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I talk fast.

I share a lot. 

Get the deck:

BusinessCasualCopywriting.com/socialnext



What if you only 
had five days?
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Day 1: Gather intel.
Day 2: Add context.
Day 3: Write ugly.
Day 4: Edit wisely.
Day 5: Avoid stupid.
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Day 1: Gather Intel

1. Internal interviews
2. Analytics & ads
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Q’s to A

• Who are they? 

• What do they really want? 

• Where are they coming from?

• Why wouldn’t they buy?
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Keep Track.
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Segment Pains Desires Triggers Objections Awareness



Internal: Sales

• Who are we actually closing?

• Where do they come from? 

• Who do we win/lose to? Why?

• What objections are you hearing?
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Context changes 
everything.
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1

2

3

4

Most Aware

“I know your product will solve my problem. I just don’t know the deal.”

Solution Aware

“I know the results I want, but not how your product will deliver.”

Problem Aware

“I know I’ve got a problem, but I’m not sure how to solve it.”

5
Completely Unaware

“I’ve got opinions, beliefs, and ideas, but know nothing else.”

Product Aware

“I know solutions exist, but not if yours is right for me.”
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Most Aware

“If you have something in your teeth, 

you need floss.

I have floss right here.

It’s just $0.50 a pack, so you’ll save 

$1.00!”

https://copyhackers.com/2014/07/long-pages/

Message, Structure, Approach



Most Aware Solution Aware

“If you have something in your teeth, 

you need floss.

I have floss right here.

It’s just $0.50 a pack, so you’ll save 

$1.00!”

“If you have something in your teeth, then you need 

something to get it out.

If you need to get it out, you might consider a toothpick.

But if you’re considering a toothpick, you should also 

consider floss.

Floss works like a toothpick—only it cleans more 

thoroughly, since it can reach even the tightest 

crevasses. You can get that truly clean feeling around 

your entire mouth without it going soggy, breaking, or 

jabbing you in the gums. Plus, it’s peppermint flavored… 

so fresh and clean!

I have floss right here. And it’s just $0.50 a pack, so 

you’ll save $1.00!”

https://copyhackers.com/2014/07/long-pages/

Message, Structure, Approach



How do we know?

@JoelKlettke

• GA Reports:
+ Sources, Keywords

+ Landing Page + Second Page

• Ad targets

• Inquiry emails/chat



Examples:

• “X not working” → Problem Aware

• “What to do when ___”

• “Best X for Y” → Solution Aware

• “Emergency X” 

• “X vs. Y” → Product Aware

• “[Brand] reviews”

• “[Brand] coupon code” → Most Aware
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Day 2: Add Context

1. Reviews
2. Interviews/surveys
3. Competitors
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• Unique Segments

• Pains

• Concerns

• Features/Benefits

• Outcomes
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• Frequency (word/theme)

• Specific language

• Clever wording

• Insightful commentary
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Make a little swipe file! 
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PAIN BENEFITS TOP QUOTES NOTES

#1

#2

#3

#4



Before During After

The B/D/A Approach
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Insight to Learn Question to Ask 

Pain points “What sent you looking for _____?”

Past failures “What else did you try or consider? Why didn’t…”

Anxieties and hesitations “What almost kept you from choosing _____?”

Before
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Insight to Learn Question to Ask 

Decision criteria “When evaluating _____, what was most compelling?”

Priorities “What made ______ most ideal for you?”

Delivery “What was your first impression of _____?”

During
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Insight to Learn Question to Ask 

Impact “How has _____ changed your ______?”

Underlying driver “How would you describe the results you’ve seen 
because of _____?”

Naming the solution “If you were recommending X to a friend, what might 
you tell them?”

After
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Your customers look at 
competitors, too.



Competitor Sites

• Positioning

• Pricing / Offers

• Reviews

• Proof

“What are the table stakes?”



Day 3: Write Ugly

1. CTA
2. Headline
3. Q’s to A
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Begin with the 
end in mind.



CTA Checklist:

1. Focused: ONE core action

2. Specific: Clear next steps

3. Desirable: “I want to…”

4. Appropriate: Willing and able

Local: keep urgency and ease in mind! 
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Example: Clear Value

Desired outcome

Required action

Objection-buster



Tips for local:

1. Above the fold

2. Embedded and/or always visible

3. Always have an offer/buster
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@JoelKlettke

Define the hook.



1. Does it match expectations?

2. Is it attention-worthy?

3. Is it clear?

4. Is it concise?

5. Highlights BIGGEST benefit/pain/outcome?

Headline Criteria
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Scorecard: BusinessCasualCopywriting.com/socialnext



Unconventional but effective:
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‘World before the click’
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Close the gaps by 
having a conversation.



1. What is it?

2. Who is it for?

3. Why should I care?

4. How does it work?

5. Why trust you?

6. What next?

@JoelKlettke



1. List all the Q’s (and sub-Q’s) to A.

2. Organize by urgency/priority.

3. Answer using all the copy you need.

4. Edit out the ‘stupid.’

Body Copy
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Bullets & Buckets

• Use bullets/buckets for decision criteria

• Keep bullets to ~5

• One strong sentence 

• Strongest points first and last



PADS: HIGHER AWARENESS/SOPHISTICATIONS.I.L.D.I.

Trust

High-Priority 

Buckets
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Example: Closing Gaps
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Example: Closing Gaps



“Even if…”

Obliterate objections and misconceptions

• Overcome “special case” and anxieties

• Combine desired outcomes and anxieties

• Ideal for building interest OR overcoming friction
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Day 4: Edit Wisely

1. Clear
2. Specific
3. Supported
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WHAT JOB DOES IT DO?

1. Headline: Grab the reader

2. Sub-head: Compel them to keep reading

3. Body copy: Engage, agitate, focus desire

4. Form: Get filled out

5. CTA: Get clicked
https://copyhackers.com/2015/03/measure-your-copy-infographic/

Clarity: ‘One Job’ Test
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1. Conduct a specificity sweep:
+ “Am I leaving it to leads to connect the dots?”

+ “Does it paint a vivid picture?”

2. Ask “Why?” two to three times.
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Specificity



WOULD YOU RATHER BUY…

A “high quality” pillow

“Best customer support”



WOULD YOU RATHER BUY…

A “high quality” pillow

“Best customer support”

Plush comfort and ample 
neck support to help you 
sleep through the night.

We’ll solve any issue 
within 24 hours, 
guaranteed.
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Supported

1. Near areas of friction (like pricing)

2. To support big, bold claims

3. To counter (real) objections
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Supported

• Meaningful

• Believable

• Specific



EXAMPLE: UNSUPPORTED HYPERBOLE
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Day 5: Avoid Stupid

1. Hierarchy
2. Readability
3. Brevity
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Stupid: Wall of Text
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Stupid: WE, WE, WE!



Better: YOU, YOU, YOU!
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Stupid: Urgency Misalignment
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Better!



Thanks for 
your time today!
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Get the deck: BusinessCasualCopywriting.com/socialnext


