
		
			[image: 9780857196941-ebpubfront.jpg]
		

	
		
			The Art of the Click: How to harness the power of direct-response copywriting and make more sales

			Glenn Fisher

		

	
		
			HARRIMAN HOUSE LTD

			18 College Street

			Petersfield

			Hampshire

			GU31 4AD

			GREAT BRITAIN

			Tel: +44 (0)1730 233870

			Email: enquiries@harriman-house.com

			Website: www.harriman-house.com

			First published in Great Britain in 2018 

			Copyright © Glenn Fisher

			The right of Glenn Fisher to be identified as the Author has been asserted in accordance with the Copyright, Design and Patents Act 1988.

			Paperback ISBN: 978-0-85719-694-1

			eBook ISBN: 978-0-85719-695-8

			British Library Cataloguing in Publication Data

			A CIP catalogue record for this book can be obtained from the British Library.

			All rights reserved; no part of this publication may be reproduced, stored in a retrieval system, or transmitted in any form or by any means, electronic, mechanical, photocopying, recording, or otherwise without the prior written permission of the Publisher. This book may not be lent, resold, hired out or otherwise disposed of by way of trade in any form of binding or cover other than that in which it is published without the prior written consent of the Publisher.

			Whilst every effort has been made to ensure that information in this book is accurate, no liability can be accepted for any loss incurred in any way whatsoever by any person relying solely on the information contained herein.

			No responsibility for loss occasioned to any person or corporate body acting or refraining to act as a result of reading material in this book can be accepted by the Publisher, by the Author, or by the employers of the Author.

		

	
		
			For Ruth Wilde who makes me laugh every day

			With thanks to Wendy Fisher who bankrolled my Dick Whittington moment

		

	
		
			Contents

			Praise for The Art of the Click

			About the author

			Preface

			Introduction: Direct-Response Copywriting in the Internet Age

			Part One: Before You Write A Word

			Chapter One: All Great Copywriters Start Here

			Chapter Two: The Importance of Rote Learning

			Chapter Three: Understanding Your Audience

			Chapter Four: Doing Your Research

			Chapter Five: The Importance of Good Ideas

			Part Two: Writing Copy

			Chapter Six: Features Versus Benefits

			Chapter Seven: Promise, Picture, Proof and Push

			Chapter Eight: Urgent, Useful, Unique and Ultra-Specific

			Chapter Nine: Writing Headlines

			Chapter Ten: Grabbing and Holding the Reader’s Attention

			Chapter Eleven: Salutations, Fellow Copywriter

			Chapter Twelve: The Importance of Narrative

			Chapter Thirteen: The Paradox of Testimonials

			Chapter Fourteen: Making An Offer

			Chapter Fifteen: If In Doubt, Cut It Out

			Chapter Sixteen: Time Management Tips for Writing Copy

			Chapter Seventeen: Sell, or Share?

			Part Three: The Interviews

			Chapter Eighteen: The King of Research

			Chapter Nineteen: The Million Dollar Man

			Chapter Twenty: A Friend from Down Under

			Chapter Twenty One: Psst… One More Thing

			Acknowledgements

		

	
		
			Praise for The Art of the Click

			“Glenn Fisher knows an incredibly valuable secret. How to write to complete strangers and get them to part with their hard-earned cash. Now he seems to have taken leave of his senses and published his secret in this book. Any copywriter, hell, any marketeer or business owner, who wants to make serious money should buy a copy.”

			— Andy Maslen, Author of Write to Sell and Persuasive Copywriting

			“Glenn leaps away from meaningless jargon and does what all great copywriters do – he writes directly to the reader and as he or she speaks, so you glide through The Art of the Click easily. And you learn along the way with memorable techniques, fun explanations and entertaining anecdotes in what feels like an effortless but brilliant one-to-one masterclass.”

			— Vikki Ross, Copy Chief

			“Whenever you pick up a book on copywriting you expect it to be a bit like a science textbook without the genital graffiti. You know you’ll learn from it, but reading is going to be hard work. That’s not the case with The Art of the Click. Glenn has made the book light and enjoyable. It’s funny, engaging and easy to read – even for people like me that struggle to compute anything even remotely technical. Glenn is a master of the craft and this is as good a book as you’ll find on selling things with words. You’ll be a better writer for reading it. Well played, Sir. Well played, indeed.”

			— Gareth Hancock, That. Content. Shed.

			“The Art of Click is a compelling collection of practical ideas and tips that will help any aspiring direct-response copywriter improve their skills and sell more for their clients.”

			— Richard Shotton, author of The Choice Factory

			“The Art of the Click is a passionate, in-depth and incredibly readable masterclass in direct-response copywriting. Glenn Fisher will show you the winning techniques that have made him one of the UK’s top writers of direct marketing, from in-depth research to holding your reader’s attention and turning it into action. And he tops it all off with three fascinating interviews with masters of the craft. If you want to write copy with real persuasive power, buy this book.”

			— Tom Albrighton, author of Copywriting Made Simple

			“Glenn is a master of direct-response copywriting. His book is a highly practical guide to making sales with your words. It’s loaded with techniques that you can start using immediately. Whether you write for traditional direct-response or digital media, there are plenty of ideas to take away from Glenn’s book. If you’re a copywriter – or a business owner – you should get Glenn’s book now and start putting his ideas to work for you.”

			— Leif Kendall, Director, ProCopywriters

			“The Art of the Click is a masterful modern interpretation of the time-honoured techniques of direct-response copywriting. Written in the engaging manner you would expect from a copywriter of Glenn’s calibre, it eschews the fluff of most online marketing advice and shows you how to get results. If you want to sell, buy it.”

			— Ryan Wallman, Associate Creative Director, Wellmark

		

	
		
			About the author

			Glenn Fisher was born in Grimsby in 1981. After a number of years working in the local council, he left to become a copywriter and founded AllGoodCopy.com, a free online resource for direct response copywriters and marketers. For over a decade he worked with The Agora, a huge international financial publisher. In 2018, having helped launch and grow Agora Financial in the UK, he began to write copy on a freelance basis and focus on coaching aspiring copywriters. He now lives happily with his partner Ruth and dog Pablo on the east coast of England.

		

	
		
			Preface

			What this book is about

			The Art of the Click is about using language to persuade people. It’s about identifying ideas and expressing them in a way that will engage more people to click on your advert, read your blog or buy your product. It aims to teach you how to do this by exploring the fundamentals of direct-response copywriting.

			Direct-response copywriting is something of a forgotten skill, associated largely with the old fashioned concept of direct mail. The association is wrong. The fact is that commerce today increasingly takes place online and sales can be made with the click of a button, yet surprisingly few businesses realise they are working in a direct-response environment. Instead they choose to run-up wild costs focusing on more indirect, abstract and less-measurable concepts such as brand identity, product placement and social influencers.

			There is a place for these techniques in marketing your business and such things can have a positive effect on sales. However, this book is not concerned with logos, celebrity or sponsorship. It is concerned with more tangible and, more importantly, testable variables any business can influence to make more sales. Specifically it considers the ideas you wish to communicate about your products, it studies the audience receiving them and it shares actionable advice on how to craft messages in a way that increases the likelihood they will be acted upon.

			It should be noted that while there is much to be said for using offline marketing channels such as direct mail – especially in such a crowded online marketplace – in the interest of clarity, the book concentrates on all things digital, hence the art of the click, not the coupon. That said, the ideas and advice shared here can be applied both online and off, not least the study of the long copy sales letter, a seeming relic of the offline era that can teach us a great deal about engaging readers in the internet age.

			Finally, this book is about having fun. One of the most effective ways to engage is to entertain. I hope to do that in the pages that follow. Throughout the book, as well as practical advice about writing to sell, you’ll also find tasks I recommend you try or field trips you should take to better understand your customers. I encourage you to give everything a go and have fun with it.

			Who this book is for

			First and foremost, The Art of the Click is for anyone who’s looking for a secret weapon to help them make more sales. It is not just an instruction manual for copywriters. Whether you’re a designer, marketer or business owner, studying and applying the insight and advice that follows will help you be more successful in your role. In that respect, the book is for anyone who wishes to understand more about how people think and how you can use direct-response copywriting to craft your sales message and alter the influence it has on people.

			How this book is structured

			You’ll see the book is broken down into three parts.

			The first part explores everything you should consider before you attempt to write a single word. We look at the importance of studying successful direct-response copy, researching your audience and, crucially, identifying what makes an idea worth writing about at all.

			The second part of the book digs deeper into writing techniques. We look at how to turn features into benefits, how to construct headlines that grab your reader’s attention and how to write engaging copy that holds it.

			In the third part of the book I share three interviews with expert direct-response copywriters who have had a big influence on my own writing and career. In addition to the tips I share in the book, John Forde, Mark Ford and James Woodburn reveal their own unique insights into how direct-response copywriting can help you.

			There is a narrative structure running through the book. However, should you wish to dip in when looking for some inspiration, each chapter can just as easily be read in isolation. Keep this book by your side when you write and it will serve you well.

			My hope is that The Art of the Click will start a conversation about direct-response copywriting. Though the fundamental principles discussed here are timeless, techniques for executing them are developing all the time. There is always more we can learn about any subject and when you’ve finished this book I look forward to exploring ideas further together. You can find me talking all things direct-response copywriting on Twitter at @allgoodcopy.

		

	
		
			Introduction: Direct-Response Copywriting in the Internet Age

			“You really want to get a headache? Try to understand internet advertising.”

			— Barry Diller, American businessman

			Click here to see the good stuff

			Click here to like this funny image of my dog. Click here to show you agree with my thoughts about this film. Click here to reserve tickets for the gig my band is playing tonight. Click here to sponsor me, to reply to my email, to confirm what time we’re meeting. Click here to confirm your order. Click here to read the small print. Click here to see if your size is available. Click here to upgrade to the unlimited drinks package. Click here to watch the next episode, to renew your subscription, to update your bank details. Click here to register your address. Click here to say you’ve read the T&Cs. And, for heaven’s sake, hurry up and click here to claim your urgent free report.

			Recognise any of those requests? I’m sure you do. But let me ask you: when was the last time you asked someone to do one of those things? Often, without realising it, a day rarely goes by without you asking someone to click on something – either directly or indirectly. But whether it’s a friend on Facebook or a prospect at work, your aim is always the same: to elicit a response and get that click.

			It’s not easy to get people to click on things. You’ll know that if you’ve ever sat wondering why more people don’t like the picture you posted on Instagram of your dog in a flat cap, or why you’ve only sold one ticket to the 250-capacity personal-finance seminar you’re hosting next Thursday night in Tunbridge Wells. 

			And worse: turns out you’re not the only one trying to get that person to click. The moment a friend or a business prospect swipes open their phone, checks their inbox or pops online to surf the web, there are loads of people shouting at the person to click on something else. 

			That’s why, in a commercial world that increasingly takes place online, it is crucially important you embrace the art of the click.

			Let me tell you right now: whatever business you might be in, to succeed in today’s online marketplace, you must learn what it takes to write in a way that makes your prospects engage with you. Whether you’re a marketer tasked with finding new prospects, a copywriter charged with monetising existing clients, or an entrepreneur running the whole shebang and you desperately need to boost your bottom line… you must learn what makes people click.

			Good news is, you’re in the right place. This book is entirely concerned with understanding what makes people click and throughout the following pages I will share with you different ways to write in a way that makes more people do so.

			I assume no previous knowledge of copywriting, marketing or jujitsu. Actually, any prior knowledge of jujitsu would be pretty irrelevant here. Forget that. But definitely don’t worry if you’re not much of a whiz when it comes to marketing or copywriting right now (you will be by the end of this book). 

			The way I see it is you might have picked up this book hoping to find ways to make more people click the ‘Buy Now’ button on your Etsy account. That’s cool and I’ll hopefully reveal how you can sell more of those cool little trinkets. You might have bought this book looking for tips on how to get more people to click on the ‘Send Me Your Report’ button you’ve got on your sales page, telling people about the interesting work you’ve produced with a highly respected rental property expert. Not a problem: let’s get more of those free reports sent. Or it could be you’ve published a book yourself and you’re wondering if there’s a way to sell more copies. That’s great too. What I have to share here will help. Whatever your motivation for reading this book, it’s cool with me. I’m just going to show you how to get people to click on stuff. Or in other words: get them to take action.

			How? Ah, well. Here’s the thing. I’m going to do it by teaching you about something called direct-response copywriting. Hmm. Hold on a moment. That sounds bit more technical than perhaps you’d like it to. It sure as hell doesn’t sound very cool. That’s because it’s not cool, at least not in the opinion of most people. 

			But it is effective. Very effective. (And for the record, I think it’s kind of cool too.) 

			By mastering direct-response copywriting, over the years I’ve helped different people and different businesses make millions of pounds, dollars and euros.

			It doesn’t matter how lofty your ambitions are: a few hours reading this book might help you improve the current marketing your company is doing and get you a nice pay-rise, or it might help you write a full direct-response sales letter that goes on to sell out your seminar in Tunbridge Wells and transforms your fortunes completely. Either way, whatever happens, I’ve done my best to make reading through this book entertaining and, quite possibly, enjoyable. No promises, though.

			First, the big question: what is direct-response copywriting? 

			We’ll get to that in much more detail shortly. But on a very high concept level, just think about it: to click on something is to respond directly to a request. Makes sense, right? Yet it seems to me so much of what’s written about marketing online today takes its influence from the waffly world of what’s known as indirect-response marketing. Again, we’ll get to definitions in a moment, but you probably know the score. I’m talking about the funky hipsters hastily setting up agencies – who’s biggest office expense is the Segway no one really uses anymore – and who gush about how important ‘brand awareness’ is and whether they should use a tiger or a puma in the next Mercedes advert to intimate just how powerful the car is.

			Or maybe it’s their forebears, the smarmy Italian-suited ad men, whose expense accounts read like a festival line-up of celebrity chefs and whose agencies rely on big corporation accounts that are too big to care that their marketing budget is spent on a single, sloppy rebranding pitch that promises to bring said company into the modern age by italicising the logo.

			Sorry. Slipped into rant-mode there. But as we’ll get to in a moment, there’s an inherent problem with that indirect-response world, especially when it comes to marketing in today’s crowded online marketplace. And it’s why, in this book, I want to take the time to introduce to you, and show you how to harness, the power of direct-response copywriting.

			You’ll be writing better copy in no time

			We are teetering. On the cusp. Peering over the edge. Of what? Your new life, of course. OK. OK. Look, I know that sounds ridiculous and a bit dramatic, but to be completely honest, it’s kind of true. Well, it can be true if you want it to be. Let’s put it that way. You see, throughout this book, I’m going to get you up to speed on how to write successful direct-response copy to a standard where you can TRANSFORM your business. Whether you own that business, or if you’re currently hidden away in the marketing department, working desperately to prove your worth, this book will help you learn how to use direct-response copywriting to make a difference.

			Indeed, regardless of where you’re at right now, the basic rules are the same: you’re going to need to keep an open mind, listen to what I say and put in a little bit of practice. Don’t worry, it’s NOT going to be a hard slog – at least, there’s no need for it to be that way. Rather, you just need to set some time aside now and again to practise the stuff I teach you in these very pages.

			In return for your commitment of a few hours here and there, I promise to help you as best I can. I will share with you throughout this book my own experience and insight into the world of direct-response copywriting and reveal how you can harness its power for yourself. Bottom line is: by the time you finish this book, you’ll posses enough direct-response knowledge to be able to persuade almost anyone to click on almost anything.

			Sound good? I hope so, because there’s a shed load of stuff I need to talk to you about and if we don’t get a move on, we’ll be wandering around this introduction all day. I don’t want that – I want to get to the good stuff.

			But before we do, we need to cover a couple of fundamental things first, like why you should learn direct-response copywriting at all? And why exactly is everyone so obsessed with ‘getting the click’ these days? In fact, before we get to the specific questions at hand, let me take a very short detour to talk about myself. Booooo! I don’t want to hear about you, Glenn. Get to the good stuff and show me how to write better copy. I know, I know. The last thing you want to hear about right now is me, but I’m afraid it’s important – for my own sake, if nothing else – that I just tell you a little bit about myself and how I got into direct-response copy.

			Everyone’s story is different

			There is method behind the madness. Trust me. Indeed, my own story will hopefully allow you to better understand the answer to that key question: why learn direct-response copywriting?

			You see, after finishing college and deciding I didn’t need to learn anything else (I was a bit too arrogant in my youth), I skipped university and went straight into the harsh world of nine-to-five employment. I worked for the local council in North East Lincolnshire (then South Humberside), and after working my way through various sections – Education, Finance, Housing Benefits – I ended up working in auditing. I don’t want to go into it too far, but basically, I was the guy who goes into various council departments (and schools), examines their accounts and the systems they have in place for running said department (or school) and makes recommendations on how to improve things.

			In hindsight, it turned out to be a good way to learn how businesses work – but at the time, after quickly working my way up the pay scale I realised something. It was dull. Worse than that, it was limited. I could only ever become the boss. Then I’d have another boss. Then I’d become that boss and find myself under another boss. 

			Anyway, at that point, I didn’t know the name of what I wanted. I just knew I wanted something different. I know now that what I wanted was freedom. Plain and simple. That’s where I am now. All thanks to direct-response copywriting.

			In fact, I write these particular few pages to you from an apartment in Paris… as a free man. If you’ve ever seen the film Amelie and remember the grocery store she visits each day – I’m sat across from there. Listening to music. Drinking wine. And writing to you. Tomorrow, I’ll wake. Take a stroll to the patisserie for breakfast. Drop into my favourite bookshop and then write another chapter of this book. In the afternoon, I’ll find a quiet café, order a bottle of wine and read. Sure, it’s a great situation to be in. That’s why I want to share my knowledge with you in this book. 

			Don’t get me wrong: you might not have such grand ambitions. Perhaps you’re just looking to write some better adverts for the company you’re working for, or you’re a business owner who wants to learn more about how to sell their product. That’s cool. I just want you to understand the potential of learning more about direct-response copywriting. It can change everything.

			It’s good because you know when it’s bad

			I like that sentence…

			It’s good because you know when it’s bad.

			Really, it sums up why I think direct-response copywriting is such a great skill to learn. And it’s why I believe it’s one of the best ways to transform the fortunes of any business. You see, direct-response copywriting is all about results. And because the results are immediate and easily measurable, it means you can quickly change your copy to be stronger so you get more clicks and achieve better results.

			But I’m jumping ahead of myself a little here.

			First, to make sure we’re on the same page, let’s just define a couple of important words. I mean, we’ve got this word ‘copywriting’ – what’s that mean? Simple answer (for now) is that it’s writing to sell. ‘Copy’ is any bit of writing that you come across that is being used to encourage someone to take some kind of action (usually it’s an action that involves a monetary transaction of some kind).

			That’s the easy bit. The phrase ‘direct-response’ is a little more involved. To explain what it means, let me tell you a quick story…

			Once upon a time, direct-response copywriting was considered ‘the Don’ of copywriting. Not the Don Draper. You see, Don Draper – the famous fictional copywriter from the TV series Mad Men – is an indirect-response man. He writes copy that’s designed to briefly get your attention and then force the product to linger in your mind. And, if it’s good indirect-response copy, it’ll linger long enough to still be there when you’re in the supermarket or on the high street and said product is sparkling before you, waiting to be bought. That’s indirect-response copy – the action is delayed.

			Direct-response copywriting is more – well, it’s more direct. It is copy designed to lead the reader to a buying decision there and then, in that very moment. With direct-response copywriting – the action is immediate.

			Now, I mention Don Draper for a reason. The TV series Mad Men was loosely based on the roaring trade the ad men of the 1960s enjoyed – specifically ad men like David Ogilvy. Ah, the name of god: David Ogilvy.

			Yup, when it comes to copywriting, this guy always gets mentioned. And fair play to him: he was a bloody clever man. We’ll come across him quite a lot during this book. (We should also give kudos to great copywriters such as Claude Hopkins, Eugene Schwartz and Gary Halbert, who have done amazing work for the world of copy.)

			Ogilvy had hit after hit in the indirect-response world and defined a whole generation of copy. In fact, we’re still not really out of it: his shadow looms large over a lot of the advertising copy you still see today. But why was he so good?

			Why David Ogilvy loved direct-response

			This is where direct-response copywriting comes back in. You see, David Ogilvy knew something very important: that to understand direct-response copywriting was to understand copywriting full stop. It’s said he refused to employ any copywriter unless they’d spent at least two years studying direct-response copywriting. Ah, that’s interesting. Why would he say that? Here’s why:

			Direct-response copywriting is easily testable; indirect-response copywriting is not.

			This is a great advantage for direct-response copy. And, as I say, it’s what makes it such a good skill to learn. The fact that you have the ability to test variables in a controlled situation means you can work out what influences people to click on things and make a buying decision much quicker (and usually much cheaper) than you can with indirect-response copy.

			Take a piece of indirect-copy – let’s say a Coca-Cola advert featuring some polar bears having a lark. You run a print campaign in a national paper for two weeks. Immediately you don’t know what the effect is. You hope that people notice the advert in the first place and then you hope that the thought of enjoying a coke lingers in their mind long enough to actually buy one when they’re in the shop.

			Two weeks later, you know sales of Coca-Cola have gone up, but is it because of the polar bears? Or is it because of something else? Who knows? Sure, you can try to measure the effect the advert has by featuring a website link, or by cancelling any other campaigns that might be running, or by comparing sales to the campaign last year. But let’s face it, that’s all a bit vague.

			Instead, let’s take a piece of direct-response copy. And just to show I’m not cheating here, we’ll say it’s for the same product – a can of Coca-Cola. This time you run an advert in the national paper that offers a coupon to the reader to get one free can with the next can he or she buys. Ignore for the minute that a free can is a better incentive than a polar bear frolicking – what’s important here is the ability to test response. You see, now you can get an immediate response to your advert – people will respond or they won’t. Fact. You’ll know soon enough if the advert works or not.

			And here’s where it gets really good…

			You can now run two adverts against each other. Hell, you can even run one advert with a picture of a polar bear offering a free can if you like and see if it works better than a bold headline telling you to ‘Claim Your Free Coke’.

			The point is, because the reader must now take immediate action, you can much better measure the reader’s reaction to different variables. Quite simply: you can improve your copy based on facts, not just what a client thinks “would be cool”. Ogilvy knew this. “Never stop testing, and your advertising will never stop improving,” he said.

			The ability to test variables in a piece of copy is enormously powerful and that is why a good understanding of direct-response copywriting is such a highly valued skill. It’s why, once you’ve gone through this book with me, you’ll be able to write much better copy to sell your products and services. It pays to remember that at its heart, copywriting is essentially just passing a message on. And direct-response means you’re just looking to make sure the message gets where it needs to go and is put into action.

			No experience needed

			I don’t know where you are with your life at the moment. You might already be on your way to becoming a copywriter and you’re looking for some extra guidance… a path to follow that will make sure you know what you’re talking about. Or you might be brand new to this… you may have seen the blurb for this book and got excited by the thought of developing a skill that could help you further your job as a marketer or designer. It may be you’re a jack-of-all-trades entrepreneur and you want to master direct-response copywriting so you can take over the world.

			The good news is, whoever you are, whatever your background, and no matter what your expectations are, I think I can help. You see, in this book – even if you are already a relatively accomplished writer – I’m going to ask you to forget everything you think you know. We need to start with a clean slate.

			Believe me, you’re not the first to go through this process – I’ve trained numerous people who came to me with wildly different levels of experience. From people who had never even heard of copywriting, to old pros who wanted to learn my own techniques after seeing me have such great success with them. Please don’t worry if you don’t consider yourself an accomplished writer at the moment – you don’t need to be. You just need to be sure that you can pass on a message.

			Are you ready? Are you sitting comfortably? Are you excited? I hope so, because in the first few chapters of this book we’re going to cover a lot of important concepts that will form the foundation
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