




There is no satisfactory explanation of style, no infallible 
guide to good writing, no assurance that a person who 
thinks clearly will be able to write clearly, no key that unlocks 
WKH�GRRU��QR�LQÁH[LEOH�UXOH�E\�ZKLFK�ZULWHUV�PD\�VKDSH�WKHLU�
FRXUVH��:ULWHUV�ZLOO�RIWHQ�ÀQG�WKHPVHOYHV�VWHHULQJ�E\�VWDUV�WKDW�
DUH�GLVWXUELQJO\�LQ�PRWLRQ�

– E.B. White, The Elements of Style

I’d like to echo the esteemed Elwyn Brooks White’s introduction to his classic 

book The Elements of Style with a similar claim of my own: I give you no 

guarantee that you won’t completely hate this book and learn nothing of value 
whatsoever.



How to Read This Ebook

7KLV�HERRN�LV�EURNHQ�LQWR�¿YH�HDV\�WR�GLJHVW�VHFWLRQV��(DFK�VHFWLRQ�FRQWDLQV�¿YH�
foundational copywriting tips I learned from a particular book about copywriting or 

writing in general. The books/sections are:

�� Advertising Secrets of the Written Word�E\�-RVHSK�6XJDUPDQ��RQH�RI�WKH�PRVW�
famous and successful copywriters of all time.

�� On Writing�E\�6WHSKHQ�.LQJ��EHVW�VHOOLQJ�KRUURU�QRYHOLVW�ZKR�SUREDEO\�UXLQHG�
your childhood with that clown from It. 

�� Ogilvy on Advertising�E\�'DYLG�2JLOY\��WKH�RULJLQDO�PDG�PDQ��WKLV�ERRN�SDUWLDOO\�
inspired the television series Mad Men).

�� The Elements of Style by E.B. White, hero of writing nerds everywhere and author 

of the childhood classic Charlotte’s Web.

�� Writing Tools�E\�5R\�3HWHU�&ODUN��OHJHQGDU\�MRXUQDOLVW�DQG�IRXQGHU�RI�WKH�
National Writers Workshop.

Think of this ebook as my personal notes on the most important copywriting tips and 

techniques I learned from each of these books.

http://www.amazon.com/gp/product/B009R5AH48/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=B009R5AH48&linkCode=as2&tag=copygrad-20
http://www.amazon.com/gp/product/1439156816/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=1439156816&linkCode=as2&tag=copygrad-20
http://www.amazon.com/gp/product/039472903X/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=039472903X&linkCode=as2&tag=copygrad-20
http://www.amazon.com/gp/product/0143112724/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=0143112724&linkCode=as2&tag=copygrad-20
http://www.amazon.com/gp/product/0316014990/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=0316014990&linkCode=as2&tag=copygrad-20
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5 Tips from Advertising Secrets of the
Written Word
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Why You Should Live Like 
Anthony Bourdain

The best copywriters in the world are those who are curious about 

life, read a great deal, have many hobbies, like to travel, have a 

variety of skills, get bored and then look for other skills to master. 

7KH\�KXQJHU�IRU�H[SHULHQFH�DQG�NQRZOHGJH�DQG�ÀQG�RWKHU�SHRSOH�
interesting. They are very good listeners…

The thirst for knowledge, a tremendous curiosity about life, a 

wealth of experiences and not being afraid to work are the top 

credentials for being a good copywriter.

:DLW�D�VHF��WKRVH�DUH�VNLOOV�UHTXLUHG�WR�EH�WKH�EHVW�DW�D�MRE�
that I can actually have? Where the eff do I sign up!?

But seriously, those sound like the prerequisites for being 

Antony Bourdain or something.  

I intentionally led off with this excerpt because I wanted 

to pique your interest. I want you to read on. And I want 

\RX�WR�PDVWHU�WKHVH�VNLOOV�VR�\RX�FDQ�MRLQ�PH�RQ�P\�TXHVW�
WR�EHFRPH�$QWKRQ\�%RXUGDLQ��6R�UHDG�RQ�DOUHDG\�

““
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You: Global Citizen, 
Renaissance (Wo)Man, 
Problem Solver

Probably one of the most important keys in copywriting and 

conceptualizing is the ability to relate totally divergent concepts 

to create a new concept. Once again, the more data you have to 

work with from your life experiences and the more your mind can 

relate this data to a problem, the better you are going to be at 

coming up with that really great idea.

7KH�WKLQJ�DERXW�-RH�6XJDUPDQ�LV�KH¶V�MXVW�WRWDOO\�GRZQ�
IRU�JHWWLQJ�RXW�DQG�OLYLQJ�OLIH��PDQ��*DLQLQJ�H[SHULHQFH��
+DYLQJ�DGYHQWXUHV��0HHWLQJ�GLIIHUHQW�SHRSOH�LQ�QHZ�DQG�
exciting places—learning what makes us humans tick 

so that you know what triggers cause them to buy what 

you’re selling.

5HDOO\��WKLV�SDUDJUDSK�LV�D�WHVWDPHQW�WR�WKH�LPSRUWDQFH�RI�
having an awareness of the multitude of perspectives the 

people of Earth have to offer. The more you see, the more 

you experience, the more you feel, the better you’re going 

WR�EH�DW�HPSDWKL]LQJ�ZLWK�\RXU�DXGLHQFH�DQG�DFWXDOO\�
communicating a way to solve their problems.

“
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How to Write Your First 
Sentence

7KH�VROH�SXUSRVH�RI�WKH�ÀUVW�VHQWHQFH�LQ�DQ�DGYHUWLVHPHQW�LV�WR�
JHW�\RX�WR�UHDG�WKH�VHFRQG�VHQWHQFH«1RZ�LI�WKH�ÀUVW�VHQWHQFH�LV�
so important, what can you do to make it so compelling to read, 

so simple, and so interesting that your readers—every one of 

them—will read it in its entirety? The answer: Make it short.

:KHQ�,�¿UVW�VWDUWHG�OHDUQLQJ�DERXW�FRS\ZULWLQJ��,�KHDUG�
WKH�¿UVW�SDUW�RI�WKLV�SDUDJUDSK�RYHU�DQG�RYHU�DQG�RYHU��
7KH�SXUSRVH�RI�WKH�¿UVW�VHQWHQFH�LV�WR�JHW�WKHP�WR�UHDG�
the second sentence. The purpose of the second sentence 

is to get them to read the third sentence. And so on and 

so on. But I was always left with the question, “HOW?” 

For some reason, most people forgot to answer that 

seemingly unimportant bit of information.

8QWLO�,�JRW�WR�-RH�6XJDUPDQ��ZKR�ODLG�LW�RXW�VR�LQFUHGLEO\�
VLPSO\²0DNH�LW�VKRUW��-XVW�PDNH�LW�VKRUW��2XU�H\HV�
can’t resist reading a short sentence. And if it’s short 

and�LQWULJXLQJ��ZHOO«JDPH�RYHU��&KHFN�RXW�D�IHZ�RI�WKH�
H[DPSOHV�6XJDUPDQ�JRHV�RQ�WR�OLVW�IURP�KLV�RZQ�DGV�

/RVLQJ�ZHLJKW�LV�QRW�HDV\�
It’s you against a computer.

It’s easy.

It had to happen.

+DWV�RII�WR�,%0�

The longest one is 28 characters. Take that, Twitter.

7KLV�LV�WKH�EHJLQQLQJ�RI�6XJDUPDQ¶V�³VOLSSHU\�VOLGH´�
concept—the idea that your copy should be so compelling 

that the reader must get to the end. The slippery slide 

starts with an easy sentence. It’s so easy to read a short 

sentence that it’s practically impossible not to do it. And 

LI�WKDW�VHQWHQFH�LV�LQWHUHVWLQJ�HQRXJK��WKH�UHDGHU�MXVW�
might read the next one.

“
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The Seinfeld Method

2QFH�\RX·YH�GRQH�>\RXU�ÀUVW�GUDIW@��GR�VRPHWKLQJ�WKDW�PD\�
VHHP�VWUDQJH�WR�\RX�DW�ÀUVW��6WRS��7KDW·V�ULJKW��VWRS��*R�RQ�DQG�
do something else. Forget about the project. Do something 

pleasurable—a stroll in the park, a walk down the street or lunch 

with a good friend. Whatever you do, let it be a total diversion 

from what you are currently working on, and please don’t even 

think of the copy project…

…This entire subconscious activity is called the incubation 

process, and the time you are giving to it is called the incubation 

period. Your subconscious is processing millions of bits of data 

like a computer in your brain running a very important program 

in the background. Then, while you’re taking a walk or standing 

in the shower or even daydreaming, suddenly that big idea will 

ÁDVK�DFURVV�\RXU�PLQG��(XUHND��7KHQ�JR�WR�\RXU�GHVN�DQG�VWDUW�
writing down some of that good stuff your mind has created and 

organized for you.

/HW�PH�H[SODLQ�WKH�¿UVW�GUDIW��6XJDUPDQ�VW\OH��7KH�¿UVW�
draft is a brain dump. It can be disorderly. You can slap 

grammar right in its smug face. Twice. That’s right, 

GRXEOH�VODS�WKDW�62%��

$OO�\RX�KDYH�WR�GR�LQ�WKH�¿UVW�GUDIW�LV�JHW�HYHU\�LGHD��HYHU\�
potential headline, every concept, every angle down on 

SDSHU���$QG�E\�SDSHU�,�PHDQ�VFUHHQ�FDXVH��F¶PRQ��ZKR�
writes on paper, right?)

You’ve probably heard this before, because it’s fairly 

common advice for all kinds of writing. But the important 

part is what he describes as the next step in the excerpt 

\RX�MXVW�UHDG��,¶P�GXEELQJ�WKLV�-RH�6XJDUPDQ¶V�Seinfeld 

0HWKRG��+H�GLGQ¶W�FDOO�LW�WKDW��EXW�,¶P�JRLQJ�WR��:K\"�
Because his advice is to basically do nothing right after 

\RX¶YH�MXVW�JRWWHQ�JRLQJ�

“
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What was Seinfeld’s concept? It was a show about 

QRWKLQJ��3UHWW\�PXFK�����RI�WKH�HSLVRGHV�ZHUH�MXVW�
-HUU\��*HRUJH��(ODLQH��DQG�.UDPHU�KDQJLQJ�RXW�LQ�-HUU\¶V�
apartment, eating lunch at the coffee shop, going to the 

movies, or waiting for a table at a Chinese restaurant. 

Those are the exact types of things you should go do 
DIWHU�\RXU�¿UVW�GUDIW� Anything to take your mind off the 

copy.

7KLV�LGHD�LV�JROG��-HUU\��*ROG�
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A Little Trick for Bypassing
B.S. Detectors

Consumers are very smart—smarter than you think and smarter 

collectively than any single one of us. With all the experience I 

have in marketing products and with all the product knowledge 

I’ve gained over the past 35 years, you can take my word for it, 

the consumer is quite sharp.

The consumer can also tell whether people are truthful in what 

they are trying to communicate. And the more truthful you are 

in your advertising, the more effectively your message will be 

accepted by your prospects.

Try to lie in your copy and you are only deceiving yourself. Your 

copy will say what you think you wanted it to say, but it will also 

VD\�ZKDW�\RX�WKRXJKW�\RX�FRYHUHG�XS��(YHQ�D�UHDGHU�ZKR�KXUULHV�
over your copy can feel the difference.

A few weeks before writing this, I was part of a team that 

ZDV�ODXQFKLQJ�D�OLPLWHG�HGLWLRQ�W\SRJUDSKLF�SULQW��D�IDQF\�
poster) to an email list. One hundred of the prints were 

VLJQHG�DQG�QXPEHUHG��$IWHU�WKH�¿UVW�FRXSOH�RI�GD\V�RI�
sales, almost half of them were gone. We were about to 

send out a second sales email when I started to consider 

the idea of sticking a little banner on the picture of the 

signed and number print that would say, “Only a few 

left!”

There’s no getting around it—referring to approximately 

���RXW�RI�����DV�³RQO\�D�IHZ´�LV�D�ÀDW�RXW�OLH��$W�EHVW�LW�FDQ�
be described as dishonest. 

As I sat there listening to the angel and devil on my 

respective shoulders, I forecasted what might happen if I 

XVHG�WKLV�GHFHLWIXO��EXW�SRZHUIXO��OLQH�RI�FRS\��,�FRXOGQ¶W�

“
“
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see a scenario where this email sold every last signed and 

numbered print we had left. If things went really well, 

given the list it was going out to and past conversion 

rates, we might sell half of the remaining signed and 

numbered prints. And then what? What if it took another 

month to sell the remaining ones? It would become pretty 

clear to the people on the list that “Only a few left!” had 

UHDOO\�EHHQ�D�ELJ�ROH�SLOH�RI�%�6�

6R�LQVWHDG��,�RSWHG�IRU�D�PXFK�PRUH�KRQHVW�VHQVH�RI�
urgency claim that the signed and numbered prints were 

VHOOLQJ�IDVWHU�WKDQ�DQWLFLSDWHG��ZKLFK�WKH\�ZHUH���<RX�
know what happened? Within a week, we were down to 

27 prints remaining. At that point, we were able to begin 

using real numbers to create a sense of urgency on social 

PHGLD��(YHU\�WLPH�ZH�SRVWHG��³2QO\�>;�$02817@�RI�
signed and numbered prints remaining!” several more 

would sell.

$�FRXSOH�ZHHNV�ODWHU��ZH�ZHUH�GRZQ�WR�]HUR�

7KH�PRUDO�RI�WKH�VWRU\"�7KH�ULVN��DQG�LQKHUHQW�
immorality) of lying or bending the truth in your copy far 

outweighs the reward, which is always attainable with the 

truth as long as the product is truly good. 

,I�\RX�ZDQQD�E\SDVV�WKH�FRQVXPHU¶V�%�6��GHWHFWRU��WKH�
solution is simple—tell the truth, every time.



Stephen 
King

5 Tips from On Writing

http://www.amazon.com/gp/product/1439156816/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=1439156816&linkCode=as2&tag=copygrad-20
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The Root of Most Bad  
Writing

I’m convinced that fear is at the root of most bad writing. If one 

is writing for one’s own pleasure, that fear may be mild—timidity 

is the word I’ve used here. If, however, one is working under 

GHDGOLQH³D�VFKRRO�SDSHU��D�QHZVSDSHU�DUWLFOH��WKH�6$7�ZULWLQJ�
sample—that fear may be intense.

If you’re writing copy, odds are that you’re working under 

D�GHDGOLQH��<RX¶UH�GH¿QLWHO\�ZRUNLQJ�XQGHU�WKH�SUHVVXUH�
to deliver something—clicks, conversions, cash. Don’t 

feed that stuff. Don’t ask yourself the wrong questions 

that feed into that fear like, Will this headline get me 
more clicks? Any questions that enter your mind should 

be about the customer and the customer only.

When fear starts creeping in—and it will—focus on the 

HQMR\DEOH�DVSHFWV�RI�FRS\ZULWLQJ��5HPLQG�\RXUVHOI�ZK\�
\RX¶UH�GRLQJ�LW�LQ�WKH�¿UVW�SODFH��<RX�GR�LW�EHFDXVH�\RX�
believe in the product or service you’re writing about. You 

do it to make customers’ lives less painful. And you do it 

because people will pay you damn good money for damn 

good copy.

Writing copy from a place of fear is stupid. Here’s the 

ZRUVW�WKDW�FDQ�KDSSHQ�LI�\RXU�FRS\�LV�EDG²\RX�¿QG�
out one more way not to sell something to a particular 

audience. Basically, you become smarter��/RRN��\RX�
can’t control how the audience reacts. All you can do is 

put it out there and hope it works. If it doesn’t, you learn 

something. If it does, you learn something AND you start 

getting paid more. 

6R�VPLOH��)RUJHW�WKH�IHDU�

“
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Write “Dairy Queen” Copy

You can tell without even reading if the book you’ve chosen is 

DSW�WR�EH�HDV\�RU�KDUG��ULJKW"�(DV\�ERRNV�FRQWDLQ�ORWV�RI�VKRUW�
paragraphs—including dialogue paragraphs which may only be a 

word or two long—and lots of white space. They’re as airy as Dairy 

Queen ice cream cones. Hard books, full of ideas, narration, or 

description, have a stouter look. A packed look. Paragraphs are 

almost as important for how they look as for what they say; they 

are maps of intent.

Here’s a hint: you never want any copy you’re writing to 

ORRN�OLNH�VRPHWKLQJ�D�³KDUG´�ERRN�PLJKW�FRQWDLQ��³6WRXW´�
should not be a word used to describe your copy. 

'RQ¶W�EH�)DXONQHU��EH�+HPLQJZD\��/RRN��,¶P�IURP�
WKH�6RXWK²,�ORYH�)DXONQHU��%XW�WKHUH¶V�D�UHDVRQ�ZK\�
Hemingway ended up being a pitchman, while Faulkner 

spent his days as a postman. Tight, focused copy sells. To 

ERUURZ�0U��.LQJ¶V�WHUP��\RX�want “Dairy Queen” copy.

Here are two random examples I found from searching 

$PD]RQ�IRU�H%RRNV�RQ�JDUDJH�VDOHV��7KHVH�H[FHUSWV�DUH�
from the book description areas of two different self-

published books on how to have a successful garage 

VDOH���'RQ¶W�DFWXDOO\�WU\�WR�UHDG�WKHP²MXVW�IRFXV�RQ�WKH�
difference in spacing/layout.)

“
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Which one looks more appealing to read? It’s clearly 

([DPSOH����ZKLFK��RGGO\�HQRXJK��DSSHDUV�RQ�WKH�¿UVW�
page of results when you search eBooks for “garage sale” 

while Example 2 appears on page four. Example 1 also 

has a lot of great reviews, while Example 2 has none.

7KLV�LV�QRW�WR�VD\�WKDW�$//�RI�WKDW�KDV�WR�GR�ZLWK�WKH�IDFW�
that Example 1’s book description is way more inviting to 

read, but it certainly can’t be counted out as a factor of its 

success.

([DPSOH��

([DPSOH��
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Slob Copy

It is possible to overuse the well-turned fragment, but frags 

can also work beautifully to streamline narration, create clear 

images, and create tension as well as to vary the proseline. A 

series of grammatically proper sentences can stiffen the line, 

make it less pliable. Purists hate to hear that and will deny it to 

their dying breath, but it’s true. Language does not always have to 

wear a tie and lace-up shoes.

This is the fun part. This is where you get to misbehave. 

This is where you get rewarded for letting out a long-ass 

burp at the dinner table.

6SHQG�DERXW�WZR�PLQXWHV�REVHUYLQJ�FRS\�RQOLQH�DQG�
\RX¶OO�¿QG�PXOWLSOH�VHQWHQFH�IUDJPHQWV��:K\"�%HFDXVH�
they sound good. And that’s all that matters.

When you’re writing copy, focus on what sounds natural, 

not what is 100 percent grammatically correct. While 

it’s important that you avoid things that make you look 

VWXSLG��OLNH�PLVVSHOOHG�ZRUGV��WKHUH�WKHLU�RU�\RXU�\RX¶UH�
FRQIXVLRQ��HWF����\RXU�FRS\�GRHVQ¶W��DV�RO¶�6WHYLH�.��SXWV�
LW��KDYH�WR�³ZHDU�D�WLH�DQG�ODFH�XS�VKRHV´��GDPQ��ZKDW�D�
line).

6R�SXW�WKDW�Chicago Manual of Style back to proper 

use as a paperweight and get back to writing good old-

fashioned natural-sounding copy.

“
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Haves, Have-Nots, and a 
Note on Upward Mobility in 
the World of Copy

While it is impossible to make a competent writer out of a 

bad writer, and while it is equally impossible to make a great 

writer out of a good one, it is possible, with lots of hard work, 

dedication, and timely help, to make a good writer out of a 

merely competent one.

,Q�.LQJ¶V�ZRUOG�\RX¶UH�HLWKHU�ERUQ�JUHDW�OLNH�6KDNHVSHDUH��
born good with no hope of ever being great, born 

competent with the capacity to become good, or born bad 

with no hope of being competent.

The good news for you and me is that you don’t have to be 

ERUQ�JUHDW�OLNH�6KDNHVSHDUH�WR�EHFRPH�D�JUHDW�FRS\ZULWHU��
Actually, it’s probably better that you’re not�6KDNHVSHDUH�

Why? Because copywriting isn’t always about being the 

most creative, the most eloquent, or the most likely to 

inspire tears streaming down your readers’ cheeks. It’s 

mainly about knowing when to shut up and not reinvent 
the wheel.

&RS\ZULWLQJ�LV�QRW�D�¿HOG�IRU�SVHXGR�SKLORVRSKLF�
PXVWDFKH�ZD[HUV��SLSHV�VWXIIHG�ZLWK�¿QH�WREDFFR��<RX�
don’t need to own many leather-bound books. Your 

apartment doesn’t have to smell of rich mahogany.

&RS\ZULWLQJ�WDOHQW�LV�QRW�VRPH�JLIW�EHVWRZHG�E\�*RG�
upon a select few golden children. It’s combining proven 

principles and psychology with a curious mind that’s not 

afraid of a little creativity. People today are motivated by 

most of the same things that have motivated us since the 

beginning of time. 

Your job is to arrange words on a page that will 
tap into those motivations and connect them to 
the product you know can help them.

And it doesn’t take a sonnet to accomplish that.

“
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A Fat-Ass Sumo’s Weird but 
Important Lesson

6RPHRQH³,�FDQ·W�UHPHPEHU�ZKR��IRU�WKH�OLIH�RI�PH³RQFH�ZURWH�
that all novels are really letters aimed at one person. As it 

happens, I believe this. I think that every novelist has a single ideal 

reader; that at various points during the composition of a story, 

the writer is thinking, “I wonder what he/she will think when he/

VKH�UHDGV�WKLV�SDUW"µ�)RU�PH�WKDW�ÀUVW�UHDGHU�LV�P\�ZLIH��7DELWKD«

…Do all opinions weigh the same? Not for me. In the end I listen 

most closely to Tabby, because she’s the one I write for, the 

one I want to wow. If you’re writing primarily for one person 

besides yourself, I’d advise you to pay very close attention to that 

person’s opinion…you can’t let the whole world into your story, 

but you can let in the ones that matter most. And you should.

…Call that one person you write for your Ideal Reader. He or she 

is going to be in your writing room all the time.

This is old school advice. It’s proven. When thinking of 

\RXU�DXGLHQFH��\RX�JRWWD�]HUR�LQ�RQ�WKDW�RQH�SHUVRQ�ZKR�
is the most audience-y of the whole bunch. You have 

to picture that one human who most encapsulates the 

demographic. 

*LYH�KLP�D�QDPH��6KDNH�KLV�KDQG��2U�KHUV��'HSHQGV�RQ�
the audience. You guys are old friends. You know every 

last problem currently getting under his skin. You’ve 

stayed up past midnight at the bar with him, listening to 

KLV�VRE�VWRULHV�DQG�IDU�RII�GUHDPV��,W¶V�MXVW�\RX�DQG�KLP��
Or her. Please don’t send me any angry emails about 

pronouns.

:ULWLQJ�WR�\RXU�,GHDO�5HDGHU�LV�JRLQJ�WR�PDNH�\RXU�FRS\�
feel more personal. It’s going to have the people in your 

target demographic thinking the piece of copy they’re 

UHDGLQJ�ZDV�ZULWWHQ�VSHFL¿FDOO\�IRU�WKHP��<RX¶UH�JRLQJ�WR�
sound more honest. You’re going to sound real.

“
10



Uncommon 
Copywriting 
22

For a good example look at 1HYLOOH�0HGKRUD, who has 

ZULWWHQ�IRU�$SS6XPR��D�VLWH�WKDW¶V�OLNH�*URXSRQ�IRU�ZHE�
JHHNV��EXW�DFWXDOO\�ZD\�EHWWHU�WKDQ�*URXSRQ���DPRQJ�
many other things. Here’s an excerpt from some sales 

copy he wrote for .RS\ZULWLQJ�.RXUVH, an online course 

about, you guessed it, copywriting!

6RRRR�\RX·YH�UHDG�DUWLFOHV�RQOLQH�DERXW�LPSURYLQJ�FRQYHUVLRQ�UDWHV�E\�FKDQJLQJ�
headlines and copy.

It’s true... it does work. I’ll show you:

AppSumo is a web-based company that constantly improves its users lives through 
strategic discounts on needed products for startups and business users.

-or-

This fat-ass Sumo sends you one MASSIVE money-saving deal on tech stuff for startups 
(like apps and software)... everyday.

:KLFK�RQH�ZDV�HDVLHU�WR�XQGHUVWDQG��DQG�SRVVLEO\�PRUH�RIIHQVLYH�"

You’re right, the second one. That’s ‘cause it doesn’t contain all the bloated 
´EX]]ZRUGVµ�PRVW�EXVLQHVVHV�XVH��,�PHDQ��:+<�7+(�+(//�:28/'�<28�:5,7(�/,.(�7+$7"

In addition to that being a great little lesson in its own 

right, it’s also a perfect example of writing to an Ideal 

5HDGHU��$IWHU�\RX¶YH�UHFHLYHG�¿YH�RU�VL[�$SS6XPR�HPDLOV��
you’ll know exactly what type of person makes up the 

PDMRULW\�RI�WKHLU�HPDLO�OLVW²\RXQJHU�SHRSOH��PRVWO\�PDOH��
of an entrepreneurial persuasion who are interested in 

geeky web tools and information that can help grow their 

businesses. The exact kind of people who would giggle at 

WKH�SKUDVH�³IDW�DVV�6XPR´�LQ�WKH�PLGGOH�RI�D�VDOHV�SLWFK��
�:DLW«DFWXDOO\��GRHVQ¶W�HYHU\RQH�MXVW�¿QG�WKDW�IXQQ\"�

:KHQ�\RX�¿UVW�VLW�GRZQ�WR�ZULWH�VRPH�FRS\��WDNH�DW�OHDVW�
a few minutes to think about who will read it. You don’t 

KDYH�WR�W\SH�$//�&$36�DQG�FXUVH�OLNH�1HYLOOH��XQOHVV�
you’re sure the occasion calls for that sorta thing), 

but you can at least sound like a human instead of the 

T-1000.

Have some fun, why don’t ya?

P.S.
Another thing that will help immensely is buying Neville’s 

.RS\ZULWLQJ�.RXUVH��1RWLFH�WKDW�,�GLGQ¶W�MXVW�VD\�³RQH�
WKLQJ�WKDW�ZLOO�KHOS�LV�1HYLOOH¶V�.RS\ZULWLQJ�.RXUVH�´�,�
said “buying�1HYLOOH¶V�.RS\ZULWLQJ�.RXUVH�´�1RW�RQO\�LV�
the knowledge you’ll get from the course invaluable, but 

so is the act of making a literal investment in yourself. 

http://www.nevblog.com/about/
http://www.appsumo.com/kopywriting-kourse/
www.appsumo.com/kopywriting-kourse/
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There’s not much else that will make as big an impact on 

\RXU�OLIH�IRU�����DV�WKLV��7UXVW�PH��,W�ZDV�WKH�¿UVW�WKLQJ�
that really got me interested in copywriting, and even 

pointed me in the direction of a few of the books I talk 

about in this ebook. It’s worth every penny. And no, those 

DUH�QRW�DI¿OLDWH�OLQNV��VR�,�KDYH�QR�XOWHULRU�PRWLYH�RWKHU�
than wanting you to use the best tools out there to better 

your craft.



David 
Ogilvy

5 Tips from Ogilvy on Advertising

http://www.amazon.com/gp/product/039472903X/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=039472903X&linkCode=as2&tag=copygrad-20
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How to Sell Without Feeling 
Like a Sleazeball

Whenever you can, make the product itself the hero of your 

advertising. If you think the product too dull, I have news for you: 

there are no dull products, only dull writers. I never assigned a 

product to a writer unless I know that he is personally interested 

LQ�LW��(YHU\�WLPH�,�KDYH�ZULWWHQ�D�EDG�FDPSDLJQ��LW�KDV�EHHQ�
because the product did not interest me.

2QH�RI�WKH�ELJJHVW�KXPSV�,�KDG�WR�JHW�RYHU�ZKHQ�,�¿UVW�
started copywriting was the idea of “selling” something. 

,W�VHHPHG�VOHD]\��,¶G�QHYHU�LPDJLQHG�P\VHOI�DV�D�³VDOHV\´�
person. 

But I do like arguing. I do like persuading. Especially if 

I’m persuading on behalf of something I really like. For 

example, I might be inclined to persuade someone of the 

idea that All the King’s Men is the closest thing we have 

WR�WKH�*UHDW�$PHULFDQ�1RYHO��2U�WKDW�WKH�6DQ�$QWRQLR�
6SXUV�DUH�DFWXDOO\�H[FLWLQJ��QRW�ERULQJ��2U�WKDW�WKH�%HDWOHV�
were the greatest band of all time and no one else will 

ever come close.

&RS\ZULWLQJ�LV�DOO�DERXW�¿JKWLQJ�IRU�VRPHWKLQJ�\RX�
believe in, whether it’s a product, service, person, etc. 

But wait, Will, you’re thinking, surely copywriters don’t 
JHW�WR�ZULWH�H[FOXVLYHO\�DERXW�WKHLU�IDYRULWH�WKLQJV��6R�
what do you do when you don’t even like the thing you 
writing about?

Alas, the truth comes out. Copywriting isn’t all writing 

about the things you love. You’re often going to end up 

writing about products or services you would never have 

any need of purchasing.

6R�KRZ�GR�\RX�PDNH�WKH�SURGXFW�WKH�KHUR�LQ�WKRVH�FDVHV"�
6LPSOH²DVN�\RXUVHOI�WKLV�TXHVWLRQ��,V�WKLV�SURGXFW�WKH�
hero for someone?

“
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,I�WKH�DQVZHU�LV�\HV��WKHQ�VWDUW�GH¿QLQJ�ZKR�WKDW�VRPHRQH�
is. If the answer is an honest no, then the product sucks 

and you shouldn’t write copy about it. Never compromise 

the truth and your personal integrity to sell a product 

that you know is bad. Which brings me to the next nugget 

from Ogilvy on Advertising…
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The Best Way to Increase 
Product Sales 
(Hint: It Involves Zero Writing)

It is often charged that advertising can persuade people to buy 

LQIHULRU�SURGXFWV��6R�LW�FDQ³RQFH��%XW�WKH�FRQVXPHU�SHUFHLYHV�
that the product is inferior and never buys it again. This causes 

JUDYH�ÀQDQFLDO�ORVV�WR�WKH�PDQXIDFWXUHU��ZKRVH�SURÀWV�FRPH�
from repeat purchases.

The best way to increase the sale of a product is to improve the 

product. This is particularly true of food products; the consumer 

is amazingly quick to notice an improvement in taste and buy the 

product more often. I have always been irritated by the lack of 

interest brand managers take in improving their products. One 

client warned me, ‘You are too prone to criticize our products. We 

FRXOG�ÀQG�LW�HDVLHU�WR�DFFHSW�FULWLFLVP�RI�RXU�ZLYHV�·

If the product you’re writing about truly doesn’t pass the 

“hero test” I described in the previous point, there are 

three possible scenarios:

1. The person who created it simply created a crappy 

product and is blind to its crappiness.

2. The person who created it created a crappy product 

and knows it’s a crappy product.

3. It’s actually a good product and you have crappy 

MXGJPHQW�

In each of these scenarios you still have the opportunity 

WR�VD\�\HV�RU�QR�WR�WKH�SURMHFW�

,Q�VFHQDULR�RQH��LI�\RX�VD\�\HV��D�³EXW«´�PXVW�
immediately follow it. As in, “Yes, I’ll write your copy, 

EXW«\RX�QHHG�WR�EH�DZDUH�WKDW�WKLV�SURGXFW�QHHGV�VRPH�
serious improvements. If you don’t make these changes, 

my copy ain’t gonna do squat for you.”

“
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If the client is receptive and wants to know more, it might 

be worth sticking around. Hell, you might even be able 

WR�JHW�SDLG��DQG�VKRXOG��IRU�\RXU�WKRXJKWV�RQ�KRZ�WR�
improve the product in addition to any copy you may or 

may not write about it.

Occasionally, though, you’re going to run into people who 

are, for lack of a better word, dumbasses. They think their 

crappy product is great and no one, especially a lowly 

copywriter like you, will ever convince them otherwise. 

Hint: when you’re dealing with a dumbass, always say no.

In scenario two, you should also say no. While these 

people may or may not fall in the dumbass category, they 

GH¿QLWHO\�IDOO�LQWR�WKH�VOHD]H�EDOO�FDWHJRU\��$�\HV�RQO\�VHWV�
you up for failure in the long run.

/DVWO\��LI�VFHQDULR�WKUHH�RFFXUV��\RX�DUH�XQOLNHO\�WR�UHDOL]H�
it. That’s why you really need to be sure something 

VXFNV�EHIRUH�\RX�WXUQ�LW�GRZQ��6WXG\�WKH�SURGXFW��,I�
it’s not new, see if current customers are having good 

experiences with it. Do everything you can to prove 

yourself wrong. When you’ve exhausted the possibilities 

and you still feel the same, you can walk away knowing 

you made the right call.
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How to Do Nothing and Find 
Good Ideas

%LJ�LGHDV�FRPH�IURP�WKH�XQFRQVFLRXV��7KLV�LV�WUXH�LQ�DUW��LQ�
VFLHQFH�DQG�LQ�DGYHUWLVLQJ��%XW�\RXU�XQFRQVFLRXV�KDV�WR�EH�ZHOO�
LQIRUPHG��RU�\RXU�LGHD�ZLOO�EH�LUUHOHYDQW��6WXII�\RXU�FRQVFLRXV�
mind with information, then unhook your rational thought 

process. You can help this process by going for a long walk, or 

WDNLQJ�D�KRW�EDWK��RU�GULQNLQJ�KDOI�D�SLQW�RI�FODUHW��6XGGHQO\��LI�WKH�
telephone line from your unconscious is open, a big idea wells up 

within you.

,W�ZLOO�KHOS�\RX�UHFRJQL]H�D�ELJ�LGHD�LI�\RX�DVN�\RXUVHOI�ÀYH�TXHVWLRQV�
���'LG�LW�PDNH�PH�JDVS�ZKHQ�,�ÀUVW�VDZ�LW"
2. Do I wish I had thought of it myself?

3. Is it unique?

���'RHV�LW�ÀW�WKH�VWUDWHJ\�WR�SHUIHFWLRQ"
5. Could it be used for 30 years?”

There’s an attitude among many entrepreneurs that if 

you’re not going 100 miles an hour 100% of the time 

you’re not really working hard. While I’ve found that 

WKHVH�����03+�GD\V�GR�QHHG�WR�KDSSHQ�DQG�FDQ�EH�
critically important to actually getting things moving, 

there also needs to be a balance if you hope to access the 

part of your brain where good ideas live.

This doesn’t mean half of your days should consist of 

OHLVXUHO\�VWUROOV��DUW�KRXVH�¿OPV��DQG�FKDPSDJQH�EDWKV��
%XW�LW�GRHV�PHDQ�WKDW�\RX¶OO�UHDOO\�EHQH¿W�IURP�JLYLQJ�
your mind time to process things throughout the day by 

¿QGLQJ�D�TXLHW�SODFH�DQG�VORZLQJ�GRZQ��

The catch, of course, is that the parts of the day when 

you’re not slowing down must be spent feeding your brain 

D�GLYHUVH�DQG�H[SDQVLYH�GLHW��5HDG�DFURVV�PDQ\�GLIIHUHQW�
GLVFLSOLQHV��ZRUN�RQ�D�YDULHW\�RI�SURMHFWV��DQG�KDYH�
conversations with people who think differently than you. 

“
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*HW�FRPIRUWDEOH�ZRUNLQJ�LQ�D�VWDWH�RI�FRQIXVLRQ��,I�\RX�
don’t work through it immediately, your brain will do the 

rest when you give it a moment to catch up.
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Ogilvy’s Step-by-Step 
Research Process

You don’t stand a tinker’s chance of producing successful 

advertising unless you start by doing your homework. I have 

always found this extremely tedious, but there is no substitute for it.

First, study the product you are going to advertise. The more you 

know about it, the more likely you are to come up with a big idea 

for selling it. When I got the Rolls-Royce account, I spent three 

weeks reading about the car and came across a statement that 

‘at sixty miles an hour, the loudest noise comes from the electric 

clock.’ This became the headline, and it was followed by 607 

words of factual copy.

Later, when I got the Mercedes account, I sent a team to the 

'DLPOHU�%HQ]�KHDGTXDUWHUV�LQ�6WXWWJDUW��7KH\�VSHQW�WKUHH�ZHHNV�
taping interviews with the engineers. From this came a campaign 

of long, factual advertisements which increased Mercedes sales 

LQ�WKH�8QLWHG�6WDWHV�IURP��������FDUV�D�\HDU�WR�������«

5HJDUGOHVV�RI�ZKDW�\RX¶UH�ZULWLQJ�DERXW²LW�FRXOG�EH�D�
product, service, person, event, etc.—always start with 

learning everything you can about it. You should be able 

to answer almost any question a customer might have 

about it, even though no one will likely ever ask you 

anything.

$V�2JLOY\�JRHV�RQ�WR�VD\��³,I�\RX�DUH�WRR�OD]\�WR�GR�WKLV�
kind of homework, you may occasionally luck into a 

successful campaign, but you will run the risk of skidding 

on what my brother Francis called ‘the slippery surface of 

irrelevant brilliance.’”

Beyond product research, consumer research is 

important too. Always ask your clients if they have any 

existing data on their customers. If they don’t, there are 

many ways to get it depending on what you’re selling.  

“
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If you’re writing for an online business, there are tons of 

IUHH�VXUYH\LQJ�WRROV�DYDLODEOH��*LYH�ZHEVLWH�YLVLWRUV�WKH�
opportunity to give their thoughts on the product. Pay 

close attention to how they talk about the product—the 

words and phrases they use, the features that seem to be 

important to them. 

This is the information that will reveal the motivation 

behind their decision to buy or not buy. And from that 

information, you can discover how to sell the product 

more effectively.

,I�\RX¶UH�ZULWLQJ�IRU�D�ORFDO�EXVLQHVV��OHW¶V�VD\�D�MXLFH�
bar, spend some time in the store. Observe customers. 

/LVWHQ�WR�WKH�TXHVWLRQV�WKH\�DVN�DQG�WKH�UHDFWLRQV�WKH\�
KDYH�XSRQ�WDVWLQJ�WKH�MXLFH��$Q\�RSSRUWXQLW\�WR�REVHUYH�
DQG�WDON�WR�LQ�WKH�ÀHVK�FXVWRPHUV�KDV�WKH�SRWHQWLDO�WR�EH�
more effective than a survey could ever hope to be.

$V�2JLOY\�VD\V��³,QIRUPDO�FRQYHUVDWLRQV�ZLWK�KDOI�D�GR]HQ�
housewives can sometimes help a copywriter more than 

formal surveys in which he does not participate.”
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Why Your Competition Is 
Irrelevant

My partner Joel Raphaelson has articulated a feeling which has 

been growing in my mind for some time:

‘In the past, just about every advertiser has assumed that in 

order to sell his goods he has to convince consumers that his 

product is superior to his competitor’s.

¶7KLV�PD\�QRW�EH�QHFHVVDU\��,W�PD\�EH�VXIÀFLHQW�WR�FRQYLQFH�
consumers that your product is positively good. If the consumer 

feels certain that your product is good and feels uncertain about 

your competitor’s, he will buy yours.

‘If you and your competitors all make excellent products, don’t try 

to imply that your product is better. Just say what’s good about 

your product – and do a clearer, more honest, more informative 

job of saying it.

‘If this theory is right, sales will swing to the marketer who does the 

EHVW�MRE�RI�FUHDWLQJ�FRQÀGHQFH�WKDW�KLV�SURGXFW�LV�SRVLWLYHO\�JRRG�·

This approach to advertising parity products does not insult the 

intelligence of consumers. Who can blame you for putting your 

best foot forward?

There’s that “honesty” thing rearing its seemingly out-

of-place head again. The more you read from successful 

advertisers, copywriters, and marketers, the more you 

begin to see an overwhelming concern and empathy they 

possess for the consumers.

You will never be able to control how competitors sell 

their products or the actual quality of said products. 

6R�IRFXV�RQ�ZKDW�\RX�FDQ�FRQWURO²WKH�ZD\�\RX�ZULWH�
about the product you are selling. Communicate honest 

information about what the product is and how it can 

VROYH�VSHFL¿F�SDLQV�IRU�WKH�FRQVXPHU�

“
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How to Make Your Childhood 
Teachers Poop Their Pants

The habitual use of the active voice, however, makes for forcible 

writing. This is true not only in narrative principally concerned 

with action but in writing of any kind. Many a tame sentence 

of description or exposition can be made lively and emphatic 

by substituting a transitive in the active voice for some such 

perfunctory expression as there is or could be heard.

There were a great number of dead leaves lying on the ground. | 

Dead leaves covered the ground.

At dawn the crowing of a rooster could be heard. | The cock’s 

crow came with dawn.

The reason he left college was that his health became impaired. 

| Failing health compelled him to leave college.

It was not long before he was very sorry that he had said what he 

KDG��_�6KH�VRRQ�UHSHQWHG�KHU�ZRUGV�

Now is the time to accept that E.B. White, though dead, 

will forever be overlord of the English language. All you 

and I can hope to do is merely try to get on his level and 

offer him a shoeshine when we meet him in the afterlife.

He actually had the balls to use the passive voice in that 

¿UVW�SDUDJUDSK�DERXW�ZK\�LW¶V�2.�WR�XVH�SDVVLYH�YRLFH�
VRPHWLPHV��³0DQ\�D�WDPH«E\�VXEVWLWXWLQJ´�DV�RSSRVHG�
WR�³6XEVWLWXWLQJ�D�WUDQVLWLYH«FDQ�PDNH�PDQ\�D�WDPH�
sentence of description or exposition lively”). 

Not only that, he didn’t even point out the fact that he’d 

MXVW�EURNHQ�WKH�UXOH�\RXU�QLQWK�JUDGH�(QJOLVK�WHDFKHU�
told you was unbreakable. He dunked in that English 

teacher’s face and then got back on defense without even 

cracking a smile. 

And he made the right call. Because his sentence sounds 

EHWWHU�WKDQ�WKDW�FUDSS\�DFWLYH�YRLFH�RQH�,�MXVW�SXW�LQ�
parentheses.

“
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The Surest Way to Arouse 
Your Reader…………’s 
Attention

8VH�GHÀQLWH��VSHFLÀF��FRQFUHWH�ODQJXDJH��3UHIHU�WKH�VSHFLÀF�WR�WKH�
JHQHUDO��WKH�GHÀQLWH�WR�WKH�YDJXH��WKH�FRQFUHWH�WR�WKH�DEVWUDFW�

A period of unfavorable weather set in. :: It rained every day for a week.

He shows satisfaction as he took possession of his well-earned 

reward. :: He grinned as he pocketed the coin.

If those who have studied the art of writing are in accord on 

any one point, it is this: the surest way to arouse and hold the 

UHDGHU·V�DWWHQWLRQ�LV�E\�EHLQJ�VSHFLÀF��GHÀQLWH��DQG�FRQFUHWH��
7KH�JUHDWHVW�ZULWHUV³+RPHU��'DQWH��6KDNHVSHDUH³DUH�HIIHFWLYH�
largely because they deal in particulars and report the details 

that matter. Their words call up pictures.

When E.B. starts talking about the surest way to arouse 

your reader’s attention, you better listen up. 

$OZD\V��%H��&OHDU��5HSHDW�WKLV�LQ�\RXU�KHDG��HVSHFLDOO\�
while revising. It’s not important to be 100% clear when 

\RX¶UH�GRLQJ�WKH�¿UVW�GUDIW²DW�WKDW�SRLQW�\RX¶UH�MXVW�
trying to get ideas on the page—but it should be a top 

priority when you do the second.

Here’s what’s funny about White’s last paragraph: he 

traces the roots of greatness in Homer, Dante, and 

6KDNHVSHDUH�WR�WKHLU�DELOLW\�WR�³GHDO�LQ�SDUWLFXODUV�DQG�
UHSRUW�WKH�GHWDLOV�WKDW�PDWWHU�´�0RVW�FRS\ZULWHUV�ZLOO�
repeatedly tell you that copywriting is not the place to try 

EHLQJ�WKH�QH[W�6KDNHVSHDUH��&RS\ZULWLQJ�LVQ¶W�DERXW�EHLQJ�
DQ�DUWLVW²LW¶V�DERXW�XWLOL]LQJ�ZKDW¶V�SURYHQ�WR�ZRUN��<HW��
DFFRUGLQJ�WR�:KLWH��LW�LVQ¶W�6KDNHVSHDUH¶V�XVH�RI�ÀRZHU\�
language that has made his writing stand the test of time; 

LW¶V�KLV�DELOLW\�WR�FRYHU�WKH�VSHFL¿F�GHWDLOV�WKDW�PDWWHU�

Clarity is king.

“
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Punch Yourself in the Face 
Next Time You Use These 
Expressions

Omit needless words. 

Vigorous writing is concise. A sentence should contain no 

unnecessary words, a paragraph no unnecessary sentences, for 

the same reason that a drawing should have no unnecessary 

lines and a machine no unnecessary parts. This requires not that 

the writer make all sentences short, or avoid all detail and treat 

subjects only in outline, but that every word tell.

E.B. goes on to list out some of this rule’s main 

offenders—common expressions that all of us are suspect 

WR�WKURZ�LQ�RXU�FRS\�ZKHQ�ZH¶UH�IHHOLQJ�OD]\��7KHUH�DUH�
���H[DPSOHV�LQ�KLV�OLVW��EXW�KHUH�DUH�WKH�WKUHH�WKDW�,�¿QG�
most relevant now:

�� 7KH�IDFW�WKDW��:KLWH�ZULWHV��³µ7KH�IDFW�WKDW¶�LV�DQ�
especially debilitating expression. It should be 

revised out of every sentence in which it occurs.”)

Here’s an example of how you can trim this 

XQQHFHVVDU\�H[SUHVVLRQ��*LYHQ�WKH�IDFW�WKDW�6WHYH�
forgot the light bulb, Joan resolved to leave the 

GDUN�URRP����6LQFH�6WHYH�IRUJRW�WKH�OLJKW�EXOE��-RDQ�
resolved to leave the dark room.

�� That

You can remove at least 50% of the “that’s” you write 

�VHH��,�FRXOG�KDYH�ZULWWHQ�³RI�WKH�µWKDW¶V�WKDW�\RX�
write,” but I removed the extra “that”). Whenever 

you write “that,” repeat the sentence in your head 

ZLWK�³WKDW´�UHPRYHG��,I�LW�VRXQGV�2.��³WKDW´�VKRXOG�
EH�GHOHWHG�ZLWK�H[WUHPH�SUHMXGLFH�

“
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�� Who is/which was

Expressions like this can often be deleted as well. For 

H[DPSOH��0\�ERRN��ZKLFK�LV�DERXW�FRS\ZULWLQJ��LV�
FRPSOHWH�����0\�ERRN�DERXW�FRS\ZULWLQJ�LV�FRPSOHWH«
RU«0\�FRS\ZULWLQJ�ERRN�LV�FRPSOHWH�

0\�FRXVLQ��ZKR�LV�IURP�6SDLQ��LV�YLVLWLQJ�����0\�
FRXVLQ��D�6SDQLDUG��LV�YLVLWLQJ«RU«0\�6SDQLVK�
cousin is visiting.

Don’t waste space with needless words. Every 

unnecessary word takes unnecessary time from your 

reader.
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One Word You Should Almost 
Always Avoid

Put statements in positive form. 

0DNH�GHÀQLWH�DVVHUWLRQV��$YRLG�WDPH��FRORUOHVV��KHVLWDWLQJ��
noncommittal language. Use the word “not” as a means of denial 

or in antithesis, never as a means of evasion.

There is nothing wrong with negativity. It can be a 

powerful motivator, a psychological mechanism that 

belongs in every writer’s toolbox. But if you’re going to be 

negative, avoid weak words like “not.”

Here are two potential blog post titles. Which one do you think 

would connect more with readers and attract more clicks?

���5HDVRQV�:K\�<RXU�%ORJ�,VQ¶W�*HWWLQJ�7UDI¿F
���5HDVRQV�:K\�<RXU�%ORJ¶V�7UDI¿F�6XFNV

6HH�ZKDW�,�PHDQ"�7KH�VHFRQG�WLWOH�LV�EHWWHU��$QRWKHU�DQJOH�
PLJKW�EH�³���7UDI¿F�0LVWDNHV�7KDW�$UH�.LOOLQJ�<RXU�%ORJ�´�

“Not” is a weak but easily replaced word. Check it out:

�� not boring :: fascinating

�� not modern :: outdated

�� 6KH�GLGQ¶W�DUULYH�RQ�WLPH�����6KH�ZDV�ODWH�

Ol’ Elwyn Brooks knows, however, that there are 

exceptions to every rule. One of those exceptions being 

when a negative word like “not” is propped up by a 

SRVLWLYH�FRQWUDVWLQJ�SKUDVH��+H�XVHV�WKH�FODVVLF�-).�TXRWH�
as an example: “Ask not what your country can do for 

you—ask what you can do for your country.”

³1RW´�RQ�LWV�RZQ�ZLOO�QRW�VWDQG��:DLW��'DPQ�LW«OHW�PH�
UHSKUDVH�WKDW��³1RW´�RQ�LWV�RZQ�LV�ZHDN��/LNH�:KLWH�VD\V��
³&RQVFLRXVO\��RU�XQFRQVFLRXVO\��WKH�UHDGHU�LV�GLVVDWLV¿HG�
with being told only what is not; the reader wishes to be 

told what is.”

Copywriting is selling. And when you’re selling, you don’t 

want to sound dubious; you want to sound certain.

“
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Good Artists Steal�5HÁHFW

Write in a way that comes naturally.

Write in a way that comes easily and naturally to you, using 

ZRUGV�DQG�SKUDVHV�WKDW�FRPH�UHDGLO\�WR�KDQG��%XW�GR�QRW�DVVXPH�
that because you have acted naturally your product is without 

ÁDZ�

The use of language begins with imitation. The infant imitates the 

VRXQGV�PDGH�E\�LWV�SDUHQWV��WKH�FKLOG�LPLWDWHV�ÀUVW�WKH�VSRNHQ�
language, then the stuff of books. The imitative life continues 

long after the writer is secure in the language, for it is almost 

impossible to avoid imitating what one admires. Never imitate 

consciously, but do not worry about being an imitator; take 

pains instead to admire what is good. Then when you write in 

a way that comes naturally, you will echo the halloos that bear 

repeating.

I saved this excerpt for last because there is much to be 

considered in those two paragraphs. If you take the time 

to sift through it more than once, you’ll see that the keys 

DUH�LQ�WKH�¿UVW�WZR�VHQWHQFHV�DQG�WKH�ODVW�WZR�VHQWHQFHV�

�� Point 1: Write naturally. Never sound stiff and 

UHKHDUVHG��VRXQG�FRQ¿GHQW�DQG�JHQXLQH��

�� 3RLQW����5HÀHFW�JUHDWQHVV��5HDG�VR�PXFK�JRRG�VWXII�
that when you unavoidably imitate, you imitate 

quality writers. Natural only equals good if what 

comes naturally sounds good. 

If you want to write good copy, immerse yourself in good 

copy. If you’re writing sales emails, subscribe to every list 

\RX�FDQ�WKDW�VHQGV�VDOHV�HPDLOV��/HDUQ�ZKDW¶V�JRRG�DQG�
what’s bad and then study the good stuff.

“
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If you’re writing a bio for a musician, read all the 

PXVLFLDQ�ELRV�\RX�FDQ�¿QG��0DNH�D�³JRRG´�SLOH�DQG�D�
³VXFN\´�SLOH��)LOH�DFFRUGLQJO\��5HDG�WKH�JRRG�RQHV�RYHU�
and over. Then write.

³*RRG�DUWLVWV�VWHDO´�LV�D�FRPPRQ�H[SUHVVLRQ��%XW�LV�LW�
UHDOO\�VWHDOLQJ�LI�WKH�ZRUN�LV�PHUHO\�D�UHÀHFWLRQ�RI�ZKDW�
the artist has thoroughly admired?

,I�LW�FRPHV�QDWXUDOO\��LW�DLQ¶W�VWHDOLQJ��6R�NHHS�UHDGLQJ��P\�
friend.



Roy Peter
Clark

5 Tips from Writing Tools

http://www.amazon.com/gp/product/0316014990/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=0316014990&linkCode=as2&tag=copygrad-20
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Always Get the Name of  
the Dog

%HIRUH�WKH�H[HFXWLRQ�RI�D�VHULDO�NLOOHU��UHSRUWHU�&KULVWRSKHU�
6FDQODQ�ÁHZ�WR�8WDK�WR�YLVLW�WKH�IDPLO\�RI�RQH�RI�WKH�PXUGHUHU·V�
SUHVXPHG�YLFWLPV��(OHYHQ�\HDUV�HDUOLHU��D�\RXQJ�ZRPDQ�OHIW�KHU�
KRXVH�DQG�QHYHU�UHWXUQHG��6FDQODQ�IRXQG�WKH�GHWDLO�WKDW�WROG�WKH�
story of the family’s enduring grief. He noticed a piece of tape 

over the light switch next to the front door:

%2817,)8/��8WDK�²�%HOYD�.HQW�DOZD\V�OHIW�WKH�IURQW�SRUFK�OLJKW�
on when her children went out at night. Whoever came home 

ODVW�WXUQHG�LW�RII��XQWLO�RQH�GD\�LQ������ZKHQ�0UV��.HQW�WROG�KHU�
family: ‘I’m going to leave the light on until Deb comes home and 

she can turn it off.’

7KH�.HQWV·�SRUFK�OLJKW�VWLOO�EXUQV�WRGD\��QLJKW�DQG�GD\��-XVW�LQVLGH�
the front door, a strip of tape covers the switch.

Deb never came home.

´+HUH·V�WKH�NH\��6FDQODQ�VDZ�WKH�WDSHG�RYHU�VZLWFK�DQG�DVNHG�
about it. His curiosity, not his imagination, captured the great detail.

Just as one little detail gave the reporter’s story the punch 

it needed, so it goes with your copy.

In Advertising Secrets of the Written Word, Joseph 

6XJDUPDQ�GHVFULEHV�KRZ�RQH�LQQRFHQW�TXHVWLRQ�KH�DVNHG�
while researching a new digital watch gave him the 

DQJOH�KH�QHHGHG�WR�PDNH�LW�VHOO�OLNH�FUD]\��7KLV�SDUWLFXODU�
watch took advantage of new technology that allowed the 

display to illuminate constantly thanks to a radioactive 

substance placed behind the display.

“Why didn’t somebody think of this radioactive material 

before?” he asked the company’s engineer.

“
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“We haven’t had the technology to seal the radioactive 

material in a transparent capsule without it leaking out 

until somebody developed a technique with a laser,” the 

engineer responded.

6LQFH�WKH�FDWDORJ�WKH�ZDWFK�ZRXOG�DSSHDU�LQ�ZDV�UHDG�
by an audience obsessed with “space age” features, 

6XJDUPDQ�QRZ�KDG�WKH�SHUIHFW�KHDGOLQH²/DVHU�%HDP�
Digital Watch.

It led to millions in sales. All because he got the name of 

WKH�GRJ��WKDW�VHHPLQJO\�LQVLJQL¿FDQW�GHWDLO�WKDW�PDNHV�DOO�
the difference.
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When to Write Like  
Michael Scott

Most writers have at least two modes. One says, ‘Pay no attention 

to the writer behind the curtain. Look only at the world.’ The 

other says, without inhibition, ‘Watch me dance. Aren’t I a clever 

IHOORZ"·�,Q�UKHWRULF��WKHVH�WZR�PRGHOV�KDYH�QDPHV��7KH�ÀUVW�LV�
called understatement. The second is called overstatement or 

hyperbole. 

“Here’s a rule of thumb that works for me: The more serious or 

dramatic the subject, the more the writer backs off, creating 

the effect that the story tells itself. The more playful or 

LQFRQVHTXHQWLDO�WKH�WRSLF��WKH�PRUH�WKH�ZULWHU�FDQ�VKRZ�RII��%DFN�
off or show off.

(YHU\�FRS\ZULWHU�¿JKWV�WKH�VHULRXV�YV��SOD\IXO�EDWWOH�DW�
VRPH�SRLQW��:KHQ�LV�LW�2.�WR�EH�IXQQ\�DQG�VKRZ�VRPH�
personality and when should you hold back that inner 

0LFKDHO�6FRWW�ZKR�LV�GHVSHUDWHO\�VHDUFKLQJ�IRU�D�ZD\�WR�
integrate a “that’s what she said” into the copy?

)LUVW�WKLQJV�¿UVW²OHW¶V�ORRN�DW�VRPH�UHDO�OLIH�H[DPSOHV��
+HUH¶V�D�FKXQN�RI�FRS\�IURP�D�*URXSRQ�IRU�D�³VH[\�
boudoir” photo shoot that, uh, somehow found its way 

into my inbox:

6HQGLQJ�D�VHQVXDO�PHVVDJH�WR�VRPHRQH�LV�HDVLHU�WRGD\�WKDQ�LW�ZDV�LQ�WKH�SDVW��ZKHQ�
VXFK�PHVVDJHV�KDG�WR�EH�UHDG�DORXG�WR�WKH�UHFLSLHQWV�E\�WKHLU�IDWKHUV�RU�ZKDW�XVHG�WR�
SDVV�IRU�D�GRFWRU��<RX�ZRQ·W�KDYH�WR�VSHOO�RXW�\RXU�LQWHQWLRQV�ZLWK�WKLV�*URXSRQ�

It’s funny, possibly a little too clever, but no one would 

DUJXH�LW�GRHVQ¶W�¿W�LQ�ZLWK�WKH�FRQWH[W��&RQWUDVW�WKDW�
H[DPSOH�ZLWK�WKLV�FKXQN�RI�FRS\�IURP�0LQW�FRP¶V�KRPH�
page:

,W·V�HDV\�WR�XQGHUVWDQG�ZKDW·V�JRLQJ�RQ�ZLWK�\RXU�PRQH\��*HW�D�KDQGOH�RQ�\RXU�
ÀQDQFHV�WKH�IUHH�DQG�IDVW�ZD\��0LQW�GRHV�DOO�WKH�ZRUN�RI�RUJDQL]LQJ�DQG�FDWHJRUL]LQJ�
\RXU�VSHQGLQJ�IRU�\RX��6HH�ZKHUH�HYHU\�GLPH�JRHV�DQG�PDNH�PRQH\�GHFLVLRQV�\RX�
feel good about.

“
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$JDLQ��DQ�H[DPSOH�RI�FRS\�WKDW�SHUIHFWO\�¿WV�WKH�FRQWH[W��
Obviously, when you run a site that is going to ask users 

WR�JLYH�XS�WKHLU�EDQN�DFFRXQW�QXPEHUV�OLNH�0LQW��\RX�
don’t want to go for laughs with your copy.

But Will, you’re thinking, obviously I know which way 
WR�OHDQ�LQ�FOHDU�FXW�VLWXDWLRQV�OLNH�WKRVH��:KDW�DERXW�
something with a little more gray area…like a local coffee 
shop that offers ethically sourced coffee, for example?

)LUVW�RI�DOO��,�KHDU�\RX��6HFRQG��WKDQN�\RX�IRU�WKH�
FXULRXVO\�VSHFL¿F�H[DPSOH�

Here’s what I do when the answer between serious and 

playful or more personality-driven copy isn’t so simple—

ask what ideal mood your customer needs to be in to buy. 

0DNH�D�VLPSOH�OLVW�RI�WKH�WRS�WKUHH�RU�¿YH�IDFWRUV��SLFN�D�
IHZ��DQG�WKHQ�ZULWH�FRS\�WKDW�UHÀHFWV�WKHP�

Using the local coffee shop example, if you’re writing 

copy for their website you might list out these buying 

motivations:

�� Taste

�� Desire to belong

�� 6RXUFH

Those factors translate to buyers who are motivated by 

the way the coffee tastes, the desire to be the kind of 

person who buys coffee at this particular shop, and the 

SURFHVV�WKDW�LV�XVHG�WR�JHW�WKH�FRIIHH�EHDQV��)DLU�7UDGH�
and then locally roasted, for example).

2.��VR�QRZ�ZH¶YH�JRW�D�SUHWW\�JRRG�SLFWXUH�RI�WKH�
customer—young, hipster-ish, they value their 

community. These aren’t the people rushing into 

6WDUEXFNV�DW���$�0��RQ�WKHLU�GDLO\�FRPPXWH�IURP�WKH�
VXEXUEV�WR�FRUSRUDWH�MREV�GRZQWRZQ�

6R��LI�WKDW¶V�ZKRP�WKH�FRS\�LV�ZULWWHQ�WRZDUG��KRZ�VKRXOG�
it sound? Conversational with some personality or 

serious with authority? The answer is obvious. You might 

even want to write it from the owner’s perspective or 

include an inviting “From the Owner” note on the home 

page detailing all the steps the shop takes to bring the 

customer ethically sourced, tasty coffee.

Try this exercise every time you sit down to write copy. 

It’s much easier to know how your copy should sound 

when you understand the person who will be reading it.
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How to Create a  
Never-Ending Source of 
Ideas and Inspiration

Here’s how it works for me: I will be struck by a theme or issue in 

politics or culture. Right now, for example, I am fascinated by the 

plight of boys. As the father of three daughters, I’ve watched many 

\RXQJ�ZRPHQ�VXFFHHG�LQ�HGXFDWLRQ�DQG�ÁRXULVK�LQ�FDUHHUV��ZKLOH�
young men lag behind. I lack the time and knowledge to write about 

this topic now, but maybe I will someday. My chances will improve if 

I begin to save string.

7R�VDYH�VWULQJ��,�QHHG�D�VLPSOH�ÀOH�ER[��,�SUHIHU�WKH�SODVWLF�RQHV�WKDW�
look like milk crates…

…Weeks and weeks pass, sometimes months and months, and 

one day I’ll look over at my box and hear it whisper, ‘It’s time.’ I’m 

amazed at its fullness, and even more astonished at how much I’ve 

learned just by saving string.

,I�\RX¶UH�DEOH�WR�RYHUORRN�5R\�3HWHU�&ODUN¶V�FODLP�WKDW�KLV�
milk crates whisper to him, you’re left with a habit that 

every copywriter needs to have—saving string. Just as 

53&�KDV�GHYHORSHG�WKH�KDELW�RI�¿OLQJ�DZD\�LQIR�WKDW�KH�
hopes will be useful one day, so all great copywriters do 

ZLWK�H[DPSOHV�RI�FRS\�WKH\�KRSH�WR�VWHDO�RQH�GD\��0RVW�
ZLOO�UHIHU�WR�WKLV�DV�WKHLU�³VZLSH�¿OH�´

:KDW�JRHV�LQ�D�VZLSH�¿OH"�$Q\WKLQJ�WKDW�PDNHV�\RXU�H\HV�
ZLGHQ�D�OLWWOH�ELW²D�JUHDW�VXEMHFW�OLQH��D�NLOOHU�FDOO�WR�
action, a sales page that actually convinced you to buy 

something. Anytime you see something that causes you 

WR�ORRN�WZLFH��VWLFN�LW�LQ�WKH�VZLSH�¿OH��7KDW�ZD\��ZKHQ�
\RX�QHHG�D�QHZ�LGHD�\RX�FDQ�EXVW�LW�RXW�DQG�¿QG�LQVWDQW�
inspiration.

“
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Personally, I have a folder in my email app where I save 

a copy of every email I like. For web pages, I either use 

Evernote�RU�VQDS�D�TXLFN�VFUHHQ�VKRW�DQG�¿OH�LW�DZD\�LQ�D�
folder on my desktop.

Develop this habit now and you’ll thank yourself again 

and again in the future.

http://evernote.com/
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Mediocrity Is Your  
Friend

If you aspire to improve as a writer, begin with your self-interest: if 

your story is well edited, accompanied by a powerful photograph, 

on a page that is well designed, it will look more important and 

more people will read it. You would be foolish to ignore or belittle 

that power.

In fact, you will never reach your potential as a writer unless you 

take an interest in all of the associated literary crafts. Cultivate this 

habit: ask questions about the crafts of copyediting, photography, 

illustration, graphics, design, and Web site production. You need 

QRW�EHFRPH�DQ�H[SHUW�LQ�WKHVH�ÀHOGV��EXW�LW·V�\RXU�GXW\�WR�EH�FXULRXV�
and engaged. One day, you will talk about these crafts without an 

accent.

I struggled with including this one. I kept telling myself, 

It’s not really about copywriting!�%XW�WKHQ�,�UHDOL]HG«
that’s precisely the damn point!

,I�\RX�ZDQW�WR�EHFRPH�D�JUHDW�FRS\ZULWHU��GRQ¶W�MXVW�OHDUQ�
DERXW�FRS\ZULWLQJ��/HDUQ�DERXW�GHVLJQ��/HDUQ�DERXW�
W\SRJUDSK\��/HDUQ�DERXW�SV\FKRORJ\��/HDUQ�DERXW�FRGLQJ��
You should at least be mediocre in a couple of outside 

¿HOGV�

(VSHFLDOO\�ZKHQ�ZULWLQJ�FRS\�IRU�RQOLQH�XVH��ZKLFK�\RX�
ZLOO�PRVW�OLNHO\�EH�GRLQJ�WKH�PDMRULW\�RI�WKH�WLPH���LW�
pays to have an understanding of the context in which 

your copy will reside. Designers will appreciate that you 

considered their site designs when writing. Coders will 

appreciate your ability to speak their language better than 

the layperson.

“
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6LQFH�,�KDYH�VRPH�NQRZOHGJH�RI�GHVLJQ��,�NQHZ�WKDW�D�
signup button that stood out a little bit more might lead 

to a higher conversion rate for people who sign up for 

WKH�OLVW��,�XVHG�9LVXDO�:HEVLWH�2SWLPL]HU�WR�FUHDWH�DQ�$�%�
test that tested the following signup button against the 

original the designer created: 

5HFHQWO\��,�ZURWH�FRS\�IRU�DQ�DXWKRU¶V�HPDLO�RSW�LQ�ER[�
that offered visitors a free eBook when they signed up for 

the email list. When the designer created the opt-in box, 

the signup button looked like this:

The result? Conversions improved by over nine percent. 

The blue button, with the same copy, converted 198 out of 

2,399 visitors, while the original only converted 180 out 

of 2,392. 

The best part? Now that we know the blue converts 

better, we can begin testing other little changes to 

improve the conversion rate even more. For example, 

FKDQJLQJ�³6XEVFULEH�)UHH´�WR�³*HW�0\�)UHH�H%RRN´�PLJKW�
raise the rate even more. Or maybe putting an arrow 

pointing to the button, like in the original.

The possibilities are endless. By learning a bit about other 

GLVFLSOLQHV��OLNH�GHVLJQ���\RX¶OO�RSHQ�\RXU�H\HV�WR�VR�PXFK�
more of these possibilities than a copywriter who focuses 

only on copy and never context.
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How to Survive as a 
Professional Writer

Now that we have dismantled the disabling myth of authorship 

as a lonely craft, you can free yourself of the need to rent a loft 

overlooking the ocean, your only companions a portable typewriter, 

a bottle of gin, and a kitty named Hemingway.

In the real world, writing is more like line dancing, a social function 

with many partners. As we’ve seen, some of those partners—a 

writing teacher, a workshop group, a Web producer, a copyeditor—

may be assigned to us. Other helpers can and should be of our 

choosing.

You must create a system of support both wide and deep. If you 

limit yourself to one classroom teacher or one editor, you will 

not get the help you need. You must create a network of friends, 

colleagues, editors, and coaches who can offer feedback—and 

maybe an occasional feedbag.

In your quest to become the best copywriter you can 

possibly be, this might be the most valuable nugget of 

WUXWK�\RX�¿QG��1RWKLQJ�ZLOO�VSHHG�XS�\RXU�FRS\�HGXFDWLRQ�
like putting yourself around other people who are 

committed to learning a new skill for many reasons:

�� You can encourage each other

�� You can create accountability

�� You can swap advice and feedback

�� You can point each other to new sources of 

knowledge

�� You won’t have to drink away your sorrows and 

frustrations alone anymore

That’s one of the main ideas behind Copygrad—creating a 

place where bright people can learn about copy together. 

“
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The goal is to get you guys talking, provide you with 

high-value content, and bring in outside experts who are 

way smarter than me so we can both learn exciting new 

things.

Hopefully, you’ve learned at least a couple of valuable 

lessons from this ebook. I know I did while putting it 

together. Here’s what I propose—you and I keep learning 

together. We work hard so we can work on our own 

terms. Then, somewhere in the not-so-distant future, 

we see each other on a beach or some other exotic locale 

we’ve always wanted to explore, and we share a drink and 

tell stories.

I’m looking forward to that day. Until then, let’s keep 

ZRUNLQJ��<RX�FDQ�¿QG�PH�UHJXODUO\�XSGDWLQJ� 
Copygrad.com with new content, or feel free to shoot me 

an email anytime at Will@Copygrad.com.

Don’t be a stranger.


