to a new set of emails and tested them against the control, the message-first email flow converted 350 percent better than the control; that’s three and a half times the paid conversions, with statistical confidence. (More on this example later!) All I had to do was start with the message.

The message-first approach is actually a customer-first approach—and that’s why it works. At least, that’s true when you follow the process I’m about to teach you, which finds the world’s highest-performing messages in the hearts and minds of your customers. Customers tell you what to tell them. You just have to listen.

With the copyselling system, those messages coming from your customers get mapped, in sequence, along an assembly line. Some lines are longer than others. The stronger your messages, the faster the line can advance the customer to the end.

I’ve been told that there’s just one hitch with the assembly line metaphor. An assembly line can turn out thirty thousand identical Converse high-tops or one reusable SaaS feature, but the journey to “make” a customer is not so repeatable. Customers are not created equal or equally. One lead may drop from the sky and land on your assembly line right at the very end of that line, while another may veer off the line, only to return later. Customers-in-the-making do not typically hit Point A followed by Point B followed by Point C with the linear regularity of machine assembly. If a universal difficulty in attribution tells us anything, it’s that building a customer is chaotic!

Is it though? Or does it just feel that way because you aren’t following the copyselling system yet? After all, a customer never drops out of the sky and lands in your checkout—the easy-won customers typically arrive via referral, which means that, although your marketing didn’t expose them to the messages on the assembly line, someone else talked them through those messages. And THAT means that, if you can get your messages out into the world in a clean, repeatable way, it’s easier for others to talk about you and send good referrals to you—everyone from Bob next door to ChatGPT can send you more quality prospects that you can convert much faster when your messages are clear and deliberate (not chaotic).

SPEND TIME WITH YOUR FUTURE CUSTOMERS

It takes more copy—not less—to create a customer. I ask you to be okay with that. After all, it can take some four to six weeks for a product team to ship one software feature. And here we are, trying to build a whole freaking customer! And then scale that process!

When I say “more copy,” I don’t mean that you need to be wordy or always write long copy. I mean you need to take your time hitting more key message notes along their journey, instead of trying to keep things as short as possible. Please stop rushing your customers; they want a solution, but a pithy headline with a short sentence is not going to be enough. Instead, let’s create the assembly line and then make it infinitely more efficient. You need a full assembly line—you cannot shorten it just because you wish it were shorter.

Most teams are guessing their way through copywriting. Guessing is fast! Guessing takes as long as it takes to generate a guess. Three seconds? Five? Twelve minutes? Exactly one hour, aka the length of the Copy Brainstorm your associate added to your calendar? Guessing also gets crappy results. We shouldn’t be surprised by that. After all, it took three seconds to produce the guess. How good could it possibly be?

My system takes longer—and it works.

I started to develop this system when I was in-house at Intuit. By the time I started my consulting business in 2011, I’d refined my system into what’s now known as conversion copywriting. I moved from split-testing messaging for QuickBooks and TurboTax to split-testing messaging for a range of clients at Conversion Rate Experts to split-testing messaging with my own clients. When I ran a test worth talking about, I talked about it on my blog, on podcasts, on YouTube, and on stages all over the world, like Business of Software and Turing Fest. When more people asked me to teach them conversion copywriting, I created Copy School—the go-to training program for digital marketers and copywriters who get high on getting results. At the time of this writing, more than five thousand individuals have taken or are taking Copy School, and over 250 marketing or sales teams—from Calendly to Ramsey Solutions to AWS—are enrolled in it.

But even as marketers adopted conversion copywriting, I kept coming up against one problem: the word “copywriting” itself.

People mistake copywriting for a writing exercise, which makes it a creative exercise, which makes it a guessing exercise. This line of thinking, which I call The Guesswork Trap, happens at all levels of organizations. As I’ve been writing this intro, I’ve been in talks with a $16 billion tech brand that needs me to teach their SVPs, VPs, and directors how to develop messages; they currently develop messages by sitting around a literal boardroom table and brainstorming how to make X product sound good. They’re guessing.

Sounding good is not the goal. Selling is the goal. To quote Steve Martin in The Jerk, It’s a profit deal. If you don’t believe THE key performance indicator for a marketing team is revenue generated, you’re not gonna like this book. Selling is our goal. Not at the expense of brand building or community engagement or other secondary, possibly softer goals. But alongside those, and—when we’re being honest—prioritized first above those. Except for rare unicorn situations with massive funding, a business cannot solve for customers, employees, and shareholders without revenue. So your copy needs to sell because you need sales.

So say it with me: It’s not writing. It’s selling.

I wrote this book because I am on a mission to replace the confusing term copywriting with a term that more accurately captures both our goals as marketers and the end we seek: copyselling. If you can see the written word, along with your video scripts and captions, as sales tools rather than creative tools, you will explode your business and love me forever. Both of those things seem good to me.

Introducing The Copyselling System. You’re about to discover exactly how to plan, write, and think about copy the way my team and I have done for brands from LaunchDarkly to Huel, Nectar to Shopify, to get measurable, high-impact conversion wins. This system is how I planned and wrote lifecycle emails for Wistia that brought in that 350 percent increase in paid conversions I mentioned earlier. It’s how I reduced churn for Canva by optimizing their lifecycle emails. It’s how my team has generated seven-figure campaigns for little-known ecommerce brands. It’s how my students increase Return on Advertising Spend (ROAS), decrease churn, increase Average Revenue per User (ARPU), decrease bounce, grow lists, increase show-up rates and otherwise—you guessed it—create more, happy customers for brands from L’Oréal to Land Rover, HelloFresh to Johnson Controls.

But before we were able to achieve strong results with those brands, we first needed to kill a few problematic ideas and establish some rules.

KILL THESE IDEAS

The following three phrases represent some of the more limiting ideas in marketing organizations. For a brand’s copy to perform, we need to kill these ideas.

“Just take a stab at it.”

Stabbing things hurts those things. Do not use any euphemism for guessing, and do not use the word guessing. Don’t guess. Don’t stab. There may, in fact, be a tiny amount of what looks like guesswork involved in planning and writing copy that gets results, just like there’s a tiny amount of what looks like guesswork involved in choosing the best line of code when engineering a feature; however, that is less guesswork and more drawing on years of experience and expertise. And it too must be set aside if the data and system say otherwise.

“It’s just words.”

Programming languages are just words. Beautiful user interfaces are just pixels. A brick is just hay. An ocean is just water droplets. A bullet, flying through the sky, a millisecond from the consequences of impact, is just lead.

To avoid failure, we need to avoid reducing complex things to their building blocks. Copy is not just words. If it were, you could throw your dictionary at the screen and watch your screen crack but your business flourish. The words are not the point. They are just the delivery mechanism for the message.

“I know what my customers need to hear.”

Sure, we’ve all guessed and gotten it right. But, with the exception of Jason Fried, one day every founder stops writing copy for their business. Someone else writes it. And they are unlikely to be able to guess accurately at what customers need to hear.

I know this because, in my early years as a copywriter, before I developed conversion copywriting or architected the copyselling system, I was tasked with guessing at what prospects needed to hear. And I was wrong far more often than I was right. Picture a twenty-seven-year-old writer-type trying to sell accounting software to a small business owner. That was me. I had never used accounting software. And I had never owned a small business. But I was going to craft compelling messages, dreamed up in my mind? No. When we have not stood in the shoes of our many customers, we cannot accurately guess what they need to hear.

WHAT THIS BOOK IS (AND IS NOT)

This book is not about your brand story or your founder story. There’s no chapter on finding your tagline or value proposition. It’s not about punctuation or grammar. It’s not about positioning your business, finding the right market, or developing a persona. It’s not a list of persuasion principles or biases. We won’t dive into analytics, generative search optimization, or user experience design. It’s not about content marketing or social media posts.

All of those things are necessary for messaging that builds businesses, but they’re not part of this book. You can find them, well covered, in time-tested books by Donald Miller (Storybrand), April Dunford (Obviously Awesome), Robert Cialdini (Influence), Andy Crestodina (Content Chemistry), and Ann Handley (Everybody Writes), among other greats.

So…what is this book about, then?

It’s about finding your message and turning it into copy that converts. The fact is, copywriting and messaging—labeled often, in house, as “content strategy”—are huge topics. So I’m focusing on what founders and marketers have paid me to help them nail for decades: the words on the page.

In a world of day-trading attention, marketers have given up on excellent on-page copywriting that drives sales. But brands need both attention and conversions. You need to continue your investment in your top of funnel demand generation, while adding back an investment in your middle and bottom of funnel revenue generation. That’s what the copyselling system will help with.

We’re going to nail copyselling because it is the most direct line to transforming your brand’s hard-won attention into leads and revenue…at scale.

REPLACE GUESSWORK WITH SYSTEMS & TOOLS

This book is divided into two parts: understanding the system and applying the system.

Part I: Understanding the Copyselling System will provide you with an overview of the system as a whole, its parts in general and then its most unexpected part: the Message Matrix. We’ll start by addressing a few key myths: that copy needs to be short to work, that you can guess your way through it, and that a brainstorming session is the best copywriter. We’ll dig into critical concepts, like “List, Offer, Copy,” which alone could transform your marketing strategy and execution. We’ll break down the myths that prevent messaging wins, draw on old-school copywriting principles, like stages of awareness and unique principles, and begin to think like copysellers, not copywriters. Because the message matrix is so critical to understanding the system and needs to be nailed down, as a mechanism, before you can apply the system, we’re covering it in detail in Part I—in two of the four chapters, in fact.

Part II: Applying the Copyselling System gets very practical, with overviews and examples galore. We’ll discuss how to identify growth constraints using tools in your marketing tech stack. We’ll walk through my three favorite ways to find your message in voice of customer (VOC) data. We’ll complete a solution design, which is how you show the work behind what you’re thinking of writing or creating. Then we’ll move into assembling your copy and turning that into gorgeous, try-hard, persuasively crafted copy your Head of Brand and CFO alike will be high-fiving you over. Truly, my objective is to get flooded by emails from readers complaining that their hands hurt from so many high-fives.

At every turn, you’ll see examples and supporting data. My promise to you is that I will help you remove 90 percent of the guesswork from your business’s messaging.

ALL COPYWRITING TODAY IS AI-SUPPORTED

Part of removing guesswork is adding great tools, like a large language model or AI in general, to your work. You’ll see my techniques for using AI throughout this book, and I hope you’ll feel free to use AI to suit your tastes, whether that be using it more or less than I do. Once we get the system down and the strategy sorted, tools like AI can be an incredible help.

Throughout this book, you’ll find embedded insights, techniques, and notes on how I use AI to help with the work we used to slog through manually, in virtual isolation. There’s no separate AI chapter. There’s no tacked-on AI section. AI came to party, and we’re gonna party with it.

Expect to see notes on using AI to help you implement what you’ll learn inside this book. When I reference using AI, I’ll use projects in Claude almost exclusively because that’s what I use, daily, to get the most informed results for myself and my clients. However, please don’t expect to see too many actual prompts. AI changes rapidly, and this book is printed in ink. The principles I’m going to teach you are largely evergreen, but if I include sections on how to prompt AI to write a stellar homepage headline, those prompts will feel outdated almost as soon as I type them. Everything I learned about prompting AI well comes from either Christopher S. Penn or the fantastic book The AI-Driven Leader by Geoff Woods.

I’m confident you’ll find that AI can help you and your team identify strong messages more efficiently, map them across a customer assembly line, transform them into compelling arguments, and finalize them as copy. Note my use of the word “help” here. AI will help you find messages; I have not yet seen that it can find those messages on its own. AI will help you map them on the message matrix taught in this book; it should not be asked to map messages without your oversight. AI will help you craft arguments; you’ll need to work with it to determine the most-likely-to-win arguments for your persona at their particular stage in the journey. And a great GPT can even help you validate and finalize your copy.

By the time you’re reading or listening to this book, chances are you will already know that AI is a thought partner, not a replacement for your brain. It is a good doer, but it shouldn’t do alone. (Just like an airplane shouldn’t fly without an actual pilot in the driver’s seat.) Read the book, share it with your team, and power it all with AI.

COPYSELLING, LIKE COPYWRITING, IS A TEAM SPORT

The final chapter of this book is dedicated to integrating the copyselling system into your team’s workflows. Chances are, you have a team you involve in copy reviews. At many points throughout this book, you’ll see notes about how you and your team can work together to implement a new idea I’ve just introduced.

That doesn’t mean you absolutely do have a team, though. I wrote this book for people who “grow businesses,” which, to me, means everyone from a tech founder writing their startup’s copy in a coffee shop; to SVPs of Product who’ve got a hundred PMMs under them, all of whom are struggling to get copy out the door, and who want to be empowered to do their job more successfully by guessing less at it; to CMOs of fashion conglomerates, who have creative copywriting nailed but can’t seem to crack how to sell more soccer cleats in a red ocean of sports apparel retailers; to the farmer in Idaho with a monthly shipment subscription to sell and no idea how to sell it. All of those people are in my mind as I write this book because I have worked with all of those people and then some. Founder, farmer, or CFO, everyone’s ultimately trying to craft copy that grows the business.

Everyone in your organization who can influence a message should know and follow what you’re about to discover in The Copyselling System. That’s because it only takes one well-intentioned but under-informed person in a copy doc “taking a stab at” a new way to phrase a headline for team morale to slump. Anyone with the power to cause your growth has the power to fuck it up.

That said, I don’t expect that everyone from the CEO to the front-line customer success rep is going to read this book and run fireside chats to discuss it. But I will recommend that the people on your team who develop messages, craft copy, and approve (or reject) copy study and discuss this book. For everyone else, we’ve created handy cheat sheets and resources you can distribute to facilitate better, shorter copy reviews. You can find those at copysellingbook.com.

Now, before diving in, let’s agree on a few key terms.




KEY TERMS

CUSTOMER

I use the word “customer” as a catch-all for people who pay you money in exchange for the value your product or service provides. When you see the word “customer,” think client, paid user, buyer, patron, or even persona. In some cases, where a distinction between leads and customers is unnecessary, I default to “customer” (instead of “leads and customers”) for simplicity.

CUSTOMER JOURNEY

A customer journey is the A to Z path a person takes to become a customer, stay a customer, refer other customers to your brand, and upgrade to the next tier or return for the next purchase.

DIRECT RESPONSE

This form of marketing creates a 1:1 feeling between the customer and the brand and drives action in a manner that mirrors in-person sales experiences. Direct response marketing includes emails, ads, mailers, landing pages, and real-life encounters like trade shows. Due to its focus on driving action for leads and customers, direct response is at the heart of the conversion copywriting process and the copyselling system.

FUNNEL

A funnel is a representation of the journey a customer takes with your brand. Typically, a funnel means a marketing funnel, which is a series of assets that work together in a timed or evergreen campaign; for example, an evergreen webinar funnel is an ongoing campaign made up of assets including ads, landing pages, a webinar, a sales page, and several email flows.

LEAD

I use the word “lead” as a catch-all for everyone interacting with your business who has not converted to a paying customer yet. When you see the word “lead,” think contact, email subscriber, free subscriber, prospect, or trial user.

VOC

The abbreviation for “voice of customer” data, VOC or VOC data means anything of significance that you hear from leads and customers. With this term, we conflate leads and customers for simplicity’s sake. Know that VOC also means VOL, or voice of leads, as well as VOS, or voice of sales, and other qualitative data that does not come from a marketing brainstorm or the imagination of a copywriter.

VOP

The abbreviation for “voice of product” data, VOP or VOP data refers to the qualitative data you collect when listening to your product team. VOP is not what your product team tells you to write; rather, it’s what they say or write naturally when having unscripted conversations about your product or service and its features.

VOS

The abbreviation for “voice of sales” data, VOS or VOS data refers to the qualitative data you collect when listening to your sales team and, sometimes, to the customers they’re speaking with during sales calls. VOS is not what your sales team tells you to write; rather, it’s what they say or write naturally when having unscripted conversations with leads.




PART I

Understanding the Copyselling System




CHAPTER 1

First, a Reset

“Advertising is salesmanship in print.”

[image: image]

John E. Kennedy, early 1900s copywriter at Lord & Thomas agency

So, you’ve picked up a book about copywriting. (Are you okay? Should we send help?) Chances are, you’re here because you fall into one of two camps:


	You mistakenly thought this book was about “copyright” law (whoops), or,

	You are frustrated by how little revenue growth you can attribute to your marketing efforts.



If you’re in the second camp, you’re in the right place. And you’re not alone. Every founder, marketer, or CXO reading this book wants more—a lot more—out of marketing. And because every good marketing plan comes down to its execution, marketing results often come down to the copy on the page. Very few people understand what copy exists to do. So almost nobody does it well. Which is pretty bad news, if marketing results come down to copy on the page.

In this book, we’re going to establish the following fact, which will liberate you and your marketing team: copywriting is selling. The “writing” part of the word “copywriting” can cause confusion—successful copy is not about “writing well.”

If you write copy right, your marketing produces results in the form of good leads and customers. It maximizes revenue. It sells.

If you write copy wrong, your marketing can still appear to produce results, but those results typically come in the form of no-money metrics like engagement, views, trial starts, and downloads. It’s good to track those metrics, of course, alongside money metrics like leads generated, revenue generated, cost to acquire a customer (CAC), average order value (AOV), and average revenue per user (ARPU). But I’d like to draw your attention to the fact that engagement, views, trial starts, and downloads all have one thing in common: they’re tracking clicks. And clicks are easy to manipulate.

If you put a big noticeable button in front of people, they’ll click it. My team and I have tested this repeatedly. When we changed a button’s color from black to green, clicks increased by 81 percent. When we changed a button’s color from black to orange, clicks increased by 95 percent. When we added buttons where there previously weren’t any, and added an image next to those buttons, we saw 104.5 percent more clicks. But we did not get more sales. Add more things to click, and you’ll get more clicks, which means engagement goes up, views go up, trial starts go up, and downloads go up. Clicks look good on a click-tracking visualization, which looks good on a slide. But where are all the sales?

Here is the problem as I see it, after twenty years of optimizing copy to improve money metrics. Very well-intentioned marketing teams want to present monthly and quarterly results that show numbers going up and to the right; sales are very difficult and slow to generate, but clicks are not. Marketers are incentivized to get more clicks so they can report good numbers. And what gets in the way of clicks? Copy!

I have been in the room when growth leaders, screensharing

SHORT COPY IS THE ONLY ACCEPTABLE COPY TODAY. AND THAT’S THE PROBLEM.











“LEMON” CHANGED EVERYTHING
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THE “NOBODY READS ONLINE” STUDY



















PEOPLE READ IF YOU HOOK ’EM AND KEEP HOOKING ’EM
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BUILD ASSEMBLY LINES




YOUR PROSPECT WILL READ YOUR SALES COPY










“BUT WHAT IF MY TEAM HATES OUR NEW COPY?”



	We no longer guess at what we should write. We follow this system.

	We no longer brainstorm messages. We swipe from customers.

	We no longer edit to the shortest form. We use “VOC,” frameworks, and formulas.
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