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How expertise-based small businesses can 
attract and convert a steady flow of new clients 

using the words on their website
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Ready to become a word wizard? Master of your own online content? 
Creator of high-converting copy?
Excellent, because I’m about to smack you in the eyeballs with all the copywriting 
goodness that’s bubbling inside my brain (10+ years worth of digital copywriting 
experience, a couple-dozen books, and around £5k in copywriting and digital marketing 
qualifications and courses, and a degree in Business Management).

Over the last 3 years I’ve delivered multiple sales page masterclasses online and in person - 
for organisations including Enterprise Nation, Membership Academy and the Female 
Entrepreneur Association.

I’ve met, spoken and exchanged emails with 100s, probably 1000s of business owners - 
business owners who KNOW that being able to write their own highly-engaging copy 
would be a huge boost for their business - but they don’t know how to get started.

They’ve got podcasts that don’t get listened to.

Or vlogs that go unwatched.

Or blogs completely unread.

Some have attracted an audience, but haven’t been able to squeeze any money out of 
them - apparently trapped in the Freebie-Friend Zone for all eternity.

Some have started building an email list because they knew that was something important 
to-do. But then they didn’t send any emails out because they didn’t know what to say.

Some have spent hours and hours toiling to create a website that is yet to generate one 
measly lead.

I get asked for ‘copywriting tips’ All. The. Time.

This eBook is what I want them to know.

It’s what I want you to know.

If we sat down together, and you let me talk at you for an hour, the content of this eBook 
is what I’d pass on to you.

It’s like having a chat over coffee - only better because part way through I won’t get such 
a dry throat from talking that I cough all over you, and I won’t be constantly distracted 
by all the delicious cake I see everyone else around us in the coffee shop eating.
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Why would you want me to talk at you for an hour?

Because I know how to write online copy that converts strangers into paying clients.

I’ve got 15 years experience writing offline and online 
marketing material. Ten of those years have been spent 
working for myself writing digital copy.

The day before I wrote this I heard from my latest client 
that the sales page I wrote to launch their membership 
made more than £10k in sales....And that’s recurring 
revenue every month. They made £10k this month. 
They’ll make £10k next month...you get the idea.

And that was the 2nd product they’d asked me to 
write a sales page for. The first one surpassed £10k at 
launch too. And that wasn’t a fluke. That’s been about average for my 
sales pages for at least a couple of years (I know I should pay more attention to the stats, 
but honestly it’s not the numbers that light me up).

But I’m not gloating that my sales pages do that all by themselves.

I am not going to show you how to write a £10k sales page because they don’t exist - not 
in isolation.

Sales pages ONLY work like that when they are part of a carefully crafted journey that 
turns total strangers into raving superfans.

I am going to show you HOW copy can convert strangers into superfans who love 
you so much they pay you money.

In this eBook I’m going to talk you through how your website should be working ideally, 
the five most common mistakes I see expertise-based businesses make when writing 
their own copy, and what you can do right now to instantly improve your own online 
content.

This is the exact same framework I use when working with my 1-1 copywriting clients - 
and you’re getting this all for the price of a cup of coffee.

Does that sound good to you?

Then sit back, enjoy your coffee (I assume you bought one for yourself too) and stay 
focussed - because I’m about to completely change the way you approach writing copy.



PAGE: 4The Strangers to Superfans Conversion Copywriting Framework

How Your Website Could Be A Profitable Lead Machine 
If Only You Understood How Copy Works

First, let’s be clear you know what I’m talking about when I say ‘copy’.

Copy is any text that is intended to elicit a specific action.

You write a Facebook post and you want people to click the ‘read more’ button and keep 
reading the expanded window - that’s copy.

You write an email to your list including a link to your blog post that you want them to visit 
- that’s copy.

You write a Home page laying out 5 different ways the visitor can dive into your website 
content - that’s copy.

Everything - ev-ery-thing you write online (in relation to your business) SHOULD be copy.

It SHOULD be. But it rarely is.

Let’s look at that definition again (one I made up by smooshing together multiple 
definitions until I had something short, memorable and above all else USEFUL for the 
purposes of this eBook and your copywriting education).

Copy: Any text that is intended to elicit a specific action.

I’ve subtly highlighted the most important words there.

Like every great bank heist movie, great copy always starts with a plan.

What do you want the reader to Know, Feel and Do after they’ve finished reading your 
lump of text?

You don’t know?

Of course you don’t because I haven’t YET explained HOW copy works on your website.

But I promised you I would, and you’ve bought me this delicious cup of coffee, so I’m 
sticking to my word.
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This is how it should work:

Meet Sally.

Sally has just stumbled across you in some way.

Maybe you were interviewed on a podcast she loves to listen to.

Maybe a friend shared your witty Facebook post and it popped 
up in her feed.

Maybe she was pounding Google in search of How-To help with 
something she’s struggling with, and it was your blog post in the 
search results that won her click.

Now Sally knows you exist.

Last week, yesterday, even 20 minutes ago she had no idea who you were, but now Sally 
knows you exist.

Awareness 

She’s making a decision right now, and she’s searching for clues, for information to help 
her make that decision - and she probably doesn’t even know that is happening.

The decision?

Is this business/brand worthy of my time/energy?

We’re nowhere near buying at this stage.

She’s poking around your About page, your blog, maybe your Facebook page or Instagram 
account. 

Consideration

Her research will lead her to self-sort into one of three buckets (not literal buckets, nobody 
actually gets inside a bucket, but a bucket was a lot easier to draw than an abstract 
category so for the purposes of this explanation, Sally is climbing into one of three buckets):

Nope Maybe Yes

How to lose 
weight without 
exercise
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1 - Bucket Nope

She’s decided you’re not for her, and she won’t waste another second 
on you. Maybe you can’t help her with the problem she has, maybe 
your prices are out of her budget, maybe she didn’t like how you came 
across on your About page. Who knows? Only Sally. And you’ll never 
know. But it was a hard nope and she’s not coming back (and in a 
moment I’ll explain why much of the time a hard nope is a-ok, and the 
one time it absolutely is not good news).

2 - Bucket Maybe

She likes you. She’s hopeful. She wants you to be the one. But she 
doesn’t yet have enough information to choose to go the next step 
with you.

How do I know Sally likes you? She MUST like you if she’s still 
investing time and energy into finding out more about you.

If she didn’t like you, she’d be hanging out in the Nope Bucket 
right now.

3 - Bucket Yes

She’s ready to take the next step - to convert. Don’t get too excited. 
A conversion doesn’t mean immediately giving you cash. It could be 
handing over an email address/booking an appointment/filling out a 
form/buying a thing.

Nope

Maybe

Yes

Conversion: When the prospect does the thing you wanted them to do next

Sally is ready for the next step. So long as you don’t mess up the call-to-action (CTA) you’ll 
have a successful conversion...yes of course I’m going to explain HOW businesses mess up 
the CTA...I’m going to explain the many many (rather frustrating) ways businesses mess 
up this simple conversion process.

Conversion
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So those are the buckets. And those buckets are the components that stack up to create 
the Strangers to Superfans framework (more on that later).

Your online copy helps prospects sort themselves into one of these buckets.

SUCCESSFUL online copy (you see the subtle difference there) achieves 3 things:

Nope

Maybe

Yes

A: Only the righ
t 

people in h
ere

B: Minimal people 

stuck in here

C: Easy for
 these 

people to t
ake the 

next step

GOAL A - Only the right people end up in Bucket Nope.

You are not for everyone. You do not want to waste your time and 
energy on enquiries from people who can’t afford you, need 
something other than what you are offering, or won’t be an absolute 
joy for you to work with.

Goal B - People briefly visit Bucket Maybe - they don’t get 
stuck there.

These people need more information, more clues before they make a 
decision. ‘Maybe’ is the default bucket whenever someone arrives on a 
new piece of copy, then they read the copy, and make a decision. You 
do not want them to get stuck in Bucket Maybe endlessly searching for 
more clues to help them decide. You want the decision between 
Bucket Nope and Bucket Yes to be really easy, so that Maybe is only a 
quick detour on the way to taking action.

Goal C - The people in Bucket Yes convert quickly and effortlessly.

Once they’ve decided they want to take the next step with you, it’s 
stupendously obvious to them what that next step is, how to take it….
and then….wait for it, because this is a golden insight….when they 
take it, everything works as it should do.

In the many, many times I’ve been SOS’d to help with a sales, lead 
generation, or email opt-in page that isn’t converting as the business 
would like, around 80% of the time it’s because they’ve screwed this 
bit up. Easy money, and stacks of glory for me after I fix it. Pretty 
frustrating for the business owner who’s usually spaffed a ton of 
money on Facebook ads to get traffic to that page….and get piddle 
poor results from it (until I fix it….then did I mention the glory, oh the 
glory that comes from fixing a poorly converting page {wistful sigh}).
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Ok - are you with me so far… because I’m going to add another layer of buckets. I’m now 
regretting the buckets analogy and wishing I’d gone with a beautiful tower of champagne 
glasses awash with a cascading waterfall of bubbly alcoholic goodness. But I didn’t. I went 
with buckets. And a champagne glass tower would probably be a nightmare to draw. So 
back to the buckets.

Each row of buckets represents another stage your prospect needs to say ‘yes’ to.

In this example the prospect gets on an email list on their first visit to the website, then 
after reading some of the automated emails, books a call, then eventually buys a coaching 
package.

Nope Maybe Yes

VISIT WEBSITE
Qu: Can this person give me something I want?

Leaves website Continues research 
on website

Downloads brochure 
(in exchange for email address)

Qu: Am I interested in working with this person?

Nope Maybe Yes

Unsubscribes / 
disengages

Further research e.g. read 
emails, social media

Books call

Qu: Should I buy?

Nope Maybe Yes

Unsubscribes / 
disengages

Consumes free content or 
lower priced offer

Buys coaching package
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Is it weird if I show you my layer of buckets? In an ideal world, I’d like you to buy this 
eBook (which you did, thanks for that, the coffee is delicious by the way). Then buy the 
Worditude Copywriting Toolkit (there’s a cracking coupon at the end of this book for 
that... no don’t go and look at it now, it’s not going away, there’s no countdown clock, 
stay with me here).  

Nope Maybe Yes

SEES FACEBOOK AD FOR EBOOK
Qu: Am I interested in the eBook?

Keeps scrolling Looks at likes, comments, 
rest of Facebook page

Clicks to sales page

Qu: Do I want to buy the eBook?

Nope Maybe Yes

Leaves website Explores rest of website 
and seeks reviews

Buys eBook

Qu: Do I want to buy the discounted Toolkit?

Nope Maybe Yes

Leaves website Reads follow-up emails, explores 
website, asks friends

Buys Toolkit

You know other marketing gurus call this a sales funnel right... but we’re looking at this 
from the point of view of the prospect. If we start with that perspective, it’s much easier 
to write copy that gives them that ‘oh my goodness, it’s like you looked inside my head’ 
feeling.
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So that’s a snapshot of my Strangers to Superfans Framework.

Before I go into the five ways businesses most commonly screw up this relatively simple 
conversion process, it’s time for you to do a bit of thinking/talking/reflecting/note-taking.

I’ve been jawing away here for quite a while. I’ve finished my coffee. I’m popping to the 
loo, then to the till to order another. You want one?

While I’m gone, I want you to think about what I’ve shared with you so far.

How does this look for your business? What would your Strangers to Superfans 
Framework look like?

Arrow-right  How might a complete stranger come across you and discover that your business exists?

Arrow-right What are they likely to do next?

Arrow-right What do you want them to do next?

Arrow-right Join a mailing list? Buy a low cost thing? Request a brochure?

Do NOT skip this step.

If you don’t know what you want your website visitors to do, nor will they, which will make 
it rather tricky to become paying customers.

When I work with a copywriting client this is the first thing we do so that I can really 
understand both the prospect’s perspective AND the function of the copy I’ve been hired 
to write.

Remember:

Copy: Text that is intended to elicit a specific action.

If you want to write copy that converts, you need to know what the action is that the copy 
should be encouraging.

Picture your website converting just as I’ve described. What would that be worth to you? 
Now what time, energy investment are you prepared to put in to get to that point?

Finished with your notes? 

Now keep reading, because you won’t reach this digital money-making utopia if you’re 
getting any of the following 5 things wrong.
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5 Most Common Conversion Mistakes I Fix For 
Expertise-Based Businesses

These might also be true for other businesses, but the bulk of my experience is in working 
for business owners who sell their expertise in some capacity - either as online services 
(like coaching, web design, even copywriting) or through online courses, group 
programmes, memberships. Usually they have a variety of offers, but at the core of them 
all is their own personal expertise.

They contact me when converting clients feels too hard. They may be finding them 
one-at-a-time in Facebook groups, or having a lot of time-consuming discovery calls with 
people who aren’t a good fit. Sometimes they’ve got a ton of traffic to their website but no 
leads. Whatever the symptoms are, they know they have something good to sell, and they 
know it shouldn’t be so hard to sell it. So they call me in for help. And I usually find one of 
these five. I thought I’d share them so you’ll know what to avoid.

Mistake #1 The Lonesome Website

Sometimes the copy on the website is fantastic, but it doesn’t 
get the chance to convert because nobody sees it.

The business owner thought if they built it, people would come - they 
didn’t realise it would be necessary to erect sign posts directing the 
visitors on how to get there.

I scroll through their social media content in the hope of finding a URL that plausibly 
might be theirs. But nope. They’ve shared a stack of useful content from other people’s 
websites, but their own digital-home is nowhere to be found.

They’re not producing regular blog content, or if they are, they’re not promoting it in 
any way.

Their website could have the potential to be a high-converting money-making machine, 
but we’ll never know because they make it sooooo hard to find.

They end up handling every selling opportunity one-person-at-a-time via social media 
and email. They’re working far too hard for every sale AND they can’t help the people that 
most need them, because those people don’t know the business even exists.

Qu: Ask yourself - how easy do you make it for people to get to your website. Are you 
driving traffic back to your website, so your web copy can work its magic?

What could you do right now to make it easier for people to find your online home?

My website
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Mistake #2 The Bait And Switch

We’ve all been there. The click bait headline reels us in, we fall for it, follow the link and 
the article is about 0.001% focussed on the thing mentioned in the headline.

THAT is the bait and switch. And it’s a trust-buster.

And I know you’d never do that...on purpose.

But quite possibly you are unconsciously doing the old bait and switcheroo.

A few months ago I was SOS’d to help with a launch for a successful business coach (who 
was already making seven-figures - this is relevant because that meant I knew she had 
a big enough audience so the stats meant something AND she was likely offering 
something they’d want...so the poor conversion was a mystery).

The launch was bombing, after considerable expense on Facebook Ads (ouch).

She’d had great success getting her existing audience into her week-long free challenge. 
And that had seemed to go really well.

Now it was time to sell them something, and all the numbers were nosediving faster than 
a kestrel locked onto prey. People weren’t opening the launch emails. They weren’t 
clicking on the link to the sales page. And they weren’t buying.

First of all I checked all the buttons on the sales page were working - but dammit, it wasn’t 
that simple, they were all functioning properly, it’s just nobody wanted to click them.

It was time for me to put on my detective’s deerstalker hat, grab 
a magnifying glass and get elbows deep in her sales funnel.

And here’s what I found.

All through the challenge she’d been popping up on live video 
and posting content, and sending emails that she’d written 
herself. The audience were in love with her and her magnetic personality.

However, the automated emails and sales page were clearly written by someone else and 
sounded like someone had watched back-to-back Mad Men episodes before regurgitating 
an agonising pile of cliched sales-spiel.

She had unintentionally performed a Bait And Switch - and it was killing the relationships 
she had worked so hard to develop. This wasn’t just hurting this launch. It was hurting her 
whole business, long-term.
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I’m not telling you this as a warning against ever hiring a copywriter - good copywriters 
will be able to write copy that sounds like you. Excellent copywriters will be able to write 
copy that sounds like you on a really really good day, that elevates YOU to write like 
that too.

And the Bait and Switch doesn’t only happen when you hire someone else to write 
your copy.

I’m telling you this just in case you’re unknowingly committing this conversion-crushing 
crime against your own business.

Plenty of business owners do it. On social media they’re relaxed, get into flow, write 
engaging personality-packed copy.

But when they try to write their website copy, especially sales pages - it sounds like 
they’re re-sitting their GCSE English exam - it’s all long words and unnecessary hyperbole 
in an effort to sound professional.

Your website content needs to be compatible and consistent with the marketing content 
you are putting out there. They need to sound like they come from the same person. And 
they also need to reflect the way you sound on podcasts, interviews, videos.

Inconsistency erodes trust. And lack of trust prevents conversion.

Copy that converts must sound like you (on a really, really good day) and must be 
consistent across all your online content.

Qu: Ask yourself if your website is consistent with your social media - or maybe they’re 
both as bad as each other.
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Mistake #3 Confusion - The Conversion Enemy That Traps The Prospects In 
Bucket MAYBE

Does confusion feel good to you?

When you need to make a decision but the right option isn’t obvious.

When there are eleventy-billion options in front of you.

Or someone reels off a list of five steps you need to take, and before you can take the first 
one, you’ve already forgotten the second.

Or when the product title in an online store doesn’t seem to match the description 
or image.

Or when a product advertisement makes one promise, but the online reviews 
contradict it.

Or when you fall in love with a hotel on Trivago but the reviews on Tripadvisor are less 
than complimentary.

Does that feel good to you?

Doesn’t put you in the buying mood does it?

Probably makes you want to give up, jump into Bucket Nope, and get on with your day.

When we give our website visitors too much information, or contradictory/conflicting 
information, or we ask them to make decisions from too many options they get stuck in 
Bucket Maybe, until they save themselves from drowning by leaping into Bucket Nope.

We *think* we’re being helpful by giving eight different package options - so they can 
choose which one suits them. But really the website visitor wants to know roughly what 
you offer, then tell you what they need, then have you do the work of matching their 
needs to something you sell (since you’re the one getting paid, they expect you to do 
the work).

We *think* we’re being flexible when we tell the visitor they can email us, call us, or book 
a call...when what they really want is a simple form on the page, with no more than five 
questions so they can fill it out, leave, and feel confident they have made progress.

We create confusion in our copy when we are confused about what we want the prospect 
to do.

When we are confused and maybe a little fearful.



PAGE: 15The Strangers to Superfans Conversion Copywriting Framework

We want to make the most of every possible opportunity. We NEED them to stick around 
and pay us money. And our needy, scarcity driven mindset makes us write confusing copy, 
which actually drives them away.

Every time you present a link, or button for your website visitor to click you are asking 
them to make a decision.

Minimise confusion and maximise conversion by asking yourself every single time:

a) Do I need them to be making this decision right now?

 Example - you offer three coaching packages, you have a sales page for each one, but 
the next step for each one is to book in a discovery call with you. Do you need a Services 
page that asks the prospect to decide which package they’re most interested in, then 
click on the button to read the page, and then book a call? Or could your services page 
briefly mention the services you offer, encourage the prospect to book a call and then 
you ask them to choose between packages during (or even after) the call. 

b) Do they have enough information to make this decision easily? 

 •  If the text and images are saying different things it’s hard to make a decision. 
 •  If you’re asking for a lot of money, but don’t have a single testimonial or guarantee to  
     back you up, it’s hard for them to make a purchase decision.
 •  If all you’ve offered on your home page is some images and page titles, with no 
     explanation of what they can expect to find when they get there, it’s hard to decide 
     which option to click on.

 The greater the commitment you’re asking the prospect to make (in terms of time, 
energy, money, reputation) the more information they will need before they can make 
their decision. And that information needs to all line-up, to agree with each other. And 
be just enough, but not overwhelming. Simple isn’t it ;)?

c) Do I need to be offering so many ways to take action after they’ve made their decision?

 Or is there one that offers the least friction, most ease for me/them/both of us? It’s a 
 rare brave soul who’s going to call your mobile number for a chat because they’re
 interested in working with you - it’s much more comfortable to fill out a form. So why 

bother giving all the different options?
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Copy That Converts is clear, not confusing.

Ok - here’s your homework.

Go look at your website and identify all the times you’re asking the reader to make a 
decision. And check it against those 3 questions.

Then use those questions every time you write any online content - even social media 
posts and emails.
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Mistake #4 Friction - The Conversion Enemy That Traps The Prospects In Bucket YES

Of all the mistakes, this is the most tragic.

So many businesses make it too hard for the Bucket YES people to take action.

When was the last time an online checkout process left you feeling frustrated?

Or you made an enquiry with a business, and had to keep chasing them because they 
didn’t call you back?

Or abandoned the purchase of some small thing because they didn’t use Paypal and you 
couldn’t be arsed to drag yourself off the sofa and fetch your credit card?

Or even worse. You did drag yourself off the sofa, fetch your credit card, and before you 
could finish tapping in the numbers, and your address, and answer seemingly endless info 
requests, the freaking screen timed out, or lost connection and you had to start all 
over again.

Have you ever muttered to yourself ‘I shouldn’t be having to work this hard to get you to 
take my money’?

Yes? 

Maybe your prospects are making the same grumble when trying to buy from you?

And it’s not just buying.

What if your next step is to get them on a call.

Does your contact form have eight fields that take far too long to fill, and ask personal 
questions people are reluctant to answer?

Or do you ask people to book a call? Do they know you well enough for that? Would they 
find it easier to fill in a form, exchange email pleasantries and then be offered a call-
booking link?

Or do you ask people to just call you on your mobile? What if right now is a good time for 
them to be surfing online, but not a good time to talk on the phone (FYI for me NEVER 
is a good time to talk on the phone). What if they’re worried about interrupting your 
working day, or calling while you’re with a client? Or they’re worried it’s after hours - is it 
up to them to jot down the number and remember to call you tomorrow?
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Or maybe you just straight ask for a deposit. Or heck, just go for the full amount. Without 
them ever hearing your voice or seeing your face. Totally OK if you’re asking £3.30 for an 
e-book. Less acceptable if they’re dropping £1k on your latest programme.

These leaps of faith are a bit of a tough ask - but at least the prospect is being herded in 
the right direction.

But I’ve also seen plenty of businesses who actively encourage the prospect to take a step 
backwards AWAY from the sale!

Lead generation pages that ask for an email address in exchange for a brochure (tick 
excellent work) but then underneath display a distracting gallery of amazing free 
resources (WTF they already loved the free stuff, that’s why they’re interested in working 
with you. And if there’s some free stuff you REALLY want to make sure they see, show them 
on the THANK YOU PAGE AFTER they’ve taken a step forward and handed over an email 
address (which now puts you in charge of the sales conversation).

Or, for the love of all things digital-marketing - sales pages with the same email optin 
pop-up that’s used throughout the site, still active...do not distract the prospect from 
this opportunity to give you money by shoving a screen covering form between their 
eyeballs and your sales copy!!!!

You should be asking them to take the next tiny step towards the sale...but what I see 
is people going around in circles offering free stuff, or even going backwards to free 
stuff from a sales page, or asking for an enormous leap of faith - like calling a mobile 
number or paying on the page for a high-ticket item.

Copy converts by asking the reader to take the next, small, most logical, frictionless 
forward step.

So, your homework:  Look at your website, emails, social posts and identify 
whenever you are asking the prospect to take an action.

Are you always giving them the lowest friction option? 

Are you making it super-easy (and basically irresistible) 
for the Bucket Yes folk to take action?
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Mistake #5 Reluctance - Writing copy for stuff you don’t really want to sell

If you had to write a persuasive Facebook post to get your loved ones to 
drink more water, could you? Probably. Doesn’t sound too hard. You could 
write a persuasive post because it’s something you know is good for them, 
you want them to do it, it would be easy to motivate yourself to put in the 
work and make this post as powerful as possible.

    Now if I asked you to write a Facebook post persuading your loved ones 
    to smoke a cigarette, could you? It’s hard to be persuasive when you 
    don’t want your persuasion to succeed.

If you find yourself struggling to write a sales page, or reluctant to put it in front of 
people, maybe, just maybe, it’s because you don’t want the copy to convert.

We do this for all sorts of reasons (and yes, I’m including myself in this).

Sometimes we offer a product/service that we’ve loved selling until now, but we’ve 
outgrown.

Sometimes we offer things because we feel like we should - we have this skill/product and 
we feel obligated to offer it for sale.

Sometimes we offer things because other people tell us it would be good for our business, 
and we don’t want to let them down.

At some point I’ve done all three. And I’ve worked with successful business owners who 
couldn’t make a new offer work, because deep down, they didn’t want it to.

Any time you’re struggling to write copy to sell something, the FIRST thing you should do 
is check-in with yourself and ask yourself if you honestly even want to be selling it.
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How To Use The Framework
OK - I’ve got a confession to make.

A snapshot of part of the framework looks like this:

The prospect has a decision to make, that is almost always some variation of ‘is this 
thing worth my time/energy/money’.

They can reach one of three decisions:
 •  No - in this case they disengage
 •  Maybe - in this case they seek further information until they can make a definitive 
          yes/no decision
 •  Yes - in this case they do invest their time/energy/money further by taking action

When you want to write a single piece of copy (a website page, a sales page, a Facebook 
post, an email) you need to think about framework on two levels:

#1 Where does this piece of copy fit within the prospect’s journey from being a total 
stranger to you, to becoming a paying client (the whole framework with layers and 
layers of buckets)?

 •  What content (if any) have the readers seen before arriving at this copy?
 •  What knowledge of the problem and solution do they already have when they arrive 
          at the copy?
 •  What questions do they have inside their head?
 •  What is the action you would like the ‘Yes’ people to take?

#2 What decisions will the reader make while consuming this piece of copy? 
For every piece of copy, the visitor faces at least two rounds of decision-making:

 •  Shall I read it?
 •  Shall I do the thing they’re asking me to do at the end of the copy? 

Let’s work through an example. I’ve been asked to write a sales page for a training course, 
that will be pitched to an audience after they’ve been warmed up with a free webinar.
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#1 Where does this piece of copy fit within the prospect’s journey? 
I am most concerned  with the step immediately before they see the sales page. This 
section of their journey looks like:

Question: Should I register for this webinar?
Judgement based on: Landing page content

Nope Maybe Yes

Leaves website Read content on page, possibly explore 
rest of website or Facebook profile

Enter email address 
and name

Question: Should I visit this sales page?
Judgement based on: Email and/or re-targeted Facebook ad and/or 

call-to-action at end of webinar

Nope Maybe Yes

Resume regular 
activities

May briefly consider existing knowledge 
of business, but this is likely to be a 

quick yes/no decision

Clicks through to 
sales page

Nope Maybe Yes

Question: Should I buy this offer?
Judgement based on: Sales page

Leaves website Reads sales page in depth, especially 
FAQs, Google for reviews, search 

brand on Facebook to seek social proof

Makes purchase

What I’m 
writing
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This context is useful because:
 •  I can assume a certain baseline level of knowledge for the people reading the page

 •  I can spend less word count on the sales page establishing trust and credibility 
          because the webinar will have done a lot of that work for us

 •  I can suggest I also write the emails, Facebook ads and end of webinar pitch that    
          takes people to the sales page (my sales page can only work if it gets visitors)

 •  I can do the research that the prospect will do. Sometimes I find things that should 
          be included on the sales page but the business owners forget to tell me about (like 
          qualifications they have, or awards they’ve won). Sometimes we find out of date info 
          that needs cleaning up before the sales page is put live.
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#2 What decisions will they make while looking at this sales page?

Question: Should I read this?
Judgement based on: Opening two lines

Nope Maybe Yes

Leaves website Skims copy Enter email address 
and name

Question: Am I interested in buying this product?
Judgement based on: A speed read of key info sections including headers, lists of 

features and visuals

Nope Maybe Yes

Resume regular 
activities

Skims again looking for overall 
benefit and price

Reads page more 
thoroughly

Nope Maybe Yes

Question: Should I buy this?

Leaves website Leaves tab open and turns 
attention elsewhere. May make a 

note to come back to it

Clicks Buy button
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When you use the framework like this you can be clear on where you are asking the reader 
to make a decision, and what action you are asking them to take. If you know the headline 
and opening sentence is there to get the rest of the page read, and not to sell the product, 
that will significantly change what you write there. 

You can also see opportunities to re-engage the ‘Maybe’ people (a chat box, retargeted 
Facebook ads, follow-up emails). You can see the multiple purposes of headlines, and 
eye-catching images.  

And that’s how you write copy that converts. Not by writing one piece of amazing copy 
that asks for the sale. But by writing multiple segments of copy which ask for the next tiny, 
easy, logical step - that stack up to make the sale.  
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How To Write Like A Pro Copywriter 
(well like THIS pro copywriter anyway)

I’m going to share my 3-step process for writing.

I don’t know if all copywriters do this, but I do know quite a few who do (we swap notes).

This is the same 3-step process I’ve taught 100s of business owners in my membership 
and through the many, many masterclasses I’ve been asked to teach. The feedback has 
always been fantastic.

Before I show you how I DO write, I need to tell you how I DON’T write.

When I have a sales page to write for a client I don’t simply schedule a time in my diary to 
tackle the work, then when that moment comes sit down and bash out a few thousand 
words that sound amazing, flow beautifully and are ready for the client’s feedback.

First, I have a call with the client to get to grips with their Unique Value Proposition, 
Messaging, and what their Strangers to Superfans Framework looks like.

Next, I spend hours (and hours) researching the client, the product, their audience, the 
way the client writes and speaks, the way the customers talk about their problem and 
the outcome they want. I also research structures of sales pages that work and revisit my 
favourite examples of epic sales pages.

Then I take a break.

Sometimes I even leave it overnight.

I’ve fed my brain all the raw material it needs to work with, and while I’m relaxed my brain 
is whirring away making sense of the brief and research and coming up with ideas.

So when I do sit down to write, it’s just a case of getting those ideas out of my head and 
into black and white text.

To get into flow, I just let those ideas tumble out in no particular order. Phrases, 
sentences, sometimes whole sections emerge, but to the untrained eye it doesn’t yet
look like a sales page.

Getting into a state of flow is a habit, not a lucky gift. You MUST learn how to do this so 
you can do your best writing whenever you need to do it.
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To get into flow you need to resist the urge to keep correcting yourself or criticizing 
yourself.

You know that feeling when you’re chatting with a good friend, and the conversation 
bounces back and forth effortlessly, and time flies by without you being aware of it? 
That’s flow. 

But if that friend kept interrupting you, questioning your pronunciation, or criticizing 
your choice of words, you’d get tongue-tied pretty quickly and find yourself struggling to 
find anything to say at all. And you probably wouldn’t trouble yourself to meet that friend 
again any time soon.

This is exactly what you do to yourself when you’re writing if you allow the inner critic to 
enter your mind while you’re writing. You are trying to write and edit at the same time. Or 
worse, you’re trying to get it right first time.

I get over this by having a dedicated time for writing, and a separate time for editing. 
With a little practise my brain has got used to this set up, and can focus on writing - just 
letting the words flow out as quickly as I can type* them.

*If writing is really tough for you, you could try dictating into a voice typing app instead.

So that 3-step process I use looks like:

#1 PREPARE:
Plan out where this piece of copy sits in the Buyer’s Journey as they go from being a 
stranger to becoming a paying client. What do they need to hear? What do you want them 
to know and feel by the time they’ve finished reading? And most importantly, what do you 
want them to do? Research some examples of the type of content you need to write.

#2 WRITE:
Close all the tabs on your browser. Pick a time and place when you won’t be disturbed. 
Write with wild abandon. Don’t question whether it should be on the page or not, or if 
you’ve used the right words. Just get the ideas out of your head and onto the page.

#3 EDIT
There will be multiple rounds of editing. How good your copy is when you publish it 
largely depends on how hard you’re prepared to work during the Editing stage. I usually 
edit a draft at least three times before I show it to a client. It will then go through another 
two or three rounds of editing. Some of the ideas you’ve captured can be improved. 
Others don’t really work for this piece of copy, but you can save them to be used 
elsewhere.
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But Can’t You Just Tell Me What To Write On Which Website Page?
Yes, actually.

When I first started taking on copywriting clients, I analysed dozens and dozens of 
websites to figure out what went where and why. And I combined this research with page 
structures I was taught during my copywriting qualifications. I used these resources to 
create a library of page frameworks and research questions I needed to write just about 
every type of online content a client might hire me for.

My business-building friends, who weren’t able to hire me 1-1, started asking me for help 
so they could write their own online copy. I knew if they rummaged on the hard drive of 
my laptop they’d have everything they needed.

So I took my client questionnaire templates, and the page frameworks I used to write 
my clients’ copy, and with the help of my very talented graphic design assistant, Amber 
(from Amber Phillips Design) turned them into workbooks, then bundled them together 
into the Worditude Copywriting Toolkit.

The Toolkit is a one-off purchase (£95 for other mortals, but much less for you) that gives 
you access to a handful of workbooks that will help you write your online copy, by 
showing you what needs to go where.

You don’t have to buy it.

You could do your own research and create your own page frameworks based on what 
you find.

I know I’m doing a crummy job of positioning this as the MUST HAVE resource - but I’m 
too real to hype this up. And I don’t need to.

This toolkit will save you a ton of time.

And will make it ridiculously easy for you to write your own website copy and 
marketing content.

There are templates to help you write your Home, About, Sales, Services pages, choose 
your menu options, and pick what should go on your Contact page. There’s a whole 
workbook about launching something new, and another on creating marketing content. 

More than 100 business owners have bought the Toolkit so far, and I have LOVED seeing 
the copy they’ve written while using it. It has most definitely been thoroughly tried 
and tested.
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To say thanks for buying this eBook, and to reward you for investing your time in 
reading this, here’s a coupon code so you can get 60% off the price:

Use the code STS60 at the checkout.

I really want you to buy a Toolkit, take what you’ve learned here, put it into action, then 
get back to me and show me what you’ve got.

Go to worditude.co.uk/toolkit to see what’s inside, what other business owners 
have to say about it, and grab your copy at a ridiculously generous 60% off.

Thanks for reading.

You have already improved your copywriting skills just by understanding how to set a 
conversion goal for the copy, and knowing the biggest mistakes to avoid.

Now go check out the Toolkit.

>> worditude.co.uk/toolkit

STS60

79
worditude.co.uk
facebook.com/worditude


