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Begi nni ng Wrds Your audience is one single reader. | have found that
sonmetinmes it helps to pick out one person - a real person you know, or
an i magi ned person - and wite to that one. John Steinbeck Wrds are, of
course, the nost powerful drug used by nmankind. Rudyard Kipling Witing
for the Web. Wb word wi zardry. Wb witing that works. If you' ve been
payi ng attention to all the publications out there that address this

i ssue, you know (or at |east have a hunch) something' s different about
the way fol ks communicate in this brave new medium It's true. People
don't "read" a conputer screen the way they read print publications.
They don't curl up with their conputers for a couple of pages just

bef ore dropping off to sleep. And you generally won't find conputers on
the "readi ng shelves" of their bathroons. That nmuch is obvious. But if
you are reading this book, you are probably not concerned with witing
that passes for literature or journalismor even entertainnent, nor how
you m ght create and optim ze that witing for a Wb envi ronnent. Your
primary concern is witing that persuades and notivates your Wb
visitors to do business with you. This is the witing that perforns the
online equival ent of the conventional sales person: it devel ops a
rapport with your visitors, provides appropriate information, hel ps your
visitors qualify their needs, presents Persuasive Online Copywiting 1
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t he solutions you can provi de based on those needs, assures and inspires
confi dence, security and trust so your visitors feel good about doing
busi ness with you, "asks" for action - all the while keeping your
visitors fully engaged in the conversion process. This is witing that
must work hard for you. And it's the witing you cannot farmout to just
anyone. You, with your finger on the pulse of narketing and sal es,
simply nust have control. And to effectively manage the quality of your
online witing, you need to understand what works, why it works and how
to make it work better for you. Whether you are the marketer responsible
for the bottomline or the witer creating the copy, Persuasive Online
Copywriting provides the tools you need to get results. Advance Praise
for Persuasive Online Copywiting: "An essential resource for every
online copywiter's 'tool box'. Persuasive Online Copywiting takes both
a broad view of witing for the Web, and also drills down to specific
copy tactics that engage readers and drive results. An excellent,
practical guide to witing with conversion rates in mnd". N ck Usborne,
Aut hor, Net Words: Creating Hi gh Inpact Online Copy "Take Your Wrds to
t he Bank speaks to e-marketers with exuberance and clarity about what is
at the heart of their careers - effective and powerful communications.

It should be required reading for executives, directors, managers and
enpl oyees in every organi zati on that has an e-narketing departnment."
Faith Kuczaj, Sabre's Virtually There "I've been witing ad copy for
over twenty years. Wat |'ve |learned is that you can never | earn enough
about writing copy. Just take one | ook at the table of contents and
you'll realize that this is a nust-have volune." Larry Chase, Publisher
and Author "This is the Strunk & Wiite of witing for the web." Dan
Janal , Founder, PR LEADS w 7ARD. AU DEMY Bryan Ei senberg, Jeffrey

Ei senberg and | SBN 0-9714769-9-3 $18.00 Lisa T. Davis are Future Now,
Inc., an agency specializing in online conversion since 1998. In
addition to offering sem nars and workshops, the trio's publications

i nclude The Marketer's Conmon Sense GQuide to E-Metrics, an RO Marketing
colum for ClickZ, and G okDot Com 9" 780971 "476998 il 51800
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Witing Considerations The | nportance of Being Rel evant You hear the
word all the tine. You make decisions based on it everyday. But do you
really know what it means and how to make it work for you when you are
trying to get your prospects to take action? Roy H WIllianms' likes to
express it as talking "to the dog, in the | anguage of the dog, about
what is in the heart of the dog." Are we tal ki ng about neat? Not

exactly. We're talking rel evance. Each and every search engi ne out there
is fighting to be the nost rel evant. Why? Rel evance is in the heart of
their custoners; relevant results delight their custoners. "Bring ne
what | want, and bring it now' is the attitude their custoners bring to
the table. So if search engines grapple with the issue of rel evance
because they know their custoners crave it, why do nost Wb sites fai

to recogni ze and exploit the inportance of relevance? So what is

rel evance? The Anerican Heritage Dictionary of the English Language,
Fourth Edition gives three definitions: 1. Pertinence to the matter at
hand. 2. Applicability to social issues: a governnental policy |acking
rel evance. 3. Conputer Science. The capability of a search engi ne or
function to retrieve data appropriate to a user's needs. The third
definition is nost hel pful. To paraphrase: relevance is a nmeasure of how
closely search results match the search request. Relevance is the single
nost significant factor in getting your prospects to take action. 'Roy
H WIlians, best-selling author and the force behind WIlians
Marketing, is known as The Wzard of Ads: http://ww.w zardacademny. com
Witing Considerations 1



Page 18

of the buying and selling processes at both | evels. How do we address
these issues on a mcro and macro level? W'd |like to share a tool from
the world of offline sales because it is just as, if not nore, powerful
online. It's known by the acronym"AI DA, " or as we apply it, "AlDAS"
(Attention, Interest, Desire, Action, and Satisfaction). Every
successful professional sale incorporates these elenents; they are the
steps that drive the process of turning browsers into buyers. 18 1

Per suasi ve Online Copywiting
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" Does the page grab your visitors' attention -in about eight seconds?
Can visitors perceive the relevance of your page to solving their
probl em and neeting their need? Does the page stinulate their interest
and reinforce that they're in the right place? Does it suggest that your
solution is anong the nost rel evant and useful ? Does the page inspire
the desire to take the action of clicking deeper toward a purchase? Does
it explicitly engage the imagination of your visitors and nmake them feel
they will get value fromyour solution? Is it obvious and easy for your
visitors to take that action? Do you ask your visitors to take action?
Do you give themrelevant information at the point of action so they
feel nore confident in taking that action? " After they've clicked, does
t he next page satisfy your visitors by providing exactly what they
want ed exactly how they wanted it? You nust test for and apply the
concept of AIDAS on every page of your Wb site, not just your hone and
I andi ng pages. And when you' ve inplenented Al DAS at the micro | evel of

t he page, step back and test whether AIDAS is working for you on a macro
| evel. Are your visitors noving confortably but irresistibly from your
hone or | andi ng page, through your entire site, to and through the
checkout page? Rel evance is what they want. Are you providing rel evance
every step towards conversion? Witing Considerations 1
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The Message Must Be Meat Intuitively, you know the words you put on your
Wb site nust leap off the conputer screen and cozy up to your visitors
as if it were you sitting right there with them After all, they have a
Her cul ean task: they nust performthe nyriad functions that a rea

person would in the real world. There are many ingredients inmportant to
the recipe of witing well for relevance and conversi on on the Wb. But
before we can tackle techniques, we need to infuse a dose of

perspecti ve. Because you can craft the suprenest of suprene pieces of
witing, and it's going to be utterly worthless if you fail to speak to
the dog, in the | anguage of the dog, about what matters to the heart of
the dog. At his Wzard Acadeny, Roy WIlianms tal ks about Pavlov. You
renmenber him right? He's the fell ow who got the dog to salivate to the
sound of a bell. Roy uses Pavlov's experinment to illustrate branding and
t he val ue of relevance. You see, Pavlov didn't put an artfully arranged
pl ate of vegetables in front of the dog. Wat self-respecting carnivore
gets juiced about vegetabl es? |Instead, he put down sonething the dog
seriously cared about, sonething that would get those salivary gl ands
wor ki ng overtinme: nmeat. To the heart of the dog, neat reigns suprene. It
matters. It's the bottomline food-truth in the canine world-view It
doesn't matter how fresh those vegetabl es are or how fancy you dress
themup. They'll never get the dog salivating in the first place. That's
what you have to do - identify the "bottom|!|ine food-truth" stuff about
your business that's going to performthe equivalent of getting z Wzard
Acadeny: http://ww. w zardacadeny.com 20 1 Persuasive Online
Copywriting
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your visitors to salivate. Wiat's in the heart of your dogs? Wat
matters nost to then? Only when you' ve figured out what really matters
to your dogs can you effectively persuade them speaking to themin
their | anguage. Only then you can decide how you' re going to set the
table. You can wite screensful of gorgeous copy. You can pay through
the nose to have a first-class copywiter performverbal magic. But
understand this: even nmediocre witing that captures the essence of what

matters to the dog will out-performstellar witing that conpletely
m sses the mark. Naturally, you want to ring the best and nost brilliant
bell you can through your witing. Just keep in mind - if it isn't the

meat, the only thing you're really serving up is a plate of
t hey-coul d-care-1 ess-about-it vegetables. Witing Considerations 1
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is content, and all content is copy. Nick and Ann put it this way: 3
http://ww. ni ckusborne.com N ck noderates Adventive's |-Copywiting

Di scussion list and his book, Net Wrds: Creating Hi gh-Inpact Online
Copy, is an excellent reference. Ann Handley is co-founder and former
editor of CickZ com 5 "Copy & Content: Wiy They Should Wrk Toget her.™
Ni ck Usborne and Ann Handl ey. MarketingProfs.com

http://ww. mar ket i ngpr of s. conf Per spect/ usbor nei g. asp. Perm ssion to use
a portion of this article has been granted graciously. 22 1 Persuasive
Online Copywriting
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Let's say sonmeone wi shes to apply for a grant through a prom nent
charitabl e foundati on. That person's purpose on the site is to apply for
a grant and get that noney to support their cause. First, he or she wll
| ook to the short text, the copy on the honme page, in order to find
answers to a couple of key questions in her mind. "AmI| in the right

pl ace, can they help me?" "And if so, what do | do now?" It's the job of
the honme page copy to answer these questions, or at |east to provide an
answer that will conpel the visitor to dig a little deeper. And the tone
of that copy needs to reflect the broader m ssion and character of the
site. Once our user decides that this probably is a place through which
she can apply for that noney, she then starts reading a | ong page that
outlines the conditions of eligibility. This is text that has to be read
by each applicant. If the purpose of the site is to help and facilitate
applicants, then the content on that page had better be both informative
AND engagi ng. After all, you want the reader to finish reading this page
and nove on to the next step in the application process. In this way,
core content takes on sone of the characteristics of copy. Content
cannot sinply be there to passively inpart infornmation. Like copy,
content also has to be witten with a viewto the user experience and
the usability and perfornmance of the site. There is little point in a
copywiter successfully witing engagi ng and persuasive text, if the
content drags the reader down. And it would be wasteful if the content
were nagical, only to be underm ned by poor copy that was inappropriate
in tone and vague in neaning and purpose. O worse: Both. So there you
have it. There are clearly still organizational and historical divisions
bet ween the creation of copy and content on nany sites today. But it's
time to break down those barriers. Those divisions sinply reflect the
flaws within your own processes, and dimnish the quality of the user
experience and the ultimate success of your site. Witing Considerations
1
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When Content Isn't King Wien heavywei ghts |ike Forrester Research'
procl ai mred content the single biggest notivation in getting people to
log onto the Internet (as well as return to a Wb site), folks started
jumpi ng on The Content Bandwagon. Fortunately, the rush to pad sites
with tons of content persuaded sone folks to exam ne both the role and
value of content a lot nore critically. Now that we' ve got sone

experi ence and sonme data, here's what we know. Not all content is
created equal. There are tinmes when content is at best pointless, at

wor st actual ly destructive to conversion rates, and in any case nost
definitely not King (or even Prince). People do cone to the Internet to
get content. According to a UCLA study, the Internet now beats out
radi o, television and nmagazi nes as an information resource (only
newspapers - by a tiny nmargin - and books ranked higher).' But don't go
t hi nki ng just because people go online for content, they necessarily
want that content fromyour site or that providing it automatically wll
hel p your sales. Think of it as the online equivalent of the old "mlKk
argument ," the one that says go percent of the people who go shopping
buy nmlk, so if you want to increase sales in, say, your hardware store,
all you have to do is add a milk cooler. Searching for content is

di fferent from goi ng shoppi ng. Wen people want content on the Wb, they
go to sites that specialize in precisely the content they seek. When
they want to buy sonmething online, they want sites that offer a sinple,
trustworthy and stream i ned experience. The only content they want is
stuff that will directly help 6 Forrester Research
http://ww.forrester.conif honme/ 0, 6092, 1-o0,FF. ht M. ' "UCLA Report Finds

I nternet Surpasses Tel evision As Key Information Source." Harlan Lebo.
15 August 2000. 24 1 Persuasive online Copywiting
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them nake a nore confident buying decision. Anything else only confuses
them or distracts them from buying, or slows the sal es process or

bl oats your site. In e-conmerce, content provides a |lot of what you'd
get froma real-world sal esperson. You' ve got to have it, and because it
occupies a central place in supporting the prinmary sal es goals of your
site, you cannot give it secondary consideration in the planning and
execution of your site. So nmake sure you have the content you need - but
only the content you need. You need content that's clear, concise,
vivid, conpelling, and strictly related to your product or service or to
your expertise. It nust notivate the shopper directly toward becomnming a
buyer. These days, folks are even nonitoring the effectiveness of their
site's content by tracking which elements pronpted the best over-all
results.' Content is not King when it exists sinply for its own sake, or
when it attracts unqualified traffic that isn't interested in making a
purchase fromyou, or when it underm nes your sales process, or when it
adds distracting layers that inpede your prospect's nonentum toward
beconing a buyer. So if you junped on The Content Bandwagon, consi der
putting your content on a serious diet. Only then will you find yourself
with content that truly rules! e "Optim ze Content to Maxim ze the
Bottom Line." Charlie Tarzian, Clickz, March 30, 2000. Witing

Consi derations 1
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Why Copywriting Online is Different We're seeing too nuch stuff online
that reads like this: "The bl ankety-blank is the true essence of a

hi gh- per f ormance bl ankety-bl ank, delivering sizzling blankety-blank in
an absolutely refined way. It's a paradigmshift w th profound
implications for blankety-blank.” The thing is, your online visitors are
'speaking' very differently. Try this eye-opening exercise: Find a
product or service that has user newsgroups, nessage boards or
list-serves and conpare how that conpany talks (pay a call on its Wb
site) to howits custoners talk. Think creating online copy isn't a
whol e new bal | game? A whil e back, we asked Ni ck Usborne, a gifted

prof essi onal copywiter and author of Net Wrds: Creating Hi gh-Inpact
Online Copy,9 to speak to this issue.- Here's what he had to say: Is
copywiting for the Web very different fromcopywiting for print and
broadcast ? Tough question. The incorrect answer is 'No'. The easy answer
is 'Yes'. And the best answer is, 'That depends'. But for the purposes
of this chapter, 1'll be addressing the 'Yes' answer. It's inportant to
under st and why copywiting online is profoundly different fromwiting
for other nmedia - before venturing into those gray, 'That depends'

areas. To really understand why copywiting online is different, you
need to step back a little. 9 Net Words is a truly exceptional prinmer on
Wb witing, and we encourage you to add it to your business bookshel f.
"is article appeared in the January 15, 2002 issue of G okdotcom
http://ww. grokdotcomcom 26 1 Persuasive Online Copywiting
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These were all forums within which passionate individuals began to carve
out the character of what would | ater becone the Wb. Online, your

"audi ence' has a huge and vibrant voice. As a 'nmedium the Wb is quite
unlike offline nmedia - it is owed nore by its audience than it is by
its advertisers and marketers. People will use enmil, live chat and

di scussion groups far nore frequently than they | og onto an ecomerce
site. For tens of Witing Considerations)
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mllions of people, the Wb is nore about conmunicating and sharing than
it is about buying. In addition, the network of the Wb has enabl ed
'consuners' to beconme nmuch smarter. Sites |ike epinions.comand

pl anet f eedback. com - plus thousands of niche discussion |lists - all ow
peopl e to share their aggregate experience of online and offline
vendors, products and services. They prai se some conpani es and beat up
on others. In the offline advertising environment, such a scenario would
be unt hi nkabl e. But online, your 'audience' has becone an active and
vocal participant in the sales and nmarketing process. So why is
copywiting online different fromcopywiting offline? It's because your
audi ence is no longer silent and passive. Online, the audience is vocal,
active and connected. As a copywiter you have to respect that. You need
to recogni ze that. You are no longer witing to single, isolated

i ndividuals, sitting passively in front of their TVs or nmgazi nes. You
are witing to networked groups of people. That's what nakes copywiting
online so different, so interesting and so challenging. Your visitors
have the unprecedented ability to tal k back and shape your narketing and
sal es strategies. And they speak to, listen to and hear each other in
ways you should heed. It's not a one-way street anynore. That's why the
words you put on your Wb site and in your emails have to transcend
"brochureware.' They have to be high-inpact. They have to connect and
expl ain and persuade AND ignite the inmagination. 28 1 Persuasive Online
Copywriting
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"KVIt's the Custoner, Stupid Gk, Ck, so that's a little aggressive.

But really, isn't that the whole deal ? Get that part right, and
everything else follows. Get it wong, and, even if everything else is
perfect, you'll still fail. Have you ever been cornered at a party by
soneone who only tal ks about hinself? Pretty annoying, isn't it? Do you
respect that person? Are you confortable around hin? Do you feel such
peopl e care about you or what's inportant to you? Do you even want be
there? If you saw that person again, would you be eager to spend even
nore time with hin? Mbst of us would be |ooking for the nearest plant to
hi de behi nd! Now ask yourself what was the source of those negative
feelings and that avoi dance behavior. It wasn't how the person was
dressed. It wasn't where the person canme from It wasn't what the person
did for aliving or who he was with. It was the words. So let's take a

| ook at the words on your Wb site. Are you tal king about all the

wonder ful ways your visitors can benefit fromyour products or services,
or are you tal king about all the great features of your products,

servi ces, or conpany? In other words, are you speaking the | anguage of
"you," or are you caught up in the | anguage of "we"? (A d joke: Wman
conmes hone froma date. Roonmate asks how it went. She replies, "He's an
opera singer." "Really?" 'yeah, all night it was 'ne-nme-ne-ne-ne."') The
words you use and how you use themtell your visitors where your focus
is. Want themto stick around and eventually take the action you want?
Then tal k about them their needs, their wants, and how t hey can get

t hose needs and wants satisfied. Use custoner-focused | anguage.

O herwise, they're going to feel like you' re the self-centered guest at
the party. You may not be, but they have only your words by which to
judge you. Witing Considerations 1
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Because there wasn't a tool you could use to eval uate the custoner
focused-ness of your site, we invented one." It's not perfect (there are
| ots of variables and contingencies, of course). But it has proven to be
so useful that it's already gotten a bunch of press. Mire inportantly,
it's already hel ped a | ot of people inprove their conversion rates. Link
to the tool and play with it before you read on. As you can see, we
parse your page for self-focused words such as "we, our," and your
company nane (which functions nmuch like "we"), as well as for
custoner-focused words such as "you" and "your." Then we cal cul ate
several ratios that indicate whether your visitors are likely to
percei ve you as genuinely focused on them The nost inportant is the
Custoner Focus Ratio (CFR). That's the ratio of customer-focused words
to self-focused words. Then you can conpare all the CFRs with a

compl enmentary set of self-focus ratios. Run the tool to check your site;
run it to check a variety of sites. You're likely to have an eye-opening
opportunity to see your site through your custonmer's eyes. It's
fascinating to see how certain sites, and even whol e busi ness
categories, score. Myst sites with splash pages or flash intros score
terribly. But what better exanples are there of sites pushing what the
conpany wants the visitor to see rather than giving the visitor what he
or she canme to find? Ad agencies and Wb design firns are especially
guilty of this! If you want a rough guideline, there seens to be a clear
difference between sites with CFRs of 60 percent and hi gher, and sites
with CFRs bel ow 60 percent. If your site scores 35 percent, know that
you have roomto inprove. But renenber: You could score over 60 percent
and still have roomto inprove. Again, it's a guideline. So test. Test
each part of your site. Now | ook at your text, and make the changes that
ensure your visitors feel your only focus is them " The Future Now
"We-We" Calculator: http://ww. f iturenow ne.com wewe. htm 30 1

Per suasi ve online Copywiting
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Rel evant 17 The Message Must Be Meat 20 The Case of Content v. Copy W
Case Study: NewsBios Before & After Wth our help, Laurie Kuntz of

NewsBi 0s,"” a journalist profiling sounds |like a gutter snipe. How are
you going to feel? Wth consistency cones trust. Visitors to your Wb
site want to know they are interacting with the sane, reassuring person
every time they cone. Wien you change personalities in the mddle of the
stream they get confused. They can't forma coherent image of you. The
I mportance of Personality Wi Emily actually is behind that wall matters
far less than what she has to say and how she says it. And as you sit
there listening to her, who you "see" is actually based on a very
linmted experience of her. It is through her words that she ignites your
i magi nati on and hel ps you formyour image. In reality, you can be the
toast of the party or even a dreadful bore - it really doesn't matter
online. What does matter is the character of the personality you create
t hrough your words. They are the elenments that hel p construct the inmage
of you that is going to make a huge difference to your visitors. The

| nportance of a Rel ationship Behind her wall, Enily engages you in
conversation, and you never doubt that you have her conplete attention.
Now, maybe she's really making notations in her gardening diary or
deci di ng which sauce to whip up for the roast beef that night, but that
isn't the point. The inportant thing is, you feel her words are just for
you. 36 1 Persuasive online Copywiting
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give you the tools to educate you and your clients about journalists.
NewsBi 0s is a conprehensive dat abase of the world's nost influential
journalists. Every in-depth profile is updated prior to its delivery to
ensure our clients are getting the |latest and nost up-todate

i nformati on. W know nore, about nore journalists, than anyone in the
World. Journalists have two main conplaints of the PRIIR industry today.
One, they do not know the beat. If you are pitching the editor/nanagi ng
editor, you do not know the beat. In a survey conducted by our research
staff, 8 tinmes out of lo you should not pitch the editor. If you are,
you do not know the beat and you do not know the correct journalist to
.. ERR, COD: 3.
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the age of 30, as well as additional publications and events. To find
out nore about one of these events or advertising and sponsorship
opportunities go to our events/publication page. Wth NewsBi os you get
the "picture” on the press. The opening two questions address potenti al
reasons | - the PR dude - m ght have conme to this site, but these are
quickly followed with copy that again touts the wonderful ness of
NewsBi os. Not an effective value proposition, nor an enptional hook by
any stretch. It's sinply counterproductive to we-we all over yourself.
Then the copy proceeds to tell nme | basically don't know the difference
between ny head and a hole in the ground. And that's why journalists
won't talk to me or wite about ny business. But NewsBios is the
priceless tool that is going to save nme. Wanna guess how a negative
pitch affects the dog? Thi nk whack on the snout with a rolled up
newspaper. The revised copy reads as follows: Are you getting frustrated
from sendi ng out press releases to no avail? You have a great story to
tell. Your product is unique. Wiy isn't anyone witing about it? You are
purchasing a list of journalists that cover your target beat, but you
still are not garnering the coverage your client needs. Do you want to
get nore publicity? Are you or your clients getting calls from
journalists wanting an interview? This service will provide you with
in-depth profiles on journalists you want to reach, or journalists who
have contacted you. Know the journalists. Know what they wite. It is
not news until a journalist says it is news. The journalist has already
done their homework on you, now do your homework. Here is a tool that

w Il educate you and your clients about journalists. Rel evant
information to bridge the comuni cation gap. This conprehensive dat abase
of journalists profiles span a variety of beats and nedia outlets. Every
in-depth profile is updated prior Witing Considerations 1
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toits delivery to ensure our clients are getting the | atest

information. Not a perfect read, but it gets the point across quickly
and efficiently. Benefit, service. Ained at the heart of the dog. The
point here is not that Laurie wote perfect copy; it is that she ditched
sel f-serving copy in favor of speaking to her prospects' needs in a way
t hat conmuni cates the val ue of doing business with NewsBios. And that is
al ready getting Laurie nore business! 34 1 Persuasive Online Copywiting
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Fi ndi ng Your Voice: Applying Enily Every now and again we need to take a
step back fromthe mcroscope we keep trained on the detaily specifics
of designing for conversion and consider the broader picture. And it's
actually the picture itself, the inage, that has captured our fancy
today. In Secret Formulas of the Wzard of Ads, Roy H WIIlians presents
alittle essay that opens like this: Born into a wealthy famly in o,

Em |y has her photograph taken at the age of eighteen, then lives a
remar kably uneventful life until she quietly passes at the age of
fifty-five. It will be the only photograph ever made of her. Incredibly
shy, Emily asks her friends to speak to her through an open door from an
adj oi ni ng room whi |l e she stands behind the wall. Her life consists of
tendi ng her garden and baki ng. She never travels, never narries, and
rarely |l eaves her hone. Enily lives in a world of imagination where
words are all she requires to generate a series of vivid associations
."3 Think about this for a minute. The only inage lots of folks ever had
of Emily (Dickinson, that is) was a static daguerreotype - a wonan
perpetual ly eighteen. O course, she didn't stay eighteen. And the

di mensi ons of her personality no doubt enconpassed nore than what the
phot ogr aph suggested. But that photograph and her words defined who
Emily was. '3 "Emily Lives Inside Herself." Secret Formulas of the

W zard of Ads. Roy HW WIlliams. Austin: Bard Press. 1999. p 64. Witing
Consi derations 1
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and Emly. Witing Considerations 1 37and Emily. Witing Considerations
1
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Benefits versus Features It's straight out of Sales ioi. Wen you want
to capture your custoners' interest and speak to their felt needs (the
things that make themwant to buy), you sell the benefits, not the
features of your product or service. A classic exanple? Take the
electric drill. Nobody is going to buy one just so they can have an
electric drill. They buy one because they want holes. C ean hol es, deep
hol es, accurate holes, holes in a hurry, holes of many sizes, holes in
different materials. Mdst folks don't care what the drill is made from
or howthe circuitry is toggled - they care that it nmakes holes. They
m ght also care that the drill is Iight-weight (but spare them a

di scussi on of the space-age alunmi num all oy casing), nmaneuverable, UL
approved, has a super-long cord and conmes in its own carrying case. But
they only care about those things because they add to perfornance,
conveni ence or safety - benefits, not features, are what appeal at an
enotional level. O take lipstick. A wonman does not care that a tube of
lipstick contains tetroboxomanganite hypoperoxi dase (we're naking this
up as we go) - not unless the ingredient itself is a major selling point
(think Lycra TM. What is going to grab her interest is that the
lipstick makes her | ook nore attractive. And it stays put |onger so she
doesn't have to keep reapplying it. And it doesn't snear or "kiss off',
so she doesn't have to worry about curling up agai nst soneone else's
shirt. Less fuss, fewer worries, great |ook - these are the benefits of
this lipstick. How do you convey benefits nost effectively? Wth great
copy. (Yes - a great picture can help, but it can't do the job al one,
ever. And it better not be so big it slows the dowload.) 38 1
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So | ook at your copy. Are you selling features or benefits? Are you
tal ki ng about what the product or service is or howit can nmake your
prospect's life better? If you find you're focusing on features, rewite
your copy to reflect how great that itemis going to nake your custoner
feel. Even price nmatters only when put in the right context. Consider
the value of the product or service to your custoner's life, then wite
killer copy that sells that! Witing Considerations 1
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The Power of Enmotion At our office, there's an axi omwe keep prom nently
di spl ayed. W refer to it repeatedly in many of our reports. W
constantly remind our clients of its power. There's even talk here we're
going to have it tattooed on our foreheads! (W' re actually kidding
about that part). But the axiomis that inportant. Here it is: People
rationalize buyi ng decisions based on facts, but People nake buying
deci si ons based on feelings. Trouble is, stuff like this sounds pretty
airy-fairy to the procedural business mind (a very rational entity). At

| east, it does up until the procedural mnd gets an eyeful of the bottom
line. Still think we're crooning New Age rmunbo junbo? News People with
damaged prefrontal |obes -the area of the brain where enotions are
processed - are conpletely stynmied when it conmes to nmaki ng persona
deci si ons such as scheduling a doctor's appointnment, wearing a seat

belt, even deciding what to buy for thensel ves! Wien hunans make
personal decisions, they put thenselves in the picture and evaluate the
enmotional risks or gains of nmaking that decision. If they can't grasp an
enotional image, they can't make the decision. 5 "Getting Enotional is a
Rati onal Decision." Lee Bowran, Brain Connection.
http://ww. brai nconnection.com 130 1 Persuasive Online Copywiting
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1 When humans nake personal decisions, they put thenselves in the

pi cture and evaluate the enotional risks or benefits of making that
decision. If they can't grab onto the enotional inmage, they can't nake
the decision. That's why you ALWAYS have to appeal to enotions. It's why
you have to sell benefits over features and deci de when you're going to
pronpbte style or substance. It's the inperative for witing persuasive
copy that creates powerful, evocative mental inmagery in your prospects
mnds - the sort of inmagery that allows themto put thenselves center
stage. It's why you have to let your visitors know "what's in it for

t hen and why they should buy fromyou. It's why you have to woo the
dom nant personality types of your visitors, enploy a selling process
that honors their felt needs, offer assistance and assurances. Enotions.
Feelings. The whol e shooting match when it conmes to conversion. Care to
tap into that gol dnm ne now? Witing Considerations 1
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Witing Techni ques | Speaking Persuasively to One No, sir, |'mnot
saying that charmng, witty and warmcopy won't sell. |I'mjust saying
|'ve seen thousands of charming, witty canpaigns that didn't sell

Rosser Reeves You are ready to tackle the heart of the nmatter: putting
pen to paper or fingertips to keyboard. The tine to start digging into
the tactics of shaping your copy and content is at hand. The beauty and
great get it? It's inmagination, the ability to see possibilities in your
mnd. It is tenporary by nature; the RAM of the human conputer that is
your brain. When you go to sleep, your brain powers down, and nost of
what is in electrical menory gets lost during the nighttinme (as when a
PCis switched off and short-term nenory, RAM disappears). Sleep causes
the information in electrical nenory to fade according to its rel evance.
More inportant information doesn't fade as fast as the trivial stuff.

El ectrical nmenory is of limted capacity. If you try to add an itemto
it, the new item pushes out a previous, |ess-relevant one. |nmagine
aimng a fire hose at a teacup. Al the information com ng at you - TV,

radi o, Wb pages, newspapers, emails, billboards, direct nail, fliers,
musi ¢, plus what your kid swapped her peanut butter and jelly sandw ch
for at school - is the water consistently and vigorously trained on the

teacup (a.k.a. your brain, or, nore specifically, your electrical
menory). Some of the water stays in the teacup; the rest spills out.

Rel evance deternines which "water " Mnday Morning Meno. Roy H
Wlliams. http://ww.w zardacadeny. com Understandi ng Online Conversion
1 151
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The Blind Men and the El ephant It was six nmen of |ndostan To | earning
much inclined, Wio went to see the El ephant (Though all of them were
blind), That each by observation Mght satisfy his mnd. The First
approached t he El ephant, And happening to fall Against his broad and
sturdy side, At once began to bawl: "God bl ess ne! but the El ephant Is
very like a wall!" The Second, feeling of the tusk, Cried, "Ho, what
have we here, So very round and snooth and sharp? To nme '"tis mghty

cl ear This wonder of an Elephant Is very like a spear!” The Third
approached the animal, And happening to take The squirm ng trunk within
hi s hands, Thus boldly up and spake: "I see,"” quoth he, "the El ephant Is
very like a snake!" The Fourth reached out an eager hand, And felt about
the knee. "What nost this wondrous beast is like Is nighty plain," quoth
he; "' Tis clear enough the Elephant Is very like a tree!" 44 1
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t The Fifth, who chanced to touch the ear, Said: "E en the blindest man
Can tell what this resenbles nost; Deny the fact who can, This narvel of
an El ephant Is very like a fan!" The Sixth no sooner had begun About the
beast to grope, Than, seizing on the swinging tail That fell within his
scope, "l see,"” quoth he, "the Elephant Is very like a rope!" And so

t hese nmen of Indostan Disputed | oud and | ong, Each in his own opinion
Exceeding stiff and strong, Though each was partly in the right, And al
were in the wong! John Godfrey Saxe (1816-1887)'6 Mdst online efforts
fall short of effective persuasion and are nothing nore than one blind
man trying to convince another to "see" the el ephant as he does. As you
speak, you rnust connect enptionally with your reader, or you will never
persuade effectively. You rmust draw her into the full experience and
activate all her senses. You nust build for her a whole picture, wthout
whi ch, your efforts at persuasion will be inconplete. " Wrdfocus.com
htt p://ww. wor df ocus. confword-act-blindrmen. htmi. Witing Techniques 1
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Establish a Structure The key to constructing effective nental inmages
and creating powerful persuasive copy lies in systematic and coherent
intentionality. Your copy should not be presented randomy. Instead, it
should flow, interconnect, have a consistent personality, and reveal the
gestalt as well as the particulars. It can help to follow a fundanent al
process simlar to the one that is used in other devel opnental or
"construction" practices. W should note that we present this
structuring process in an order-dependent, left-brain fashion, but it is
entirely possible to rearrange the sequence by allow ng the creative
juices to do their thing first and then organi zing the exuberant results
into a structure. Many copywiters will tap into the enotional anbiance

of the nessage first and then distill the structure fromthat. Wichever
way you come at the task, your result nust have a | ogical, progressive
framewor k that your reader can quickly apprehend and that will prope

her through your conversion process. The concept of wirefram ng cones
from engi neering devel opnent practice; it is the prelimnary phase of
devel opnent that |eads to storyboardi ng and prototyping. Wrefram ng
takes its name fromthe skeletal wire structures that underlie any type
of scul pture. Wthout this foundation, there is no support for the

fl eshing-out that creates the finished piece. In Wb-speak, a wirefranme
is a skeletal rendering of every clickthrough possibility on your site -
a text-only "action," "decision" or "experience" nodel. Wrefram ng
attends to the "what' and 'why' issues of your project; it is not at al
concerned with "how . Its purpose is to maintain the flow of your
specific | ogical and business functions by identifying all the entry and
exit points your users will experience on every page of your site. 46 1
Per suasi ve online Copywiting
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The goal is to ensure your needs and the needs of your visitors will be
met effectively in the resulting Wb site. You wireframe first, before a
single line of code is witten, a single graphic or color is chosen, or
a single word of copy is conposed. Wreframng is not concerned with
design, navigational |ayout, content or even the devel opers' and

desi gners' concepts of how to produce your Wb site. In the sane
fashion, you want to wirefrane your witing project - plan its flow so
you have a tenplate for its construction, an idea of where you will be
incorporating calls to action, points of action, you have a better
product, you will probably also | earn how to i nprove your technique.
Advertising Secrets of the Witten Wird : The U tinmate Resource on How
to Wite Powerful Advertising Copy. Joseph Sugarman. Del star Publishers.
1997. p 104. Witing Techniques 1 81



Page 48

nodi fied by adverbs. Finally, add prepositions to formconplete
sentences and paragraphs that will evoke the full nmental inage and its
associations in the mnd of the reader. Al ongside your structural

el ements, jot down phrases that el aborate your images and begin to
devel op very rough drafts of the central points you will address. Your
results at this stage will look a lot |ike an enhanced flow chart -
descriptions of nental imagery joined with the summary of your
objectives. Alot of effort? Perhaps. But if you have no i dea where you
need to go, how will you ever know you've arrived? 48 1 Persuasive
online Copywiting
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Define a Perspective You need to make a series of choices about your
copy that will serve as witing guidelines. There are truly no right or
wrong choices to nake here, sinply decisions. Each choice provides a
framework for unifying your nessage and defining the boundaries that
will allowyou to make your point strong and clear. Once you' ve nmade a
choi ce, honor the integrity of that perspective and stick with it. If
you di scover it's the wong choice for the project, then start afresh.
Don't vacillate between the perspectives. Perspective No. 1: Intellect
versus Enotion Intellectual copy presents new information in an attenpt
to |l ead readers to a new conclusion. Enotional copy tells readers what
they already know to be true, subtly inserting a new perspective that

i nfluences themto feel differently about the information. Before you
put pen to paper, you rnust consciously choose whether your witing is
going to appeal at an intellectual or enotional |evel. Perspective No.
2: Then versus Now The past tense speaks of what has al ready happened.
The future tense speaks of what m ght happen. The present tense speaks
of what is happening right now. There is a presence in the present
tense; because it places the reader directly in the action, it nost

ef fectively engages the brain. But there are tinmes when you need to
evoke the experience of the past or the prom se of the future. Consider
whi ch perspective will give your copy its greatest inpact. Witing
Techni ques 1
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Perspective No. 3: Me, Them or You First person perspective is that of

t he speaker: | am standi ng. Second person perspective is that of the
reader: The copy starts with "you are standing in the snow, 5 1/2 mles
above sea level..." Third person perspective is that of the outsider
They are standing. In general, people tend to find first and third
person perspectives | ess engagi ng. Second person perspective puts you
right there in the action - you, the person you care nost about. To your
readers, it's them When your goal is to persuade action, the
"understood you" is extremely powerful: it's the inperative call to act
("Aick here"); it's the avenue that will |ead your readers to the
richest, nost satisfying nental imagery. Perspective No. 4: Time versus
Money Business owners like to think their products or services are
noney-driven: "It has always been and it wll always be about price."
But it's only that way because we think about it that way, because
advertising pronotes products and services based on price. Yet these
days, particularly in the United States, the custoner is nore often
interested in saving tine. There are probably a few exceptions to that.
I f your product saves both tinme and noney, you have to nake a choice of
which to use in your copy. Perspective No. 5: Style versus Substance Are
you going to sell style, or are you going to sell substance? It's an

i mportant choice. Here's a Rule of Thunb: If your product is mainly
about style, you can pronote it with style; if your product or the
decision to buy the product is nainly about substance, then you'd better
pronbte it with substance. Do you renenber Nissan's G Joel', Ken' and
Bar bi e' advertisenent? It constituted one of the nbst fanous ad
campaigns in the last lo years. Unfortunately Ni ssan spent over two
hundred mllion dollars on it, and sales actually went down. Very few
peopl e make the decision to invest $35,000 in a substance product |ike a
car based solely on style. Nissan |learned the hard way; now their ads
focus on substance. Perspective No. 6: Pain versus Gain WII your copy
appeal to your readers' fear of loss or their hope of gain? Experinents
show when people are offered a choice between a guaranteed 50 1
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$3, 000 or an 80% chance at $4, ooo, al nost all people choose the sure
thing. Hope of gain is notivating when there are no attendant risks. But
there is sonething far nore conpelling in the fear of |oss. However,
speaking to pain, igniting the fear of |oss, can be dangerous - it can
conjure unpleasant nental imges. If you choose this path, use it

w sely. Defining perspectives within your Wb site requires a bit nore
constraint than defining perspectives in the various email canpaigns you
undertake. Particularly in email, where very often your goal is to
nurture a long-termrelationship with your custoner, your nessages woul d
becone predictable and boring if you always wote with the sane

combi nati on of choices. Your goal is to develop strong, consistent copy
t hat persuades, and you want to nmaxim ze the persuasive power of your
copy appropriate to the actions you seek to notivate. Invariably, poor
copy results when you find yourself hal fway down the path before you
ever decided which way you really neant to go. Witing Techniques 1
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i s about unusual conbinations of unpredictable words that surprise
Broca... gain the voluntary attention of the [reader and persuade himto
feel the way we want himto feel]. It is about transferring a new
perspective. "9 Frosting, after Robert Frost, is one of the sinplest
techni ques you can enploy to bring light and life to otherw se dul
writing. Take what you have '8 Secret Formnulas of the Wzard of Ads. Roy
H WIlians. Austin, Texas: Bard Press. 1999. ' cidental Magic. Roy H
WIllianms. Austin, Texas: Bard Press. 2001. p 18. 52 1 Persuasive Online

Copywr i ting
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written, "and w thout changing the nmessage structurally, replace all the
common, predictable phrases with unexpected, interesting ones."O Make
word conbi nations that bring very bright, vivid and unforgettabl e i mages
to mnd. To Frost: Replace common, predictable phrases with unexpected,
colorful ones. Frost could have witten: There are things that can ruin
a wall Like freezing Wi ch makes the top rocks of the wall fall down So
even two peopl e together can wal k through the hol es. Instead,

per soni fying freezing and choosi ng nore unusual words, he wote:
Something there is that doesn't love a wall, That sends the frozen
ground swell under it, And spills the upper boulders in the sun; And
makes gaps even two can pass abreast. Franldng, derived fromthe

phot ographic style of Robert Frank, requires you to select your details
sparingly and use them suggestively rather than blatantly. The critical
element in Franking is to choose an unexpected perspective from which
you reveal your nessage, an angle that puts your reader directly in the
scene. \Wen phot ographi ng an opera, Frank eschewed the conventiona
"photo op" locations and took his pictures fromthe orchestra pit. As
the viewer, you are drawn into the thick of the experience and presented
with a far nore conpelling interpretation of a predictable event that
engages your interest and excites your imagination. So what intriguing
vant age points can you conme up with? To Frank: Wite accurately, select
which details to include and which to omit, view the subject froman
unusual angle. ' cidental Magic. p 18. " "Mending VAll." Robert Frost.
Appearing in The United States in Literature. Robert C. Pool ey, Ceneral
Editor. Chicago: Scott, Foresman and Conpany. 1963. P 558. Witing
Techni ques 1
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atiny bit adds zip to even the bl andest of dishes. ,22 But used
judiciously, it can make your copy |leap off the page and settle
delightfully in your prospect's brain. Another witing technique
everyone associates with Dr. Seuss is the use of neter. Wen words
generate their own "beat," they very often beconme nore appealing and
very nenorable - the right brain quickly latches on to them and pays
attention. Meter makes your words seemthat nuch nore nusical. Wile Dr.
Seuss enpl oyed different neters in his witing, he nost frequently used
t he anapest, a rolling neter wwth a soft-soft-hard rhythm (the accented
syl |l abl es appear in bolding): On the end of a rope he lets down a tin
pail And you have to toss in fifteen cents and 'a nail And the shell of
a great-great-great grandfather snail" " Accidental Magic. p 20. " The
Lorax (1971). Appearing in Six by Seuss. Dr. Seuss (Theodore Ceisel).
New Yor k: Random House. 1991. p 290. 54 1 Persuasive Online Copywiting
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with words juxtaposed to it. The neaning of a word changes entirely
dependi ng upon the words along side it, and dependi ng upon the context
in which it is used. Being Monet is to wite inpressionistically rather
than accurately; it's also to use poetic exaggeration and overstatenent.
You don't have to be accurate to tell the truth; the truth is bigger
than the facts. To be Monet is to select enotional words according to
the intensity of their associations or colors. To Monet: Wite

i npressionistically; exaggerate and overstate; choose enotional words
for their associations; renove the black words. A note takes flight,
makes to soar sonorous and pure, the voice of |ight fashioning anmbiance
for the soul. Another and another lift with grace into being, blending,
nmerging until voices contrapuntal, polyphonic, in cadence antique etch
traces of nodal nusical |ace across the | andscape of reason. Music from
the M ddl e Ages Experience a renai ssance. LadyFingers Franeline
Magnetismis a technique you often see in visual inmages - it excites the
i magi nati on by asking the viewer to fill in what was not pictured.
Witing Techniques 1
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It is nouns and verbs that give to good witing its toughness and
character." One of the nost inportant verb issues you will work with is
voi ce. There are two voices: active and passive. Active voi ce enphasi zes
the subject, the agent of the action; passive voice shifts the focus to
what is happening, the action itself. As a general rule of thunb, when
you want to inspire confidence and notivate sonmeone to take action, you
want to use the active voice. Passive: The mail was delivered in a
tinmely fashion. ("by sonmeone" is inplicit, but not stated.) Active: The
post man delivered the mail in a tinely fashion. "Accidental Mgic. P 24.
z5 The Del uxe Transitive Vanpire: The U timate Handbook of G ammar for
the I nnocent, the Eager, and the Doomed. Karen Elizabeth Gordon. New
Yor k: Pant heon Books. 1993. P 40. ' e Elenents of Style. WIIliam Strunk
Jr. and E. B. Wiite. Third Edition. Boston: Allyn and Bacon. 1979. P 71.
56 1 Persuasive Online Copywiting
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Passi ve: The stew was bei ng gobbl ed by the ravenous crone. ("by soneone"
is the crone) Active: The ravenous crone gobbled the stew. Passive voice
has its uses - it is exceptionally good at hel ping you set a particul ar
mood. But for nost sal es purposes, it is wordy, vague and di stances your
customer, very often just when you want to draw themin. Conpare these
two descriptions: Passive Description: Once the button has been clicked,
the order is generated inmmedi ately and an e-mail confirmation will be
sent automatically to you. Active Description: Wien you click the
button, we inmredi ately generate your order and automatically send you an
e-mai|l confirmation. See the difference? Feel the difference? The first
description is wordi er, vague and requires the custoner to nake somne
assunptions - who's clicking, who's generating, who's sending. It feels
shifty, as if it might actually be lying to you. In contrast, the active
description is short and sweet. You do this and we'll do that. Ta-dah!
There's confort in the active voice. You can trust the active voice. It
gets things done. It nmakes promi ses that don't sound w shy-washy. It's
the voice of accountability! Now think about this: Passive Description:
The Sonic Drill can be used to make holes up to two inches deep and one
inch in diameter, quickly and easily. W al so stock accessories that
make it a snap for you to expand your possibilities. Witing Techni ques
1
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The active description involves your custonmer and puts her inside the
activity. The passive description requires her to work all create a
strong nental imge and nood - mandatory for effective witing. Sanple 1
created its nood with ten adjectives and three adverbs; Sanple 2 used
only two adjectives (and one of those a verb form and no adverbs, yet
achi eved a nore powerful result. Mdod. Verbs can help communicate
meani ng and quality in a sentence w thout boggi ng down the | anguage with
unnecessary nodifiers. 58 1 Persuasive Online Copywiting
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W go to the store. We trudge to the store. In both sentences, we arrive
at the sanme place (and in the sanme nunber of words), but the second
exanpl e gives you a nmuch better idea of how we'll get there and what
mood we're in. Verbs as Adjectives. Fol ks have grammar ni ght mares when
soneone nentions participles, but a participle is nothing nore than a
verb used as an adjective (a word that nodifies a noun). Vanqui shed by
his foe, the commander knelt on the ground. (vanqui shed commuander)
Dripping with rain, the nmouse scurried under a toadstool. (dripping
nmouse) The surrendered docunent lay on the table. (surrendered docunent)
Verbs as Nouns. Ditto the nightmare stuff when it cones to gerunds, but
gerunds are just verbs with -ing endings that work as nouns. Gving is
better than receiving. His fear is losing control. She adores listening
to bagpipes. In all their incarnations, verbs breathe essence and
vitality into your witing. By their very nature, they are
action-oriented and qui ckly draw your reader into a powerful nental

uni verse of activity, sound and feeling. They also pull your reader
through the text. Verbs are |ike seductresses with come-hither gestures!

Use themwell, and you will hel p keep your reader hooked. Use
Alliteration. Alliteration is the technique of using the same letter (or
sound - "ph" sounds like T') at the beginning of each word in a series.

Used sparingly, particularly in subject |lines and headings, it can be a
clever strategy to capture your readers attention. A newsletter from an
online comNfiting Techniques 1
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See the spick-and-span result.'' Develop a Pace. Powerful witing

mat ches its pace to the feeling it intends to create. To inspire an
excited, fast-noving feeling in your reader, use punctuation sparingly,
and i nmpart notion through the use of action verbs and short, rolling
words. If you want to convey a relaxed and sl eepy feel, a sense of rest
or noodi ness, | engthen your sentences, use abundant punctuati on,
descriptives, and pay very close attention to detail. Your pulse races,
hands cl enching your ticket as she conmes flying into the honestretch.
Wi spering a prayer, you watch her cross the Iine. A photo finish. Too
close to call. Eternal silence. Bated breath. The announcenent crackles
in your ear. She lost. By a nose. How do you feel? Breathing just a bit
shal | ower ? Your fingers finally uncranp and ease their vise grip on danp
paper, a pal pable weight in your open palm the enbodi ment of hope that
has becone failed dream You shred precisely, with contenpt, then
surrender the useless burden, and the tatters flutter " Curl Friends:
http://ww. curl friends.com se The Craft of Copywiting. Alastair
Cronpton. London: Hutchi nson Business. 1987. p 87. 60 1 Persuasive
Online Copywiting
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like betrayal to the stained concrete at your feet, no |onger

di stingui shable in their promse fromcrunpled candy wappers and enpty
pl astic cups. Now how do you feel ? Can you see the pal mopening in sl ow
motion, ticket fragnments falling |ike decayed petal s? Can you sense the
despair? Develop a Rhythm Rhythmis essentially an alternating
recurrence of simlar elenents. Songs have rhythm |jokes have rhythmin
their timng and delivery. Good witing has rhythmthat is revealed in
the variation of sentence | ength. When you wite sentences that are al
the sanme length, your witing devel ops a plodding predictability. To
avoid this, mx up your sentence |lengths: a short sentence, a |ong
sentence, a nmedi um sentence, then another short sentence. This sentence
will carry sone inpact, because the reader wasn't expecting it. Another
short sentence might reinforce the inpact. Then a | ong one. G ve your
reader the experience of rhythmin variety. Interestingly, there is a
"rhythmin three.” Wen you incorporate a series of things into a
sentence, three seens to be the magic nunber. It has a nice rhythm "W
| oad up the car, roll down the wi ndows and head out into the day. 1129
Use Poetic Meter. You create both rhythmand a pace that pulls your
reader through your copy - and hel ps inprove the nmenorability of your
copy - when you enpl oy poetic nmeter. Poetic neter is sinply the
arrangenent of words in a repeating pattern of accented and unaccented
syl lables; the traditional fornms of poetic neter are the ianb, the
trochee, the anapest and the dactyl (see the table on page 62). The ianb
is considered the neter nost natural to speech - many passages in
Shakespeare's plays are conposed in iambic pentameter (five ianbs per
line) - and many sonnet forns enploy ianbic neter. Shall | conpare thee
to a sunmer's day? Thou art nore |ovely and nore tenperate: 3 Adverti sing
Secrets of the Witten Wrd : ..ERR COD: 1.
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brook Dactyl / u u Dactyls are stately and cl assical Dr. Seuss played
magni ficently with nmeter. The earlier exanple (under Seussing) is
written using captivating anapests. The exanpl e bel ow uses trochees. One
fish, two fish, red fish, blue fish Advertising has | ong taken advant age
of the "catchiness" of nmeter, and the propensity people have for better
remenbering copy that effectively uses neter. Wnston tastes good |ike a
cigarette should 62 1 Persuasive Online Copywiting
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as it was in our earlier exanple, but it is presented in a fluid way
- now you can visualize the event in a softer focus. The nontage isn't
as stop-and-go; instead it alnbst flows with a strange quality of
suspended notion that is at odds with the obvi ous speed of what is
happeni ng. And sinply by changi ng the punctuation (and a few words).
Then, the finality of the event is acknowl edged and reflected in the
| ast two sentences: two hard stops. Witing Techniques 1
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take ne to the next level." Engage the Senses. To hold the attention of
your readers, use shapes, colors, and nanes of things to which they can
easily relate and to which they can attach strong, clear nental inages.
Though distinct to each person, these inmages do require everyone's
active involvenent. Mental images are conposed of all senses; therefore
words like "sweet", "bright", and "snmooth" enhance their "visibility".
By strengthening your mental inmages, you'll haul your readers to the

pl aces you want themto go. Be Specific. Specifics are nore believable
than generalities, and specifics about your products or services are far
superior to generalities (or even specifics) about you. Authors of every
genre tend to gain your willing suspension of disbelief by neans of
details. It takes careful attention to describe accurately things you
want people to imagine in a certain way. Make each point very clearly;
gi ve your readers the respect they deserve as you captivate them by
maki ng powerful, relevant, and specific statenments about stuff that
matters to them - not you - every opportunity you get. Mke it
Irresistible. Remenber watching a Seinfeld episode, glued to the TV,
following several unrelated stories that finally converge into a
hilarious, unpredictable, grand finale? It's a kind of tenplate sone of
t he nost nenorable TV shows have tapped into: a single episode weaves
together nmultiple storylines that eventually connect at the clinmax. You
can tap into 64 1 Persuasive Online Copywiting
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this nagic as well - it's particularly effective when devel oped through
an emai | canpaign. Alternate between several storylines, lay false
trails, add a bit of nystery by withholding some infornation until the
very end of your nessage. Have your readers need to read what you have
to say. Commruni cate Enotions and Feelings. Peopl e make buyi ng deci si ons
based on feelings. Therefore, it is essential that your reader fully
realize the feelings you nean to comuni cate so she can properly

transl ate throughout your nessage. Once you have chosen the appropriate
enotion to evoke, think of words and phrases you associate with it and

i ncorporate these into your witing. This way you won't just paint
pictures, you'll give rides. Be Provocative. Mike your nessage

strai ghtforward enough so receivers are inclined to read it and
provocati ve enough that they choose to read it again. The secret is high
I npact Quotient, that is, your nmessage's power not only to convince, but
al so to enlarge and i npress. Readers go back and read the words again
when they realize you' re witing about sonething nuch bigger than they
originally suspected. The thought that they have missed "sonethi ng huge"
draws them back to the beginning for a second read. Read a thing tw ce -
even in one sitting - and you've read it twice. You have just doubl ed

t he nmessage's frequency. Be Audaci ous. Audacity |everages the power of

t he unexpected. Audaci ous statenments have far nore inpact than those
that are "predictable." Are you avoiding audacity for fear you m ght

of fend soneone? Are your readers reaching for tissues because you bore
themto tears? Go ahead; take a chance worth taking. Customatix, a
custom zed athl etic shoe busi ness, wel comed new accounts with a little
audacity: Well, you've gone and done it now. By opening a Customatix
account, you've just changed the way you're going to buy athletic shoes
forever. Be careful. The surgeon general reports that designing your own
cool athletic shoes can be highly addictive .3 3" Appearing in Net
Words: Creating High-Inmpact Online Copy. N ck Usborne. New York:

MG awHi ||. 2002. p 38. Witing Techniques 1
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Thi nk Synbolically. Synbolic thought bridges left-brain and right, the
literal to the figurative, concrete realities to abstract concepts. It
communi cates ideas in such a way that massive, right-brain concepts can
be glinpsed on the left-brain's little black & white screen. Synbolic
thought is rich and exciting, satisfying both hem spheres of the brain.
It is extrenmely useful when you try to comrunicate difficult concepts,
and encourages the reader to consider things fromdifferent

per spectives. You comuni cate symnbolically when you wite in sinmles and
nmet aphors. A simle is a figure of speech that creates a conparison
between two essentially dissimlar things, often introduced with the
words "like" or "as." "Cheeks |like roses,"” "lips |like wine" and "fog as
thick as pea soup” are all simles. The conparison is the reference for
the simle. Wile there is also a suggestion of |ikeness between two
things in a nmetaphor, this figure of speech is a bit nore conplex. In a
nmet aphor, one thing is conceived as representing another thing: a
synbol . More broadly, netaphors are "figurative." The exanple belowis
rich in netaphor. Wngs Sonme only dream of flying They say you need
wings to fly |I say, | have wings But they can't hear ne | am al ready
there And the wind is screanming words with ne But | am not dreani ng They
say | wish | had wings | say, you do have w ngs The question is: Were
are you hiding then? A young girl nanmed Piper Loyd wote this poem and
Ni ke used it in a television ad for shoes - sinple copy read agai nst a
mont age of images. Not the sort of text you mght think of juxtaposing
with shoes. As a piece of pronotional copy, it was brilliant:
phenonenal | y nenorabl e, persuasive, enotional, provocative, audaci ous,
synmbolic! 66 1 Persuasive online Copywiting
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Copy Length. There is a |l ot of discussion about the |ength of your copy,
and if you believe everything you read, you would only ever generate
very short copy. The consensus appears to be that those who read online
can't be bothered to read I engthy content or emmils, and that |ong
emails, in particular, negatively affect your conversion rates.
Surprisingly, though, shorter copy is not always the better choice. One
consuner software nmarketer learned this by testing three different sets
of copy in an enmail canpaign: A) a tried-and-true version of about three
very brief paragraphs; B) a slightly |Ionger version, at about
three-quarters of a printed page, that expanded on the offer details;
and C) a one-and-a-hal f-page version that went into nore detail on the
of fer, products, and conpany. Al three were nmailed at the sane tinme in
straight text to three equal -sized segnents (50, 000 nanes) of the house
list. The winner? C. Although it was substantially longer, it garnered a
7.5 percent click-through rate and a 4 percent conversion rate. B placed
second with just under 6 percent and 3 percent, respectively. If you
short-change your copy - bleed it of its persuasive power - you can do
serious damage to your conversion rates. Al things being equal, short
copy is better. W've heard it's possible to make al nbst any point in
500 words or fewer. W are not suggesting this is a rule to which you
nmust adhere, but it does highlight the challenge of witing well and
wor ki ng some editorial magic. Because if you can say exactly the sane
thing in fewer words - acconplishing exactly the sanme goal - that's a
very good thing indeed. But saying |ess than what needs to be said, just
because you' ve been told copy nmust be short, is not a good thing. Beware
the difference! You don't want to blather ad nauseum neither do you
want to short change the job. In deciding how nuch you should say in any
situation, be guided by what you need to say to acconplish your goals
and neet your custoners' needs. Back when the majority of copywiters
were men, there was a saying: your copy should be Iike a worman's skirt -
| ong enough to cover the essentials, but short enough to be interesting.
Your subject and choice of approach detern nes how | ong your copy should
be. Just renmenber that copy needn't be short to be effective. It should
be as long as it needs to be - not a word nore nor |less. Witing

Techni ques 1
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The key to witing persuasively and with rel evance is to use your

i magi nation in an appealing, different way - a way that jogs the reader
from conpl acency and captures attention. You're not just hawki ng your
wares, you are communicating magic. 68 1 Persuasive Online Copywiting
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V Witing "Basic" with a dobal Reach English happens to be the | anguage
used by about 80% of all Wb sites. W' ve read sonmewhere it could be

Chi nese by the year 2007. But for now, the lingua franca is English. So
what do you do if your business has a nore gl obal reach, and you have to
make sense to nonnative readers of English? You wite basic! Now, we
make no bones about it. W do not generally wite basic English
particularly in our newsletter, G okdotcom You get us as we are. And
that's a perfectly acceptable nodel - you've got to figure you' re never
going to appeal to all the folks all the time no matter what you do.
Someti mes you choose to "target" your witing. But some of you out there
must comuni cate effectively on your Wb site and in your enmails with
those for whom English is a second | anguage (ESL). So here's what you
do: Use short sentences 15 to 20 words - and 20 words puts you close to
t he danger zone. Witing concise, direct sentences is nost of the
battle. Use sinple sentence constructions Subject - verb - object (if
any), followed by any extra information. You start confusing fol ks when
you insert lots of phrases between the core el enents of a sentence. Use
the active voi ce When you use passive verbs, you risk naki ng your
meani ng anbi guous. Witing Techniques 1
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Avoi d "phrasal" and "nodal auxiliary" verbs Phrasal verbs conbine two or
nore words, as in: call up, pull in, pick anay at and put down. Engli sh
has about 3000 of these constructions, and they confuse non-native
speakers of the | anguage. So choose a one-word verb that says the sane
thing. Mddal auxiliary verbs include should, could, can, would, m ght
and may. A representative should contact you within 48 hours. Does this
mean he will, he might not, he has a noral obligation to or that it
coul d take |l onger than 48 hours? Native English readers understand these
wor ds based on context. They usually perplex ESL readers. Use pronouns
clearly Notice the last two sentences in the previous section. The
"they" in the last sentence refers to a noun in the previous sentence,
but which one? Wrds? Native English "readers"? O did we nmake a
grammati cal mistake and refer in the plural to "context"? See what we
nean? Use sinple, commobn words with clear neanings Use positive | anguage
Stay away from negative constructions (which can be hard to transl ate)
and negative inages (which are depressing and can be insulting). "Don't
you just hate it when..." is a negative construction (don't) with a
negative image (hate). Double negatives (as in "not uncomon") are
doubly troubl esone. Avoid idionms, clichand slang W wote "nake no
bones about it." Can you inmagi ne what that neans to this audi ence?
Not hi ng. Proof very carefully Witing that is granmatically correct and
free of typos is enornously inportant with this audi ence! These fol ks
are generally good with English grammar and if you break the rules, you
ri sk confusing themat best and damagi ng your credibility at worst. 70 1
Per suasi ve Online Copywiting
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Get sonme help If you know peopl e who speak English as a second | anguage,
ask themto read your copy for clarity and to help you identify
potentially offensive |language. This is especially inportant if you are
using hunor. If you want to study a good nodel for International
English, pick up a copy of the Herald Tribune ,32 a newspaper that
wites in English for a gl obal audience. 32 Herald Tri bune:

http://ww. iht.com Witing Techni ques 1
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Witing for Personalities From Hi ppocrates through Jung to Keirsey and
beyond, hunmans have been trying to fathomthe di nensions of personality.
In the nost general scheme of categorization, we've |learned that each of
the mllions of different personalities fall into one of four main
groups, which we |abel as Driver, Am able, Expressive and Analytical. It
doesn't really matter what you call them Thing is, you need to becone
intimately acquainted with these personalities. They are your Wb site's
visitors. And once you know who they are, you've got the inside track on
how you shape your witing to persuade them nost effectively. At the
nost fundanental |evel, all people are notivated by a single, critical
guestion: What's In It For Me (WIFM ? Their dom nant personality types
strongly influence how they ask that question, perceive value and,
consciously - or nore typically, subconsciously - approach a

deci si onnmaki ng task. One of your nbst inportant objectives is to

comuni cate consistently with each of the four main personality types,
SO your prospects can "self serve" the information they require to

i nfluence their buying decision fromthe "buffet" of information you
provide on your site and in your emails. It is inportant not only to

gi ve peopl e what they want and need, but to give it to themthrough
words that are designed to appeal to them On to the introductions! For
each personality, we'll give you a general profile, then sonme specific
comrents that include the domi nant attitude that characterizes this
personality, how this personality type typically uses tine, the question
this personality type is nost |likely to ask about your product or
service and how you should strive to neet the needs of this personality
type. Finally, we present sanple copy - sane copy for each profile, 72 1
Per suasi ve Online Copywiting
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but italics and underlining indicate the |anguage that will appeal nost
to the personality type. AM ABLE Am abl es nust be authentic. They are
al ways engaged in a personal quest for their unique identity and |ive
their lives as an expression of it. For them integrity means the unity
of inner self with outer expression. These individuals appreciate the
personal touch. They |ike things that are nonthreatening and friendly.
They dislike dealing with inpersonal details and cold hard facts, and
are usually quick to reach a decision. Attitude: Personal, activity
oriented Using Time: Undisciplined, fast paced Question: Wiy is your
solution best to solve the problen? Approach: Address values and provide
assurances, credible opinions rather than options Sanple Copy: Qur
approach is personalized to neet your obiectiues. The bottomline is
that your results are guaranteed. Explore our methodol ogy to discover
how t housands of clients just |ike you have been delighted. ANALYTI CAL
Anal yticals need to be organized to act. For them task conpletion is
its own reward. These individuals appreciate facts, hard data and
informati on presented in a |ogi cal manner as docunentation of truth.
They enj oy organi zati on and conpl etion of detail ed tasks. They do not
appreci ate the "personal touch" or disorganization. Attitude:

Busi nessli ke, detail oriented Using Tine: Disciplined, nethodically
paced Question: How can your solution solve the problenf? Approach
Provi de hard evidence and superior service Witing Techniques 1
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how t housands of clients just |ike you have been delighted. ASSERTI VE
Assertives seek conpetence in thenselves and others. They want to
understand and control life. Driven by curiosity, the Assertive is often
preoccupied with learning twenty-four hours a day. These individuals
have a deep appreciation for challenges. They enjoy being in control,
are goal oriented and are | ooking for methods for conpleting tasks. Once
their vision is clear, they are usually quick to reach a decision
Attitude: Businesslike, power oriented Using Tine: Disciplined,
strategically paced Question: What can your solution do for ne?
Approach: Provide options, probabilities and challenges 74 1 Persuasive
Online Copywriting
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and even if an Expressive engineer requires the product, his job
requires that he be concerned with a logical, orderly, precise and
features-attentive approach. Witing Techniques 1
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And if you run an online dating service, no matter how Anal ytical or
Assertive your visitor, she is likely to approach this service in a nore
Expressive state of nmind. Understanding these profiles allows you to
create nultiple navigation paths that will be much nore neani ngful and
satisfying to the people who conme to your site, because they will appear
tailored to their needs. And when you line these paths with intentiona
copy that appeals to the different qualities people value and the
various ways in which they interact with the world, you will be speaking
far nore persuasively to each and every one of your visitors. 76 1
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Witing in Review W' ve discussed the context of nmany of these issues.
Let's just run through them now, individually, so you can be certain
you' ve covered the basics. Wthin the context of the style you have
chosen - potentially a very evocative style - are you grammatically and
syntactically consistent? You don't have to wite in conpl ete sentences.
You don't have to use standard punctuation. But it always hel ps to know
how grammar and syntax shoul d be handl ed, even as you stray fromthe
strai ght and narrow. And no matter whether you seek to create a nore

fl amboyant inpression or wite within the confines of corporate
tradition, many of your readers will find you |l ess credible and |ess
convi nci ng when you abuse spelling and tense agreenent. |If you or your
copywiters have been doi ng your honework, you'll have a pretty good

i dea how peopl e are tal ki ng about businesses, products and services
simlar to yours. Find ways to echo these styles in your nmessage, from
"inflection" to vocabul ary choices. You will be nuch nore likely to make
positive connections with your audi ence when you speak to them as they
tend to speak. Always nake sure the words and style you adopt are
appropriate to the context of your relationship with your readers. Qur
friend, The Grok, can get away with greeting his readers as "dudes and
dudettes,"” but if you are a loan and finance conpany or a supplier of
serious nedical equipnment, this mght not be in your best interest.
There was a tinme when peopl e may have expected comruni cations from

busi nesses to individuals to be very formal and proper. And while there
may be places where the "Dear Sir or Madam We deeply regret to inform
you that despite our best efforts we have been unable to procure the
itemyou desired" approach mght still work, it generally isn't online.
Stiff, Witing Techniques 1
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conpose your content and copy, you wite as if your only purpose was
comuni cation fromone individual to one individual: speaker to reader
Nobody wants to feel she is sinply a nanel ess face in face in the crowd
or the online version of "current resident."” People don't devel op
relationships with entities. And when they buy, they nmuch prefer to
think they are buying from soneone who cares about them soneone who is
going to look after their needs. As you wite, picture a specific
person. Gve that person a character and qualities to which you can
relate. Then wite to that person, just as you would speak to that
person if you were face-to-face. It's interesting to consider that the
writing contained in personal letters is often the nbst engaging witing
you can read. You as an individual and a busi ness have a uni que voice, a
personality with facets. Use these, enbellish upon the conventional. If
you sound |ike everyone el se, and always sound |i ke everyone el se, you
are not exactly going to stand out and get noticed. Keep your witing
fresh, unique. Don't overuse clich unless you have a specific reason
for using them and don't fall prey to adopting the | anguage that
peppers unsolicited commercial mail - particularly in the subject Iines
of your emails! To confer the broadest appeal on your witing, don't
litter it with jargon or insider-speak that nay be unfamliar to sone of
your readers. If you absolutely nmust use technol ogy-specific
ternm nol ogy, nmake it accessible to the lay reader, and pay attention to
i ncorporating the benefits inherent in the features. Use the passive
voice only if you have the perfect application for it. Otherw se, keep
your writing voice in the active tense. Your reader should never have to
wonder at the inplied agent of action. Active voice is nuch nore

i mmedi ate, nore econonical in the nunber of words it uses and inspires
confidence. Skillful use of verbs gives your witing notion, energy and
makes it appealing. The verbs you use in your calls to action should be
i mperatives (Cick here, Add to cart) paired with a clear benefit. Your
goal is to create strong, positive inmages that inpress upon your
readers' mnds, activate their imaginations and becone nenorable. 78 1
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Witing that is suggestive, inpressionistic, and that elimnates the
obvi ous encourages nore active participation fromyour readers. Anytine
you can get your readers inagining alongside you, you are nuch nore
likely to tap into the enotional real mthat will persuade both their
hearts and their mnds. W did nention earlier that it was inmportant to
choose between speaking to the very conpelling fear of |1oss or the |ess
compel ling (and nore often favored) hope of gain. There are certainly
ci rcunstances where fear of loss is the notivating reason for taking
action, but if you take this perspective, you nust tread the path
carefully. Often it is nore advantageous to speak to present gain and
put the fear of loss in a reflective context. Dredging up distressing
mental inages is risky; people tend to discard or ignore negativity. A
person should feel fully inrersed in the imagery you present. She shoul d
be able to place herself inside what is happening and i magi ne how she
woul d be feeling. Verbs, a second person perspective and | anguage t hat
appeal s to the senses are the keys. Renmenber that to take action, a
person nmust be able to see herself taking that action. Once you have her
t hi nking what it would be like to take a particular action, she is that
much closer to doing so. Stellar witing begs to be read. There is an
urgency to the witing that keeps the reader going, even when that
reader mght be pressed for tinme. If you can create this sense of dram
and monmentumin your witing, you stand a nuch better chance of
capturing nore of your reader's share of mnd. Witing Techniques 1
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The Magi ¢ Touch of Editing |'munable to judge ny own work and | don't
see how any copywiter can. David Ogilvy You are never done writing.
Once you've witten, there is the urge to refine. And refine again.
Witing can always be inproved, but the witer, by virtue of having
created the copy, suffers fromlnside-the-Bottle Syndronme and sonetines
has difficulty reading the label. It's hard to be objective when you' ve
poured yourself into the words. This is where a good editor makes al
the difference. More than sinply proofing the copy, an editor can offer
the objectivity and skill that turns good witing into brilliant
witing. Ego is an unproductive factor in the equation - no matter who
is involved in the process, the collective goal is to achieve copy that
wor ks hard for you and perfornms well. The editors job is to refine the
copy so the fewest words yield the greatest effect, all within the
context of the witing style you have chosen. Here are sone editorial
ti ps you can use to help inprove your copy: Look at 'that' words. People
tend to overuse the word '"that.' They wite "She said that she would
conme" when they could wite "She said she would cone."” If your sentence
makes sense without the 'that' word, exorcise it. One fewer word is a
good thing. Edit for rhythm Al short, all long, no variation - this
gets nonotonous. It will bore your reader, who will then proceed to tune
out you and your nessage via the delete or backspace button. Wrds,
phrases, sentences, all have "sound" value; there is an inherent 80 1
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musicality to witing, and a pleasing rhythmw Il nmake your witing nmuch
stronger and nore nenorabl e. Consider conbining sentences. |If you string
the sanme point across nultiple sentences, see if you can conbine themto
make the point nore strongly in fewer sentences. " Renpbve unnecessary
words. In witing, less very often is nore. It nmakes what is there stand
out nore promnently. If you don't really need a word, take it out.
Rearrange thoughts so they flow better. There is a logic to the process
you are asking your readers to engage in and your witing should
reinforce that process. Step i usually comes before Step 2." Witing is
acraft; it takes lots of tinme and lots of practice, and even then,
there's always nore to learn. Do what you can to tighten and shape your
copy, then hand it over to a good editor. Not only will you find you
have a better product, you will probably also |earn how to inprove your
techni que. Advertising Secrets of the Witten Wrd : The Utimate
Resource on How to Wite Powerful Advertising Copy. Joseph Sugarnman

Del star Publishers. 1997. p 104. Witing Techniques 1
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And watch your calls & sal es SKYROCKET! A Custom Desi gned Yel |l ow Page Ad

by MaxEffect WIIl: " Maximze your readership, phone calls & sales..
24/ 7/ 365 " Save you noney... Using the nost cost-effective sizes &
colors " Save you tinme... Mnimzing YP sales rep calls & DY struggl es
" Elimnate Yell ow Pages frustration, doubts & deadline worries "

Nul l'ify your conpetitors... Letting you dom nate your classification
Yel | ow Pages advertising is expensive, tine-consum ng and fiercely
competitive. A new, customdesigned ad by MaxEffect will let you easily

conquer your rivals and save you tinme, noney and the aggravating
headaches comon with Yel |l ow Pages advertising. Study the follow ng Ad
Sampl es, read a few Testinonials or review our Ri sk Free Guarantee. 14
Max- Ef fect: http://ww. max-effect.com For an additional perspective on
this case study, see Debbie Weil's WrdBiz Report interview w th Bryand
Ei senberg, "On Before and After Hone Page Copy that Engages and Converts
Visitors.” 30 January 2002. 82 1 Persuasive Online Copywiting
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nore strongly than anything el se on the page. " Be engaged by your ad so
they read it entirely! " Recognize that you are the solution to what
they' re searching for. " Call you, visit you & buy fromyou! For just a

onetinme, |low investnent you get an express in-depth conpany eval uati on,
out st andi ng graphi c desi gn and persuasive creative nessaging that wll
deliver inmediate results. Best of all, your new MaxEffect Yell ow Page
ad i s i 00% Guarant eed. Check out sone happy clients' ad sanples and read
about all the business we've generated for businesses |ike yours.
Witing Techni ques 1
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Contact us now to dramatically increase your sales opportunities! This
shorter revision is nore to the point, nore believable, conpletely
benefit-oriented and puts everything in a positive light. The val ue
proposition of "saving tinme and noney"” has becone "nmaki ng nore noney."
And while "Maxim ze Your Investnment!"” is possibly one of the biggest
clichin the book, it reinforces the business nane, while the

excl amati on point echoes the logo. It works for John's custoners. Look
and Feel The other principal problemw th John's copy centered on
usability issues associated with the ook and feel of the site. The old
home page was | aid-out attractively, but the color choices nmade it

al most i npossible to quickly scan or skimthe reverse-color grey type
featured on a bl ack background. You could argue it was an aesthetically
pl easi hg col or conbi nation, but it played havoc on the reader's eyes.
Max Effect O d Honme Page 84 1 Persuasive Online Copywiting



Page 85

John's Yell ow Page ad designs really are distinctive, and he had a
sanpl e page of his work. But very few people could be bothered to get
past this barbed-wire fence to discover John's skill. To conplinent the
positive copy, John needed a positive | ook and feel, sonmething that was
usability-friendly for his copy and, again, didn't reinforce negativity.
The new hone page is brighter, conveys energy and, nost inportant,

hi ghlights the copy that is critical to John's conversion process: once
you' ve focused on the central headline, you are quickly drawn to text
that is benefit-rich and includes hyperlinks as internal calls to
action. Wth these changes in place, John went fromi or 2 |eads a week
to 1 or 2 a day. He got nore business than he could handle! So he hired
soneone to help. Recently, he raised his rates, hoping that woul d

di scourage sone of the visitors to his Wb site and help himcatch up
with his workload. It didn't. What a problemto have! Max Effect New
Home Page Witing Techniques 1
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The Medi um The Eyes Have It You pick up a newspaper; your eyes go for
the pictures first. So it should follow the same thing will happen when
you sit in front of a conputer screen, right? Well, Stanford-Poynter

Proj ect researchers discovered that when fol ks read news online, their
eyes went for text first, particularly captions and sunmaries, and
graphics only later .35 Sonetinmes nuch |ater. Sometines not at all. This
made a |l ot of comrercial witers happy. It also heral ded a new phase of
inquiry: how do fol ks scan Wb sites for information? Should you care
about this stuff? If you know how fol ks gather information visually from
their browser w ndows, you' ve got a powerful design tool you can use

ri ght now to support your mssion of persuading your visitors to take
the action you want. \Wen a user |ands on a Wb page, she gives the

di splay a quick scan that starts in the top left of the wi ndow, noves
gui ckly across the center to the right, then returns leftward, again
crossing center .36 Al this happens in seconds, w thout the user
necessarily fixing her gaze until she reaches the center of the display
as she's coming back. It also usually happens w thout her being aware of
it. She's on a prelimnary scouting mssion, an effort to quickly orient
herself within the context of a page, before she nmakes the conscious
effort to engage with the information. Stanford-Poynter Project:
http://ww. poynt er. org/ eyetrack2ooo/index.htm 36 It is inportant to
note that this is the pattern for Western culture. The point is cleverly
and interestingly made in "What You See Depends On Were You're From"
The M cro Conputer Trainer. The Medium 1
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How Can | Use This? Your |ogo should be one of the first elements the
user encounters at the top of the page (so nmake sure it's one of the
first things that loads). This is your identity, and along with the url,
| ets your user know where she's |landed. " d obal navigation schenes work
well here, as do in-site search features (if you use them) - they
provide the prelimnary assurance of general organization and can serve
as back-up. " Make sure your value proposition is clear and promni nent.
Jared Spool's User Interface Engineering groupa' has discovered that a
user's gaze ultimately fixes in the center of the screen, then noves
left, then right, a pattern of visual fixation that was true of both new
and experienced users .a8 A user fixed on areas other than the center
only when she was | ooking for additional information. The team al so
found users pretty rmuch ignored the bottom of the screen and seened to
interact peripherally with the right area (fol ks use their scroll bar

wi t hout obviously looking at it!). How Can | Use This? " dearly the
center area of the screen is prime real estate, the "active w ndow
where you will either succeed or fail in persuading your visitor. This
is the first place your visitor nmakes a conscious effort to engage with
you. When her gaze returns across the screen fromits prelimnary
sortie, you want to nmke sure you present content and copy that will
capture her interest and notivate her through the conversion process. If
anything on the page distracts her or requires her to disconnect from
the center area, she is that nuch less likely to stay rapt in your
powers of persuasion. And if you' ve | earned the Stanford-Poynter |esson,
you' Il understand your words are nuch nore inportant than your images.
"User Interface Engineering: http://ww.uie com 38 "Testing Wb Sites
with Eye-Tracking." WIIl Schroeder. User Interface Engi neering.
http://world.std. com -ui eweb/ eyetracki . htm 88 1 Persuasive Online
Copywri ting
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" The left side of the screen can function as a "stabilizing wi ndow," a
pl ace where people | ook for particular points of reference that can help
themlocate the itens that suit their needs. Conprehensive navigation
works well here. " Even when they remain engaged in the central area,
users peripherally attend to the right area. This beconmes a val uabl e
space to convey confidence through your assurances, guarantees and
testimonials. Calls to Action do well here, too. Notice how Amazon has
their Add to Shopping Cart and 1-Click action block in the top right,
and below this is their Add to Wsh List button. Because the user is
peripherally aware of it, she knows it is there if and when she is ready
to take that action. Using this cool eye-tracking stuff, your genera
order of business is first to orient your visitor, then use your "active
wi ndow' to keep her attention and persuade her to becone a buyer (or
subscri ber, or whatever your goal is). The other graphic turf on your
Web site is no less inportant to the overall effort, but your users are
sinmply never going to give it the same visual priority. If you know how
fol ks scan, you have a tenplate for placing things on your Wb pages so
your visitors will find a) what they are |ooking for, b) where they
expect to find it, c) in the way that engages them best. Don't think of
it as limting your artistic freedom think of it as know edge you can
use to neet your custoners' needs and thereby increase your conversion
rate! The Medium 1
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and | need to understand it?" you wonder. You bet! If your visitors
can't scan and ski myour Web pages quickly and efficiently as soon as
they first arrive, they aren't going to stick around to di g deeper. Not
good. Even though these two activities are related, they are distinct
experiences in the usability equation and require separate treatnent. If
you lunp scannability and skimuability together, chances are you're
going to miss the Usability Boat. Let's start with the dictionary
definitions :39 Scan: To | ook over quickly and systematically (scan the
horizon for signs of land), to leaf through hastily. Skim To give a
qui ck and superficial reading, scrutiny, or consideration (skimthe
newspaper). 39 Anmerican Heritage Dictionary of the English Language.
Third Edition. Boston: Houghton Mfflin Conmpany. 1996. pp 1610 and 1691
respectively. 90 1 Persuasive Online Copywiting
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a wooden fence close to you on the right with sonething on it. Your
"scan" suggests things | ook pretty safe. So you spur your horse to a
trot and go to check out that "sonething" on the fence. It's a piece of
paper nailed to a post. You approach. It's a "Wanted Dead or Alive"
poster. You dismount and get a bit closer, and "skini the contents,
|l ooking first for the nost salient facts that will help you decide if
you need to bother with the fine print. Maybe you' ve seen the guy. Maybe
it's you! See the difference between scanni ng and skinmm ng? Now let's
apply it to your Web site. Your visitor arrives and her eyes imediately
begi n scoping out the situation to deternine if she's in the right
pl ace. First, she will scan the visible screen for prom nent elenents,
determining if they nesh with her nmental inage of her m ssion. As she
scans, in addition to collecting "toplevel" clues |ike headlines, she
will be evaluating |l arger-scale issues such as legibility, arrangenent
and accessibility. This is where the nore prom nent features including
the size of your type, the layout of your page and your use of col or
conme into play. You want to help her minimze the tine she spends on
finding, sorting, and selecting infornation and get her engaged in the
conversion process. |If she doesn't find top-level clues that she's in
the right place, or if she finds the page too hard to deal with, she's
back on her horse, galloping to another site. Skimring is the second -
but no less inportant - activity. It is a reading-based activity, a
refinenment in the information-gathering process. Wen your visitor has a
fairly good idea of the lay of the |land, she is going to start engagi ng
with your copy. But she's not ready to stop and read anything
t horoughly. She's still not sure whether it will be worth her while. So
she's going to start with just a superficial read, |ooking for the
hi ghl i ghts The Medium 1
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and the inportant key words that will help direct further invol venent.
This is where bolding key words, bulleting, keeping paragraphs short,
maki ng sure the first and | ast sentences in each paragraph are strong,
choosing a legible font, and even the effective use of hyperlinks al
make a difference. It's a subtle distinction, but one that can nake a
big difference in your results. Try it - you'll like it! 92 1 Persuasive
Online Copywiting
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the point of action: "W Value Your Privacy!" Want to know sonet hi ng? As
soon as we did that seemngly mnor thing, subscriptions went way up! By
putting the information at the point of action, the inpact was i nmediate
and dramatic. The Medium 1
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Thi nk about how in sonme other place where it is not immediately visible
when the need to know it is forenbpst in your visitor's mnd. |f you walk
into a store, it's fairly easy to find out product warranty information.
You can read the box or chat with a sal esperson. Online, give your
customers this same option, at the point of action, when they'd
figuratively be exam ning that box. Link right there to product
warranties, your conpany's specific policies, even optional extended
service plans. R ght there! Maybe you take themto the info, maybe you
give it to themin a pop-up (about the only tinme we |ike these things),
maybe you give thema short and sweet sentence. Getting the picture? At
t he exact point your visitor has to start filling in a formwth
personal information, |let her know her privacy is sacred to you. At the
poi nt she m ght be curious about your conpany's shipping costs, make
them concretely avail able. Just when she's wondering whether or not she
can return the itemif it doesn't suit her, nake sure she knows you have
a no-questions-asked return policy. And don't linit yourself to
policies. Sone shoppers val ue what ot her people had to say about a
product or about doing business with you. Ofer testinonials, but also
be sure to put themwhere they need to be seen, when the question is in
your prospect's mnd. Think about other aspects of your sal es process.
What el se does your visitor want to know, and when will it have the nopst
i mpact on his or her decision? It's not only about making sure it's on
your site, it's also about nmeking sure it's in the location that wll
have the nost positive inpact on your sales. Think Point of Action. Gve
t hem what they need to know when and where they need ..ERR, COD: 1.
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50 What You Need to Know about Witing for Search Engi nes Search engi nes
are all about relevance. So the witing you do that is targeted for
search engine optimzation al so needs to be about rel evance. Ever notice
when you use a search engine, you are extrenely taskoriented? You are
only interested in finding the nost relevant result that pertains to
your search. Then you want to nobve on. You initiate a search, get a |ist
of choices that potentially nmeet your need and find the one you want -
the end result is that you have been satisfied. It's analgous to
shoppi ng on a Wb site. Renenber the buying process? Your prospects
begin with a problem they then do an information search, eval uate
alternatives and finally decide on the best one to neet their need. This
process also ties in very well with the process of Attention, Interest,
Desire, Action and Satisfaction (Al DAS). Search engines practice both

t hese processes on a regular basis. Your attention starts after you
enter your keywords and keyphrases. You get a ranking of results, the
titles of each result capture your interest, the descriptions ignite
your desire. Hopefully once you take action and click, you will be
satisfied with your choice. If you' re not, you'll go through the process
once nore. So how can we take the success of the search engi nes and
magni fy the effect so that we can increase the conversion rates on our
site? Take advantage of the sane el enents that make your page rel evant
to the search engines - they just so happen to be the sane el enents that
make the page rel evant (and persuasive) to your prospects. You begin by
finding the right keywords and keyphrases. The Medium 1
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NewsBi os ranks the Top | oo Business Journalists of the Year, the
Busi ness News Lumi naries, the Top 30 journalists under 32 1 Persuasive
Online Copywiting
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in fact, maybe even doubly bad! You | ook undependable if your listing is
so terse it seens |ike you can't be bothered with the details. The

Medi um 1
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Ak Worse, suppose you sit at the top of the list with a vague,

m sl eadi ng bl urb. | nmagi ne how annoyed fol ks are going to be when they
click through and don't find what they expected. And guess what happens
when you lure folks to a site that fails to deliver and doesn't engage
themin the conversion process? Conversion is about getting prospects to
take the action you want themto take. For search engines, the action
you want to notivate is a click. Here's what you need to know for sharks
who are fashion-consci ous and shark owners who are enbarrassed by their
naked pets. Like nost SEOP conpanies, this one is good at getting high
ranki ngs, but it doesn't understand conversion. Wat we have here is a
top ranking that doesn't drive action. No persuasion. No calls to
action. No real appeal to benefits. The conversion rate of this ranking
will be a fraction of what's possible. Conpare that listing with this
one: 98 1 Persuasive Online Copywiting
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Buy Top Designer Shark C othes Now and Get FRE Swpving Are you a hip
shark | ooking to stand out fromthe school? A shark owner who wants to
strut your pet in finery on his nmorning wal k? Phil has what you need.
What's different? The inperative "Buy" gets attention and creates
morment um toward taking action. "Now' reinforces the urgency. FREE

shi pping provides a clear benefit. Then a "richer" descriptive sentence
appeal s to enotion and creates strong nmental imagery. This listing is
likely to get 20-50% nore clicks than the first one! And all we did was
add a few very inportant words in a very specific way to create a link
that doesn't just sit there, but actively converts traffic. The Medium 1
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In Conclusion The Gok Notes Cliff Notes are cool, aren't they? Wen you
want to cut to the chase, you buy one and it reveals exactly what you
wer e supposed to get out of, say, Mby Dick. Saves you a lot of life
energy if you are the sort who isn't into plow ng through the ori ginal
but wants a clear understandi ng of the salient points. Know your

audi ence El ena Fawkner di scovered this snippet of copy fromthe Wb site
of a professional Wb copywiter: Today's readers and Wb browsers
demand frankness and verisinmilitude, so your witten conmmunications
require exacting professional integrity with accurate and adequate
research. For concrete, colorful and dynamic witten material that
willfully attracts customers, Bob Tony wll work with you to devel op
unrivaled witten comunications for your nmarketing materials, grants,
newsl etters, Wb site, or other publications and articles. To ensure
your witing tasks with pacesetting presentation and unparall el ed,

consi stent editorial power, give your deadlines to Bob Tony . Nane
changed to protect the ostentatious and | argiloquent.43 Verisimlitude?
WIllfully attracts? Ensure with pacesetting presentation? Editorial
power ? What a nout h- and headful of gobbl edygook! Bob Tony is definitely
not the fell ow you want as your copywiting nodel! - "Witing for the
Web. " El ena Fawkner. Internet Day, 14 Decenber 2001. In Conclusion 1
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Where do you | ook? To your custoners! Fol ks are out there talking. So
listen to what they have to say and how they say it, then nodel your
copy to reflect their needs and concerns. If you're going to invest tine
doi ng "adequate research,” dig in here! Keep your copy customer-centered
Ditch self-serving copy that pronotes how wonderful you are. Focus on
the powerful perspective of the second person (YOU') to help your
visitors put thenselves inside the picture, and always |let your visitors
know what's in it for them by comunicating the benefits of your product
or service. Appeal to their enotions by showng rather than telling and
by engagi ng the senses. Create a personality For all its interactivity
and dynami sm the Wb isn't very personal. And you want to get as
nose-to-nose with folks as you can. Do it not only by witing as you
(and they) would speak, but also by creating the inpression of an
appeal i ng personality. Gve your witing a distinctive, nenorable style
that captivates as it persuades. And keep in nmind: who you are is far

| ess inportant than who your visitors inmagine you to be. VERBal power
Ver bs get your visitors excited and should formthe backbone of your
writing. Using active verbs will not only help keep your visitors
engaged, it will also help inprove your credibility. The passive voice
occasionally may help you set the right tone or focus on the activity
rat her than the actor, but for persuasive purposes, it tends to sound
shifty and overly acadenmic. In general, avoid it in your Wb copy.

| nperative verbs are conmands. Act. Drive. Cick. See. Go. Downl oad.

Pair themw th benefits and you have effective calls to action. Be
credi bl e Your copy sends out credibility vibes all the tine.

Over-prom sing and spouting |lots of marketing hype won't work in your
favor. Neither will typos and granmmatical errors. 102 1 Persuasive
Online Copywriting
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Make your copy usability-friendly Understandi ng human eye-tracki ng
behavi or hel ps you optinize the organi zati on of your copy on your Wb
pages. It also helps to understand how fol ks scan and skimcopy. " Use
bul l eted points to detail critical information (including your val ue
proposition) " Get important information to your visitor first;

el aborate later (think newspaper articles) " Hi ghlight inportant text by
usi ng bol ding, color, a highlight feature, or nmaking the critical text a
link (as appropriate) " Use "white" space to separate your points " Keep
your paragraphs conci se and small -eyes gl aze over when they encounter

i mpenetrabl e bl ocks of text " Use font sizes that don't require

magni fying gl asses " Avoid |ight type against a dark background (reverse
type) - stick with contrast conbinations that are confortable on the eye
Is that everything? Sheesh, you know nme well enough by now to know t hat
when it comes to your online copy, | could keep going till the cows cone
hone. But then, these wouldn't be The Grok Notes, would they? And you
woul dn't know which areas | think are nost inportant to your efforts.
Now you do! In Conclusion 1
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VWhat to Do Next It can be daunting to consider revanping the entirety of
the copy on your Wb site. And it isn't necessarily sonething we would
reconmend you do all at once. If you have an existing site, you are in

t he advant ageous position of being able to test and optim ze your
changes. So as you are nmaking inprovenents, you are also | earning nmuch
more intimately the strategies and tactics that work best in your
situation, for your audience. Tiny, increnental changes will yield far
nore val uabl e informati on than a sweepi ng overhaul. As you begin to nake
t hose changes, we offer these suggestions: 1. Don't feel overwhel ned
with the task before you. It may seem | arge, but breaking it into

bi te-sized chunks is a nuch better - and saner - approach. 2. Look to
the "l owhanging fruit" first. There are nany opportunities to change
obvi ous, sinple elenments of your copy that can have a dramatic effect on
your conversion rate. Here are sone possibilities: a. Start paying close
attention to your Wb | ogs.- For now, | ook carefully at your reject
pages - the ones where visitors exit or fail to take an action.
Determine the extent to which the page is critical to the buying
process, then evaluate the copy to see if you can nake inprovenents that
will keep your visitors notivated and noving. " For nore information on
conversion netrics, refer to Measuring, Testing and Optim zing on page
154. 104 1 Persuasive Online Copywiting
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b. Exanine all the areas on your site where you require or request your
visitor to supply personal information. Add point of action statenents
that assure your visitor's need to feel secure. W added the very brief
"We val ue your privacy" beneath the newsl etter subscribe button for a
client and subscription rates i mediately doubled! c. On key Wb pages,
exam ne your headings (these are the words that grab attention) and your
benefits (these are the points that build interest). Mke sure your
headi ngs are witten in |anguage that is benefit-oriented. Bullet your
benefits so visitors can quickly read them and make sure they address
what "matters to the hearts of your dogs." W nmade changes to fewer than
40 words in the headi ngs and benefit copy for one client who was
experiencing a high rejection rate on one page. After the changes,
hundreds nore visitors conpleted that page and noved forward in the
conversion process. d. Scrutinize your autoresponder nmessagi ng and your
emails. In the nessages you send to your custoners - from shipping
confirmations to pronotional offers - you have a wonderful opportunity
to stretch your witing wings and nurture a (hopefully) long-term
relationship. 3. Wth every change you nmake, always test and optim ze.
Even if they all seem necessary, changes need to be made individually so
you can track the result of the change. If you nake one change at a tine
and then discover it doesn't help, it's easier to back up and try
something else. If you are not nethodical in your approach to change,
much of your effort will be wasted. Take your tine; in the long run, it
will be worth it. Using comrerce and content netrics appropriately
should be a critical part of your optimzation effort. If you want to
have common neasures and conparable e-netrics, standard terns are a
must. And if you want to communi cate clearly about the fruits of your
success and the | essons of your setbacks, recognizing standard
measurenments is inperative. To that end, it's inportant to consider

t hese issues about netrics and tracking: " Make sure your business has
standard internal definitions, and stick with them How you define a
page view may be a topic of discussion in your conpany, but, once you
define a page view, stick 154 1 Persuasive Online Copywiting
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t relevant witing for the Wb. Your circunstance will dictate how t hose
principles apply. There is no fast-track to certain success - renenber
the Tortoise! So take your tinme. Be nmethodical. In the long run, it wll
be worth it. This is exciting stuff, and it's just about to get nore
exciting! W wish you all the best. 106 1 Persuasive Online Copywiting
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7 Introduction You have goals for your visitors - you want themto nake
purchases, subscribe, register, make referrals, enter contests, qualify
as |l eads, and so forth. Your visitors have goals, too. They cone to you

- through search engines, email, surfing, recommendations - in the hope
they will find sonething to add value to their |ives and/or businesses.
They look to you to help themfulfill their needs, as well as provide a

process that not only satisfies, but delights. Conversion is the
complex, multi-faceted process whereby your Web site and emails persuade
your visitors to take that action. It is a reflection both of your

ef fecti veness and your custoners' satisfaction. Understanding the
rational e behind everything that goes into creating effective Wb
presence that drives action and builds relationships is essential - it

gi ves you the framework for acknow edging the value and the role of al

t he conmponents. Knowi ng why you need to do sonething in a particular way
strengthens your ability to create successful customer experiences. Your
short-termgoal is to persuade those who visit your website or get your
email to read it and take action on it. Your long-termgoal is to
devel op ongoing rel ati onshi ps with your prospects, so when they think of
the products and services you offer, they will turn - and return - to
you. How you acconplish this is only peripherally about technology. It
is far nore about people - who they are, what they feel, what nmakes them
tick, and what they really need fromyou. And when it cones to

comruni cation, it's not what you say, but what they perceive that

counts. Understanding Online Conversion 1
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The process through which you turn browsers into buyers involves both
art and science, and is grounded in proven principles. In this section
of the book, we present an overview of these principles and address the
steps you need to consider in creating or refining your online
conversion process so your visitors will take the steps you desire. 1 10
| Persuasive online Copywiting
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Conversion = Persuasion = "Selling" Quite sinply, whatever you do on
your site, whenever there is an exchange of val ue, wherever you are
trying to get your visitors to take an action - any action - you are
engaged in selling. Mdire inportantly, you are asking your visitors to
engage in the process of conversion. The online world of comrerce and
content revolves around the sinple five-letter word, "sales.”
Unfortunately, when people hear the word, they think of it as a "dirty"
word and imagine a slick, pushy and fast-tal king used car sal esman. But
sales is many things. It can be: " The exchange of currency for products
or services " The exchange of personal information for entry into a
sweepst akes " Subscribing to a newsletter " Opting in to an enmail |ist
Regi stering yourself " Agreeing to provide a referral " Converting
someone to your opinion about sonmething " Inspiring soneone to get as
ent husi asti ¢ about sonmething as you are or even " Convincing a child she
shoul d clean her room" A child convincing a parent to allow himto stay
up 15 nminutes longer In short, sales - a word we use for the sake of
simplicity - is all about persuading people to take the action you want
themto take. Persuasion is a transactional process resulting in a
change in beliefs, attitudes and/or behaviors; it is the nechani sm by
whi ch you notivate conversion. Understanding Online Conversion 1

n
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You're not going to change anyone's mind; in truth, people don't change
their mnds. Instead, we reexam ne old beliefs and decisions in |ight of
new i nformati on that affects how we think or feel, and make deci si ons
based on our reactions to that information. If we ever 'changed' our

m nds, we sinply reconsidered what we knew to be true and how we felt
about it. Keep in mnd the wi sdom of Sanuel Butler (1612- 0), who wote,
"He that conplies against his will is of his own opinion still."
Persuasion is fundanentally a cognitive and enoti ons-based process.
Conversion is the process whereby visitors to your site becone (are
"converted" into) customers, subscribers, contest entrants, etc. If
conversion is the result of persuasion, then persuasion equals selling,
where selling is both the art and science of practicing professional
persuasion, using tinme-tested and proven nmethods and systens. 112 1

Per suasi ve Online Copywiting
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Building a Solid Structure There are three fundanmental ways to increase
your online revenues: Increase Traffic. Using this technique, you drive
nore visitors to your site, on the assunption that nore visitors wll
correlate to an increase in sales. Tactics for increasing traffic, nost
of which are marketing nmethods that require you to spend nore noney, can
i ncl ude advertising, positioning in search engines, public relations
campai gns, viral marketing, and encouragi ng customers to return.

Mer chandi se. Encouragi ng your paying custonmers to spend nore noney per
visit is another way to increase your revenues. You can acconplish this
in many ways: cross-selling, up-selling, reevaluating your nobst
effective price points and margins, providing extra services at

di scount, bundling products or services into "packages," and stressing
benefits rather than features. Even sonmething as basic as inproving the
gquality of your copywiting can have a dramatic inmpact on your results.
I ncrease Your Conversion Rate. |If you concentrate on inproving your
website's conversion rate (the nunber of unique visitors who actually
buy divided by the total nunber of unique visitors), you will inprove
your results wi thout having to spend one nore penny to drive nore
traffic. There are literally thousands of refinenents, many of which
cost practically nothing to inplenent, that will increase your results
dramatically. A few exanpl es: reduce the number of steps (clicks) in the
checkout process, clarify Understanding Online Conversion 1
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your Uni que Val ue Proposition, redesign your navigation schene and

prom nently display your privacy assurances and guarantees. |In order to
build a stable and profitable online business, you nust focus on all
these areas. It isn't really a question of what you should include or
omt, it's a question of priority and the orderly organi zati on of your
efforts. Consider the diagram above. To build a solid structure, you
must first build a site that focuses on maxi m zi ng Conversion. Once you
have your conversion systemin place, you can inplenent strategies for

i mprovi ng your Merchandising and driving nore Traffic. It is the only
sane and | ogical order - the way you can build a business to last like
the Great Pyrami ds of Egypt, rather than one that crunbles under the
wei ght of its own inefficient "design." The bottomline? To be
successful online, you nust nmake conversion your first priority. Only
when you have a successful, efficient "machine" that gets the nost from
your traffic do you have an enterprise in which it nakes any sense to

i nvest further precious marketing resources. 114 1 Persuasive Online
Copywriting
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The Leaky Bucket Visitors nmay arrive on your site interested in what you
have to offer, but they still need to be "sold." Propensity to buy is
not the sane as buying. A Wb site that is inefficient at persuadi ng
visitors to take the desired action is |like an extrenely | eaky bucket -
traffic fills the bucket |ike water and then | eaks out of the holes. It
makes sense to plug as nmany of the holes as possible. TYPI CAL VEBSI TE
TRAFFI C DROP-OFF 100%1 0o %9 .- .. - - - - - .... 1.8% (1) Honepage
Checkout Useful though this nmetaphor is, it does have limtations: it's
i npossible to plug all your holes and influence the behaviors of all
your visitors. In any sales situation, there is a natural attrition that
occurs as people nove through the buying process. Sonetines people | eave
for reasons beyond your control, but nore often than not, especially
online, they leave for reasons you can control. Understanding Online
Conversion 1
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Online conversion rates are appallingly Iow. On average, fewer than two
out of every |l oo online shoppers actually nmake a purchase,' conpared to
an offline retail rate of alnost 50 percent.' Even e-conmerce sites with
hi gher conversion rates are only scratching the surface of their
potential. If your drop-off rate is typical, your bucket is very |eaky
right up front. You're losing a | ot nore people along the way than you
shoul d be [ osing. The marketing approach to getting nore sales in spite
of a |l eaky bucket is to drive nore traffic - an expensive and

inefficient option that means still nore visitors will be subjected to
the sanme | eaks. You nmay experience an overall increase in sales (at
consi derabl e cost), but your conversion rate will remain static. And

studi es prove people who | eak out rarely conme back, which neans the nore
traffic you drive without fixing the | eaks, the nore potential custoners
you | ose. Forever. So focus on methods that increase your conversion
rate. You want to get as nany people through your sal es process as
possi bl e, and the nost efficient way to nake that happen is to engage
your visitors in a systematic, professional selling process. The best
way to | ocate your "leaks" is to turn to your Wb | ogs and eval uate the
Si ngl e Page Access netric, which will reveal Reject Rates for your hone
page and key | andi ng pages - instances where visitors arrived on the
page, then left, without going further into the Wb site. Pages with
hi gh Reject Rates indicate that your ability to engage and notivate your
visitors is mssing the mark. These are pages that require renedial

wor k. The | onger you can keep a visitor fully engaged in the sales
process, the less likely that visitor is to bail out. Hence, you want to
optim ze your efforts to nove visitors further into the site. And that
means pluggi ng the | eaks. Shop.org. ' Wiy We Buy. Paco Underhill. New
York: Sinon & Schuster. 1999. P 35. 116 1 Persuasive Online Copywiting
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FOR EXAMPLE One conpany, Total Gym specializing in home exercise

equi pnent, had an extrenely high rejection rate for its home page, which
was essentially a splash page displaying the categories of equi pnent the
conpany offered. A high rejection rate correlates with a low site
penetration rate - visitors are not noving further in the conversion
process. When your hone page suffers a high rejection rate, it is an

i ndi cati on you are not neeting even the nost basic of your visitors'
needs. We eval uated where the visitors who did click through went and

di scovered that nearly 80% went to one category. By sinply getting rid
of the splash page and establishing the favored category as the hone
page, we were able to increase Total Gym s conversion rates by al nost
40% Understanding Online Conversion 1
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Conversion is Like an Onion As Shrek m ght phil osophically announce to
Donkey, "A conversion systemis |ike an onion." There are layers within
the system each of which nust be addressed for the systemto work
effectively and efficiently. Conversion takes place and can be neasured
at many levels in your online efforts. The npbst obvious |evel is when
your visitor conpletes a purchase - this is the big picture goal. You
have al so nmade a successful conversion when your visitor fills in and
submts a form downloads a file, subscribes, contacts you as a result
of exposure to your Web site or email, or even when your visitor sinply
clicks through to the next step in your process. Constructing an

ef fective system of conversion requires that you understand the nature
of the actions you are notivating. If you consider conversion sinply a
function of the end result, you will niss the boat. " Actions are taken
only after making a decision. " Your visitors' goals are
"macro-actions." " Every macro-action is conposed of a series of smaller
"m croactions." The graphic on the opposite page depicts a conversion
funnel - the step-by-step process typical of many conmerce Wb sites. To
nmove fromstep to step, your visitor takes part in a series of decisions
that result in mcro-conversions, and at any point al ong the way, your
visitor may decide (or be persuaded) to abandon the effort. At each step
of the sal es process, you | ose people. W spoke of this "drop off' and
used a "l eaky bucket" metaphor to describe the inability of your process
to successfully convert all your visitors or prospects. 118 1 Persuasive
Onl i ne Copywriting
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Unfortunately, nost people nmeasure conversion by the conplete
macro-action they want prospects to take (e.g., how many peopl e nmade a
purchase, subscribed, registered, etc). Yet every one of these actions
is composed of a series of snmaller actions. Each m cro-action, or

om ssion thereof, is a potential hole in your bucket, a place where you
ri sk I osing sonmeone. Take Mcrosoft, for instance. Mcrosoft wanted to
get people to downl oad Internet Explorer 6 - the macro-action. \Wen they
first released Internet Explorer 6, the top image in the center colum
of the Internet Explorer honme page had the follow ng text: "Downl oad
Internet Explorer 6 now. Experience the latest in private, reliable and
flexible Internet browsing." The ultinmate goal is to get Jane Consuner
to downl oad and install the browser on her PC. But here's an outline of
all the necessary mcro-actions Jane nust take to acconplish the
macro-action: 1. 2. 3. 4. She finds the Iink for 1E 6 on the hone page
She understands it She clicks on it Fromthe main Internet Explorer page
she can choose to: a. download i Mmediately b. order a CD c. learn nore
Under st andi ng Onli ne Conversion 1
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5. 6. 7. |If she chooses to learn nore, the goal still is to get her back
on track to download or order a CD If she then chooses to downl oad | E 6:
a. Her first action is to select which | anguage she wants b. Then she
must click on the link to start downl oading the setup file If instead
she chooses to order a CD. a. She nust decide which CD she wants to
order (there are two options) b. Once the action of choosing the CDis
complete, she is taken to step one of the formc. There, she nust fil

out the formd. Then she nmust click to submt the form This constitutes
a lot of mcro-actions - lots of opportunities for |eaks. To plug the
holes in the | eaky bucket, you need to neasure and eval uate the drop-off
activity for every step - through anal yzi ng your Wb | ogs, you
essentially follow the navigation path your visitor takes. Were your
visitor |eaves, or where she appears to have redirected her invol venent,
you zoomin with a magni fying glass. Your conversion system shoul d

al ways be focusing on getting the visitor to take an action - even if
that action is sinply to nove on to the next step in the process. So,
whenever you are constructing a system of conversion, these are the
guestions to keep in mind: Has the sales path clearly napped the actions
your prospects should take? How well are prospects guided step-by-step?
How many | eaks are | eft? How many prospects are falling through then? As
you are working at the micro-level, you need to answer these three
guestions: " What actions satisfy all your objectives? " Wio needs to be
persuaded to take action? " How do you persuade them nost effectively to
take action? 120 1 Persuasive Online Copywiting
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X11!" | Sales is a Five-Step Process Wuld you build a great store,
stock it with great products, run ads to drive traffic to your store,

but not hire any sal espeopl e? Wuld you expect your custoners to feel
confortabl e choosing products and buying themon their own? |If your Wb
site doesn't enploy active selling techniques, that's what's happening -
in which case, the best you can do is hope your custoners will buy. Can
you afford that? It doesn't matter what you "sell" - whether it's stuff,
a service, entertainnment, a cause, or information, online and offline,
B2C or B2B - the sales process is the sane. |If you want your Wb site to
sell nore, you have to construct it so it enploys the five-step selling
process. This is how you create an intentional rather than an accidental
system of conversion. Prospect Rapport Quafi(y Present C ose The five
steps of the sales process are: Prospect, Rapport, Qalify, Present, and
Cl ose. Notice the process isn't strictly linear. Rapport, Qualify and
Present are iterative; each step feeds and influences the others as the
overall process noves toward the close (assunming you do it correctly).
Any good sal esperson knows selling is a process of evaluation and

reeval uation - for both the sal esperson and the prospective custoner

The Prospect step is usually where Marketing does its thing - delivering
lots of qualified traffic (people interested in what you have to offer).
You pique your potential custoners' interests, and once you've brought
Under st andi ng Onli ne Conversion 1
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themto your site, the very first thing you do is reinforce their
feeling that they are in the right place by presenting your Unique Val ue
Proposition (UVP). Your WP isn't a slogan or phrase designed for your
advertising, although that's one potential use for it. Rather, it is the
conci se and nenorabl e statenent that powerfully describes the uni que

val ue of your business and creates excitenment in the visitor. Its
purpose is to answer the question always inplicit in your visitors

m nds: "Why should | do business with you and not sonebody el se?"
Drop-off rates are frequently due to a Web site's inability to present a
credi bl e answer to this question, certainly on the home page, but also
on critical landing pages. The key netric that generally hel ps you
identify where you need to strengthen your custoner-centered val ue
propositions is the Single Page Access Report. Once your qualified
visitors arrive, your site nust imediately begin the process of
bui | di ng Rapport. Lacking the face-to-face, and often non-verbal,

el enments of conmunication available to us in the offline world, you
devel op rapport online in many other ways: Through the speed of your
downl coad Through the appearance of your site Through design el enents
that pronote trust Through content elenents that pronote trust Through
ease of navigation Through the power of your copy Through the rel evance
of your images Through exceptional customer service Through assurances
and privacy policies You nmake no assunptions about your visitors' prior
know edge, either about conputer literacy or the nature of your products
or services. You offer clear access to help and provide rel evant

i nformation. You al so acknow edge that people have different personality
types that influence how they shop. You use your understandi ng of
personality types to adapt your sales process to the individual, so you
sell to people in the way they want to be sold to. People do want to be
sold and need to be guided by an expert (you); they just don't want to
be pushed. 122 1 Persuasive Online Copywiting
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Qualifying is key to eventually closing the sale. After all, is there
any reason why you wouldn't buy if you were shown exactly what you

want ed? So you nust qualify skillfully. This is where your site nust
help visitors identify the best product or service for their needs. Yet
di scovering exactly what your visitors want is your biggest chall enge.
In the bricks-and-nortar world, you would begin a dialog. Online, since
you can't "ask" the questions, you nmake theminplicit in the hyperlinks
you offer. There are four types of visitors: 1. Those who know exactly
want they want 2. Those who know approximately what they want 3. Those
who don't know what they want, but if they found it, they would buy it
4. Those who got there by accident and don't want anything You need
navi gation and i nformation architecture that address each possibility.
As you work through the process of Qualifying, you Present, offering
products or services that are the right "answers" to your visitors
"questions." And, although it might seem"early" in the process, you

al so nust begin to Cose the sale. O osing involves answering your
visitors' concerns about doing business with you, resolving objections,
encour agi ng conpl etion of the exchange of value, detailing service

pl ans, offering paynent options, and expl ai ni ng your guarantees. These
critical assurances cannot be placed randonly throughout your Wb site,
but nust appear specifically at the Point of Action (PQOA), where it
matters nost to your visitors. These assurances inspire trust and
confidence, and nake a huge difference to your visitors' decision to

Cl ose. Whether you are creating a single email or an entire Wb site,
you must acknow edge every step of this process. Renmenber, too, there
are feedback loops in the overall trajectory - so it's not unusual to
have two, three, or even all five steps operating on a single Wb page.
Think of the sales process as working on both a mcro-level and a
macro-|l evel at the sane time: the micro-level is the individual page or
the specific task visitors are focused on; the macro-level is the entire
online experience - fromthe tine visitors arrive on your site up to and
t hrough the cl ose, and even beyond, to your after-sales service and
support. Understandi ng Online Conversion 1
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FOR EXAMPLE W cannot over-enphasi ze the power of POA as an effective
conmponent of your conversion efforts. One client's objectives included

i ncreasi ng the nunber of subscribers to his newsletter. To subscribe, a
visitor needed only supply a first and | ast nanme, and an email address -
not an enornous anmount of personal information, but enough to make many
peopl e under st andably nervous. W placed the graphic call to action in
the top right corner of his hone page (a particularly effective

| ocation), and right bel ow the subscribe button added four words: "W
Val ue Your Privacy!" Inmediately, the conversion rate for subscriptions
on our client's site doubled. 124 1 Persuasive Online Copywiting
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The Sal es Process in Action Online Qur inimtable friend, The G ok, 3
expl ains how the five-step selling process translates fromthe rea

world to both a Wb site and an enail pronoting a direct transaction.
Prospecting Let's say you are trying to sell bicycles. You run ads
featuring this magnificent newtrail bike that's hit the nmarket. You've
whetted people's appetites, and they start coming into your store to see
this cool bike. So what's the first thing you want themto see when they
walk in? Well, it ain't the helmet and water-bottle rack! Apply this to
your Web site: If you' ve marketed that cool bike, you' d better spotlight
it prominently on the very first page your custoner sees. O co you

sell lots of other bikes and accessories, and you can include

i nformati on about or link to those as well. But if you drive custoners
to you for a specific reason and then don't deliver imediately, you've
lost them Apply this to your email: |If you've announced a particul ar
itemto your prospects and persuaded themto click through, you'd better
be sending themto the | anding page that features that item No, not the
hone page or even a sub-category page. Take themto the item Yes,

absol utely, that |anding page can and shoul d suggest 3 The G ok, Future
Now s Martian mascot, is a keen observer of the world around hi mand
takes a particular interest in the Wrld Wde Wb. He di scourses on
conversion-related matters through Future Now s newsl etter, G okDotCom
"Grok, "a Martian word that inplies the presence of intimte and
exhaustive know edge and understanding, is taken fromthe | andmark nove
Stranger in a Strange Land, by Robert A Heinlein. Understanding Online
Conversion 1
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there's a world of wealth beyond. But you've nade an offer and an
implicit promse. Fulfill it directly. If they found the email relevant,
your site must reinforce the rel evance. Rapport As soon as a custoner
enters your store, you don't ignore them do you? You begin to devel op
Rapport. The process actually starts with the appearance of your store
and the arrangenment of products, and how | ong do you think they |inger
over a communi cation that doesn't speak to themimediately? 126 1
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bi kes I got!) You don't know, however, what sort of bike she wants.
Maybe she doesn't even know this herself. Maybe all she wants to do is
browse and needs the tiniest nudge ... ten and stands about so tall. You
show her a different bike. Qualifying and presenting are iterative; you
go back and forth until you' ve narrowed the field to the bike. Apply
this to your Wb site: Think of this as the iterative process that hel ps
your custoner identify the best product to neet her needs. Since you
can't "ask" the questions, you nust provide the options, making it very
clear that in the category of kids' bikes, you offer tricycles, bikes
with training wheels, bikes for md-sized kids, bikes that will appeal
to girls, bikes that will appeal to boys, bikes for different purposes,
bi kes in different price ranges. What you do not do is waste your online
custoners precious tinme (any nore than you would in a real world store)
by showi ng her sonething she isn't interested in buying. But you need to
do nore than just present the nost relevant information. You need to
keep your prospect noving ahead in the process of ultimately deciding to
buy, and you do that by applying the concept of AIDAS: getting her
Attention, strengthening her Interest, stimulating her Desire (even if
only for nmore information), notivating her to take Action (even if it's
just clicking to drill deeper), and then maki ng 200% sure you Sati sfy
her with the result.' ' For nore infornmation on AlDAS, refer to pages
136- 138. Understandi ng Onli ne Conversion 1
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Apply this to your email: By thenselves, emails are not very
interactive. You send, they read, nmaybe they click through. Moreover

t he ostensi bl e purpose of the email might not be a direct sale - perhaps
you are presenting information, or offering seasonal w shes, focusing
nmore on the relationship than i mrediate action. (In these situations,

t he purpose of your email is to reinforce rapport, and overtly including
ot her aspects of the sales process nmay work against you.) Certainly you
can devel op a degree of qualifying and presenting (Lands End does this
exceptionally well in their mailings offering selected itenms in nultiple
categories). Utimately, your email is one step in the cycle of
qual i fying and presenting: it should encourage your reader to click
through to a | andi ng page, where your Wb site can offer a nore

i nteractive experience of this phase. C osing You ve done a great job so
far. The woman seens inclined to buy her son the blue Weelie you showed
her, but she has several questions, perhaps even sone objections. Here
is where you nmust begin to Cose the sale. You answer her questions,
resol ve her objections, encourage the close, detail your avail able
service plans, offer paynent options and explain your guarantees. You
communi cate that you stand behind your products. You provide security
and confidence, a sense she will not be forgotten the second she | eaves
with that blue bike. Apply this to your Wb site: Post your privacy
policies (and honor them scrupul ously), post your guarantees, offer
every ordering option you can (online, fax, phone), prom nently display
a toll-free custoner service tel ephone nunber (and staff it with a

wel | -trai ned person, please!), make checking out clear and painless -
even inviting - don't ask for unnecessary information, offer an
opportunity for customer feedback, provide shipping and delivery
details, don't hide any charges, confirmthe sale. And nore. AIDAS hel ps
you here, too. If you ve set up your buy funnel correctly and done
everything right, buying will be your custonmer's natural next step, but
you still have to close, or an awful lot of sales will slip right

t hrough your digital fingers. Plus, you 128 1 Persuasive Online
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gotta renmenber the sal es process is never concluded when the custoner

| eaves. Your nost profitable business is repeat business. Let your
custoners know you appreciate them and give themreasons to cone back
Apply this to your enmil: As on your Wb site, your enmnil needs to
contain inportant assurances that include your conmmtnent to privacy,
your guarantees, a tel ephone contact, even the know edge that prospects
can opt-out if they absolutely don't want to hear another word from you
Fol ks won't be "checking out," adding itens to shopping carts or filling
out forms directly on your email - in this respect, your email is one
step on your reader's journey - but sensitivity to dosing issues is

i mportant. By applying these steps, you engage your shoppers not only in
t he physical dinmension of colors, shapes, sizes, and prices, but you

al so appeal to the critical enotional and psychol ogi cal di nensions that
underlie every decision to buy. You may not be N2N with your online
custoners, but you can nake them feel as though you are. They want this,
they respond well to this. Mreover, they expect it. Understandi ng
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Buying is the Flip Side of Selling Online sales would be easy if it were
nmerely a matter of driving traffic to your site and presenting your
product or service. But e-businesses have di scovered the equation is not
so sinple. One of the primary reasons this sinplistic offering routinely
fails is because people, whether they are aware of it or not, go through
a conplex nmental process before, during, and after a purchase. Wen it
comes to how people nake the decision to buy, there is one inportant

axi om People rationalize buying decisions based on facts, but People
MAKE buyi ng deci sions based on feelings. Enotions informevery decision
we make. A University of Rochester School of Medicine study that

enpl oyed brain activity inmaging reveal ed enptions are an inextricable
part of the decision process. In fact, "if you elimnate the enptional
guiding factors, it's inpossible [for people] to nmake decisions in daily
life."5 People with damaged prefrontal |obes -the area of the brain
where enotions are processed - are conpletely stynied when it cones to
maki ng personal decisions such as scheduling a doctor's appoi ntnent,
wearing a seat belt, even deciding what to buy for thensel ves! When
humans nmake personal decisions, they put thenselves in the picture and
eval uate the enotional risks or gains of making that decision. If they
can't grasp an enotional image, they can't make the decision. 5 "Getting
Enptional is a Rational Decision." Lee Bowran, Brain Connecti on.

htt p://ww. brai nconnection.com 130 1 Persuasive Online Copywiting
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To successfully get your visitors to take action you nust be able to see
the world fromtheir "buying" point of view Ideally, while maintaining
your sal es perspective, you conduct your sales process so it is in tune
w th how peopl e make these deci si ons. \Wenever people make a buyi ng

deci sion, that decision represents the culmnation of a process. It may
take pl ace al nost instantaneously or stretch out over a |l ong period of
time - but it's a process, not an event. For this reason, it is

i mportant to consider that not all visitors are prepared or even
inclined to nake a decision when they first visit your site - sometines
a successful conversion is the result of nmultiple visits. No matter how
| ong the process takes, the buying decision always begi ns when peopl e
become aware of a need. Once they have identified that need, they begin
to search for and expl ore possible avenues for neeting it. Wile
gathering information, they refine and evaluate all the buying criteria
that will affect the decision to purchase and narrow the field of choice
to the "best few' alternatives. Once they reach a decision and choose,
they take action by naking a purchase. It's inportant to keep in nind,
as shoppi ng cart abandonnent rates indicate, making a decision to
purchase is not the sanme thing as conpleting the purchase. The final
step in the process involves a reevaluation of the decision and its
results. To summarize, the steps of the buying decision process are: "
Identify " Search " Evaluate " Decide " Purchase " Reeval uate The way
peopl e make buyi ng deci si ons depends on the conplexity of the problem
they are trying to solve and the conplexity of each step in the decision
process. This will affect how you manage the sale: If their needs and

t he deci si on-maki ng process are sinple, all you need to do is make your
visitors aware of you, build confidence, differentiate yourself,
denonstrate val ue and guide them through a very sinple shopping and
buyi ng process. This is why | ower-end, Understanding Online Conversion 1
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branded products sell so well. Think of buying a book from Amazon.com "
If their needs and the decision-naking process are highly conplex, then
you need to approach the sale slightly differently. This type of sale
requires you to nake people aware of you, build relationships, educate
them (and perhaps many different individuals or teans within the sane
organi zation), show sensitivity to the different decision-makers,

i nfl uencers and groups, and resolve conflicting needs, so you can
customtailor your solutions and nake the buying process as painless and
positive as possible. Think of purchasing a multi-mllion dollar piece
of equi pment that needs five departnments to sign off to close the deal
Anal yzi ng your Web | ogs for individual navigation activity paths, beyond
hel pi ng you deterni ne which pages inspire your visitors to | eave, wll
allow you to gather critical information on how your visitors use your
site with respect to the buying decision process. Wen custonmers becone
aware of a need, they need to know you offer a solution. Only when they
know you provide value that matters to them can you undertake buil di ng
the foundations of a satisfying relationship by establishing rapport and
trust. To acconmplish this, you nmust not only "speak" to their "felt"
needs, you nmust speak in ways that appeal to the enotions and ignite
powerful, evocative nmental inmagery in your prospects' mnds - the sort
of imagery that allows themto put thenselves center stage. You nust be
able to offer your prospects the enotional dinmensions of neaning and
value that help them decide. 132 1 Persuasive Online Copywiting
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FOR EXAMPLE Max-Effect, a yell ow page advertising design conpany, was
experiencing a problemw th product presentation. ldeally, the conpany
wanted to see visitors land on the honme page, go to view product
sanples, then click through to contact and pricing information. But many
of the visitors who made it past the hone page were | eaving on the
sanpl es page. W exam ned the page and found a collection of 13

adverti senments the conmpany had designed presented artfully on a bl ack
background. The ads were exceptional, but because yel |l ow page
advertising is basically non-distinct enough that it begs forgetting,
visitors didn't quite realize how inpressed they should be. W scrapped
the artful collection and opted to present MaxEffect's work in a

bef ore-and-after format nore sensitive to the buying decision process,
pairing the ad Max-Effect designed to the one the client fornerly had
run in the yell ow pages. The change hel ped work conversi on wonders -
Max- Ef fect went from5-7 leads a nonth to 2-3 |l eads a week! Ad Sanpl es
Some Yel | ow Page Ads Generate a Phenonenal Response. Now YOURS Can Too!
thur.-,bn-;,ds fo, larqger frnaya. Before MaxEffect After MaxEffect
Under st andi ng Onli ne Conversion 1
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Tuning in to WIFM You will never increase your conversion rate by
pushi ng what you want to sell in the way you want to sell it; rather

you need to construct the type of environnent that naturally | eads your
customers through buying the way they want to buy. Your ultimate goal is
to delight each of your visitors, for the delighted custoner is the one
nmost likely to conplete a purchase, refer your business to others and
return to buy again. At the nost fundanental level, we all are notivated
by a single, critical question: Wiat's in it for me (we call it
everyone's favorite radio station, WIFM ? Qur dom nant personality
types strongly influence how we ask that question, perceive value and,
consciously or, nore typically, subconsciously, approach

deci si on-maki ng. W present an overview of the four dom nant personality
types in "Witing for Personalities. 116 Rather than repeat that

i nformati on here, we would |ike to enphasize how inportant it is to
acknowl edge each personality type through all your online efforts.

| magi ne you - an inpressionistic, Expressive type - go to a

bri cksand-nortar store to purchase a digital canmera. All you want is a
canmera that takes pictures and isn't a big hassle, so you can have a
good tinme. The sal esperson cones on like a knowit-all and rattles on
about pixels and resolutions and cabling and any nunber of other

techni cal considerations you really could care | ess about. You want to
know, and truly only care, whether the canera is going to fit into your
lifestyle. WIIl it be a good match for your expectations and how you
generally use techie gadgets like this? If the sal esperson can't

comruni cate the informati on you need to know, in the way you want to
learn it, you're not going to be happy. You 6 Refer to pages 72-76. 134
1 Persuasive Online Copywiting



Page 135

are going to start tuning out the sal esperson. And you'll probably walk
away none-the-wi ser, as well as caneral ess. Now, inagine you are a very
Anal ytic sort of person. You've done the research; you understand al

the ramfications of a digital canera' s features and inherently
under st and the advant ages or di sadvantages of each feature. To feel
confortabl e about a purchase, you need to know you are getting a canera
designed to neet your criteria. You want to speak with someone who knows
all the facts and can answer all your questions. But you get a different
sal esperson in our theoretical store, and this one wants to tell you al
about how easy the canmera is to use and shows you print-out images and
expl ai ns her Mom has one and loves it. This is going to strike you as
vague and ditsy. You are going to start tuning out the sal esperson and
may well conclude she doesn't know the first thing about what she's
trying to sell. Good sal espeopl e know whet her or not they are saying
what the custonmer needs to hear, the way the custonmer needs to hear it,
in order to nake a decision to purchase. It's one of the nbst essenti al
conmponents of "the sale." Acknow edgi ng personality types online is
critical - you are conducting business in a self-service nmedium You
aren't there to nodify your persuasion tactics when you notice they
aren't working. You only notice they haven't worked when you check out
your Wb logs. Online it's the responsibility of your hyperlinks to
establish, maintain and offer alternatives to your "dialog." Once you
understand these profiles, you can create or redesign a Wb site that
appeals to your visitors' needs and hel ps persuade them as they nost
like to be persuaded. Knowi ng who your visitors are is going to

i nfl uence everything you do on your Wb site, from how you structure
your selling process, to how and where you place different categories of
i nformati on, what calls to action you provide, how you wite your copy,
and even the colors you choose. It really is that inportant.
Under st andi ng Onli ne Conversion 1
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Al DAS Provides the Monentum AIDAS is an acronymthat stands for
Attention, Interest, Desire, Action and Satisfaction. In order to work -
that is, to nove your visitors to and through the close - every one of
your Web pages nust grab their attention, hold their interest, stimnulate
their desire to continue the process, notivate themto act (i.e., click
and, ultinmately, do what you want themto do in a way that nakes it fee
right to then), and then satisfy them once they've taken the action
you've notivated themto take. As we nentioned earlier, you need to

t hi nk about conversion fromtwo perspectives. At the macro-level there
is the overall conversion goal - purchasing a product or service,
subscribing to a newsletter. But a single nmacro-conversion is nmade up of
a series of steps, each of which represents a nicro-conversion - your
visitor is successfully persuaded to click through to the next step of
the process. 136 1 Persuasive Online Copywiting
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At both the macro- and mcro-1level of conversion, nmetrics help you

eval uate the efficacy of your process. Comrerce netrics provide
conpletion information at the macro-level. Content netrics help you
understand the mcro-|level, or how your visitors are behaving on your
site every step of the way. And again, your Single Page Access Reports
wll illumnate those places where you have short-changed Al DAS. 7 Al DAS
is not sinply sone business school buzzword. It provides the nonmentum

t hat keeps your visitors noving through your site, to and through the
act of buying. If you don't use it, you have little, if any, control
over where your visitors go or why they go there. On the other hand, if
you use AIDAS correctly, it will increase your sales directly and

i medi ately. Every single page of your Wb site, every navigation path
you establish, should pass The AIDAS Test: rab their ATTENTI ON. Does
the page capture themin |l o seconds or less? Wth sonething that speaks
to their felt needs? And, do you sustain their attention by respondi ng
to their clicks (their questions) just as well, just as fast?
Strengthen | NTEREST. Do you show your visitors inmediately that you can
nmeet their needs? Do you provide useful information in a user-friendly
format? Do you give thema reason to stay? Do you nake it easy for them
to find everything they are looking for? D Stinmulate DESIRE. |nspire
your visitors to stay with you and keep clicking up to and through the
close. Ignite and fan the flanes of their desire by appealing to
benefits rather than features; in doing this, you offer a conpelling
portrait of the value of your product or service that appeals at an
enptional level. ' For nore information on netrics, refer to pages

154- 156. Under st andi ng Onli ne Conversion 1
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1t themto take ACTION. The action you want themto take may mean
maki ng a purchase, or it nay nean ensuring they click again on the path
toward a purchase. It nmight involve getting themto register, subscribe,
opt-in or generate referrals. Whatever action you are trying to
nmotivate, make it |ogical, easy, obvious, desirable and safe - even for
a newbie. Do you lead your visitors through the buying process in a way
that nakes sense to thenf? Are you hel ping themto take action, pushing
themto take action, or denmanding they take action? Wich would you
prefer as a custonmer experience? S SATISFY them Does every click on
every page get themnore of what they want? O do sonme clicks get them
what you want to push, or confuse them or display what one of your
progranmers or graphic artists wanted to show of f? Do sonme clicks
generate error nmessages? Does the experience of interacting with your
site delight your customers? Does it nake them feel good about doing
busi ness with you? Satisfied custoners conplete their transactions.
Del i ght ed custoners come back and tell others. Dissatisfied people don't
conme back and tell even nore people about their bad experiences. 138 1
Per suasi ve Online Copywiting
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Navi gati on Provides the Lubrication If Al DAS provides the nonentum for
your visitors to keep noving toward the close, good navigation provides
the lubrication, making it easy for themto do so. It nust be sinple,
clear and intuitive. It nust respect their expectations and conventions
(e.qg., hyperlinks - and nothing else - should be blue and underlined).
And it nust be consistent from page to page. Otherw se you are asking
your visitors to |earn your new nethods rather than shop. Even if they
try - and nost won't - the minute they get confused and frustrated, they

will leave. Navigation is no place to get clever; it will only cost you
sal es. FOR EXAMPLE Wb sites enploy a variety of navigation strategies,
but nost fall into three general categories: global navigation,

conpr ehensi ve navi gati on and | ocal navigation. These are the lists that
typically appear across the top of a Web page, or in colums along the
side. One of the nost effective ways you can help your visitors navigate
your Web site is through hyperlinking specific text phrases in your
copy. Text hyperlinks allow you to target the different personalities
who visit your site and performthe invaluable function of keeping your
visitors fully engaged in the "active wi ndow," the real estate of your
Wb page that is npbst intensively focused on the conversion process.
It's inportant to understand that any tinme your visitor di sengages from
t he conversion process - to use the browser buttons to relocate, to
search for peripheral information in supplenental areas of your screen -
you risk losing that visitor. Understanding Online Conversion 1
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information that will appeal to different personality types. Using these
links, visitors can navigate the site w thout having to disengage from
the active window to use left-colum or top-bar navigation. 140 1
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V Putting It Al Together When we work with clients, we focus on five

di screet areas where inprovenents can be nmade to increase conversion
rates: Pl anning, Structure, Mnentum Conmunication and Val ue. Pl anni ng
Pl anni ng ideally takes place before your visitors reach your site. This
i ncl udes everything fromhow you are going to get traffic, to devel opi ng
your UVP (Unique Value Proposition), planning the elenents for the

wi reframe and storyboard of your site, understanding your marketpl ace,
your visitors, your brand and positioning, your strengths and
weaknesses, and nore. It's al so about understandi ng everything your
visitors went through before they got to your site, so you can
anticipate their know edge | evels, nbods and mind sets. Your

organi zati on needs to understand the interdependent but distinct roles
of Marketing and Sal es. Before your potential customers arrive at your
web site, they are exposed to nunerous external messages. Mentally, they
conpare those nessages to their internal desires and values. This is
where marketing plays an inportant role in creating the inclination to
visit your site and the propensity to buy what you are selling or take
what ever other action you desire. But do not confuse marketing with
sales - they are not the sane! Marketing paves the way for sales.
However, it's only where sal es (professional persuasion) and marketing
(the ability to deliver qualified visitors) overlap that buying happens.
As soon as your visitors begin to interact with your "digital store,"
all the marketing in the world isn't going to sell themif your site
doesn't know how to convert them And if your remedial response to poor
results is based on spending nore noney to drive nore traffic instead of
working to increase the conversion rate of the traffic you already get,
then you are literally sending your marketing dollars up in snoke.
Under st andi ng Onli ne Conversion 1
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To be nost effective, your marketing and sal es nessages and net hods nust
be congruent. Unfortunately, npbst conpanies do not have a single person
who is "directly responsible" for the "sales effectiveness" of the
conpany Wb site. If you can help change that, you will be doing your
conpany a huge service. Structure Inproving the structure of a Wb site
i ncl udes anal yzi ng and eval uating the effectiveness of nany el enents:
Navi gation, Information Architecture, Design/Style (Look/Feel), Color,
Text versus | mages, Layout, Technol ogy, Font (size, style, color),
Usability, raw Speed, as well as the perception of speed and rmuch nore.
This is where understanding your sites "sales metrics" can help you
determ ne which parts of your site structure need hel p. Mnentum
Monment um consi ders the el enments that notivate people to go from one page
to the next and eventually to take action on your site. Sone of the main
el ements that can be inproved in Momentuminclude: " AIDAS " The 5-Step
Sal es Process For Exanpl e Reports of navigation activity paths, in

conbi nation with detail ed conversion rate netrics, can help you identify
whi ch products or services your visitors buy nost frequently. This is
essentially an application of the Pareto Principle or the 80/20 Rule:
you typically find 20% of your visitors account for the sale of 80% of
your products or services. Wth this information in hand, you can design
your conversion process so it quickly gets your visitors to the products
they nost likely want. It al so hel ps you devise effective nerchandi zi ng
strategies, such as bundling. After reviewing traffic and conversion
patterns for MagMall, we created best-seller lists of the mmgazi nes
peopl e purchased nost often, as well as mmgazi ne bundl es, and featured
these on the hone page, separate fromthe gl obal and conprehensive

navi gati on schenmes. These changes took MagMall's overall conversion rate
from1l. 21%to 4.93% - an increase of nore than 400% 142 1 Persuasive
online Copywiting
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" Calls to Action - Make sure every page has a clear one. If you want

your visitors to do sonething, don't just hope they'|Il figure it out.
Tell them (e.g., "Cick Here"). " Optimzing your Active Wndow to serve
as the primary area of activity, including navigation. " Usability and
Beyond - Usability is essential, but all it does is renove obstacles to

buyi ng. You have to go beyond usability to actually create the desire
for your product or service and then notivate the action of purchasing.

" Get The Cash - (Get The Cick - get the result you want.) " POA (Point
of Action) - Make sure you locate itens on your site at the places where
they will have the nost inpact by speaking to what is in your custoners'
mnds at that point in the sales process. Exanple: putting your
guarantee policy on your honme page is premature; not putting it on your
checkout page is a big nistake. " Paralysis of Analysis - People get
overwhel ned by too nmuch infornmation and too nany choices. Don't try to
convey every aspect of your business on one page, and keep your
custoners' choices to the m ninmumthat bal ances opportunity with

overl oad. Conmuni cation The Internet is nothing nore or |less than a very
powerful, very fast and very flexi ble conmunication tool, with the
potential to be very effective. Conmunicating effectively involves
nmonitoring and inproving your witing, evaluating your use of images
versus copy, expressing value, setting the appropriate nood, devel opi ng
policies and procedures that instill trust, selling style or substance,
timng your nessages for best effect, formatting your copy for scanning
and skimm ng, effectively nmanagi ng your follow up comruni cati on, know ng
when you shoul d use | ong or short copy, and nore. Far too many sites
invest nore tine, talent and noney in design than in copy, w thout
realizing their noney would be better spent the other way round.

Nuner ous studi es prove the words you use have the greatest inpact

online. Do you speak in |anguage your visitors understand, or is your
site full of jargon? Can you recogni ze and address different personality
types, selling different visitors in the way they want to be sol d? Do
you tal k about yourself or then®? Understandi ng Onli ne Conversion 1
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FOR EXAMPLE Communi cating is, in large part, about what you say. But it
is also about how you present your infornation. Ideally, you want to
format text so your visitors can quickly scan and skimfor
attention-grabbing, relevant material. Bolding, headlining,

hi ghl i ghting, enploying sufficient white space, keepi ng paragraphs short
and to the point - these are sone of the techniques that help keep the
reader engaged with your copy, which enhances your ability to

conmuni cate and i nproves your conversion rates. Sedona.com has a healing
m ssion and a |ot to say about that m ssion, which neans they have a
very text-rich site. Much of our work with this client centered around
identifying the key headlines that would grab a visitor's attenti on,

t hen naki ng those headlines visually pop fromthe page. The nunber of

| eads Sedona gets has doubled. i nw S-~nrrz97im~,' Cf roP.am Pw. "n
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Finally, ask yourself. do you know what you are really communicating to
your visitors? Comunication is not what we intend, it is always and
only what the recipient perceives. Objective evaluation of your
"nmessage” is essential. Having an outside party create or review your
comruni cation will pay for itself many tines over. Value Your ability to
express to your visitors the value of your products or services and the
val ue of doing business with you ultimately determ nes whet her your
"visitors" will turn into "custoners.” Are you effective at selling your
benefits rather than features - speaking to what your custonmer wants to
buy instead of what you want to push? Is the style of your site

consi stent with your USP? Do you delight custoners with fulfillnent of
their orders, or do you nerely satisfy or, even worse, disappoint thenf
Do your site's products and services, as well as the text that describes
them address your custoners' deeply felt needs? Renenber, value is not
the sanme as price, and price alone is actually quite | ow on nost buyers'
lists of priorities. Understanding Online Conversion 1
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The Brain's Behind It All The brain is a fascinating place, and
under st andi ng sonme of the ways in which it functions and processes
information can greatly benefit your online persuasion tactics. Few
adverti senents, on- or offline, actually produce exceptional results.
Renmenmber the Nissan TV conmercials with G 1. Joel and Barbie TM junping
into his car? They had outstanding viewer recognition, but sales
spiral ed downward at an incredible rate. The "creative" thinking behind
that series ignored how the human m nd works. And undert aki ngs that
don't respect the workings of the brain are likely to fail. If we're
going to pursue an activity that not only engages the brain but also,
hopeful Iy, notivates a specific action, it would help to know a little
about how the brain works in these affairs. HONTHE BRAIN DI VIDES I TS
WORK jrr.,% MAT_H RI?loucii 1 LEFT 145MSPH 'A - IMZI. . -- ,...---
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whet her the advertising conmunity was |oved by the American people.
We're not even hated! They ignore us. So the nost inportant thing as far
as I'"'mconcerned is to be you nust electrify Broca with the thrill of

t he unexpected."' 'Accidental Magic. Roy WIllians. Bard Press, 2001. p
16. Understanding Online Conversion 1
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associ ation area. That's why you can renenber hundreds of songs you

never intended to learn ('You deserve a break today at..."). Robin
Frederick, one of the prem er nusic producers in the field of fanmly
entertainnent, wites, | ama big proponent of fantasies. After all

everything in life starts with an idea - froma Fortune 500 conpany to a
great painting to a romantic fantasy. |deas becone reality when we put
energy into them especially enotional energy. Studies have shown that
the enotion acconpanying an idea or inmage causes it to realize itselfthe
nore enotion, the nore quickly the idea beconmes reality. By using nusic
to evoke enptions, you give your fantasy a passionate, single-m nded
energy that can propel it right into your life. O, as Billy Ocean once
put it, "... outta ny dreans and into ny car." Like some nythol ogi ca
beast - half speech, half nusic - songs have a seem ngly magi cal power
to revive long-forgotten nmenories and give voice to our deepest

feelings. In fact, songs speak directly to sone of the nost prinmitive
parts of the brain, evoking deeply-felt enotional responses, triggering
i nvoluntary recall of events, and conveying powerful nessages while
essentially bypassing the rational, analytical areas of the mind. The
Inner Critic is that little voice that believes you do not deserve
abundant | ove, good health, or success. But this is only the opinion of
one part of your brain - your judgnental, analytical, rational |eft
brain. There is a whole area of your brain that doesn't nake judgnents
at all, and it is here that songs are processed and nake their deepest

i npression. Although the ability to speak and form thoughts into words
and sentences rests al nost exclusively with the left side of the brain,

t he understandi ng of the enotional tone of voice is a function of the
right side. Thus both sides of the brain are needed to correctly
interpret the content of spoken words, with nost of that activity taking
pl ace on the left side. But when these sanme words are sung, the
left/right division of |abor shifts dramatically. Lyrics are absorbed
and processed al nost exclusively in the "nonverbal"” right hem sphere. In
fact, neurol ogists have reported that when the | eft heni sphere of the
brain is sedated (or danaged), the Understanding Online Conversion 1



Page 150

subject is unable to speak but can still sing words. |If the right

hem sphere is inpaired, the person can speak nornmally but cannot sing
(Anthony Storr, Misic and the Mnd). In songs, then, the right

hem sphere is handling the verbal information rather than the normally
dom nant | eft hem sphere. Now, there's a funny thing about the right
side of your brain - it is not concerned with making judgnents or
assessing the factual truth of a statement; that's the left brain's job.
And there's yet another way in which song lyrics can sneak their nmessage
past your Inner Critic... Good poets make extensive use of "right-brain
| anguage". Forget that sensible, linear, factual left-brain speech. The
| anguage of the right brain is a horse of a different color. A riot of

i magery, a cascade of connections, sensations, and associations. The
right brain speaks in metaphors, juxtapositions, and siniles, using a
whol e range of poetic devices to express the inexpressible and describe
the indescribable. Enotions? No problem Hearts soar. Lips taste |like

wi ne. Eyes are mirrors of the soul. Imagine what your left brain thinks
of that. Utter nonsense! Not worth even bothering about! But to your
illogical, intuitive right brain, it's perfectly clear." According to

cogni tive neuroscience, our thoughts are conposed of neither words nor

pi ctures. Human thought is a speed-of-Ilight progression of nental

i mges, each one a conplex conposite of sound, shape, texture, color
snell, taste, and nood. Different words are attached to these nenta
images in an area of the brain called Wernicke's Area. This is the area
responsi ble for nam ng, for associating nouns with objects. Once a word
has been attached to each nental image, the whole verbal jigsaw puzzle
nmoves to Broca's Area, where the words are arranged i nto understandable
patterns. The problemfor advertisers is that when Wernicke's Area
attaches the "usual" words and Broca's Area arranges themin the "usual"
order, the result can be painfully predictable and, therefore, emnently
forgettable. Only when you break the pattern of predictability do you
achi eve inpact and nenorability. " "Reality Begins with |magination."
Robi n Frederick. Appearing in Magical Wrlds of the Wzard of Ads: Tools
and Techni ques for Profitable Persuasion. Roy H WIlianms. Austin: Bard
Press. 2001. pp 20-21. 150 1 Persuasive Online Copywiting
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the listener to see, and she will see it. Cause her to inagi ne
taking the action you'd |like her to take, and you' ve brought her nuch
closer to taking the action."" get it? It's imagination, the ability to
see possibilities in your mnd. It is tenporary by nature; the RAM of
t he human conputer that is your brain. Wen you go to sleep, your brain
powers down, and nost of what is in electrical nmenory gets |ost during
the nighttine (as when a PCis switched off and short-term nmenory, RAM
di sappears). Sleep causes the information in electrical nenory to fade
according to its relevance. Mdre inportant information doesn't fade as
fast as the trivial stuff. Electrical nenory is of limted capacity. If
you try to add an itemto it, the new item pushes out a previous,
| ess-relevant one. Imagine aimng a fire hose at a teacup. Al the
i nformati on coming at you - TV, radio, Wb pages, newspapers, enmails,
billboards, direct nmail, fliers, music, plus what your kid swapped her
peanut butter and jelly sandwich for at school - is the water
consistently and vigorously trained on the teacup (a.k.a. your brain,
or, nore specifically, your electrical nenory). Sone of the water stays
in the teacup; the rest spills out. Rel evance deterni nes which "water "
Monday Morning Meno. Roy H WIllians. http://ww. wi zardacadeny. com
Under st andi ng Onli ne Conversion 1
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it's everything you can renenber. It's the equival ent of your
computer's hard disk. If you really need to store your data so you can
get it back, you save it to the hard di sk before you power down your
conmputer. Unlike the ephenmeral RAM of el ectrical nenory, chem cal nenory
is the repository of "known information" fromthe hard drive of the
human conputer. Chem cal nenory, business-wise, is "top of mnd
awareness;" it is being the conpany your custoners think of first and
feel best about whenever they need your products or whenever your
product category is nanmed (in other words, branding). Businesses try to
"whip people into action' with the urgency of a limted-tinme offer. They
can be sure at best, that if their nessage is relevant, it will stay in
electrical nmenory only until the expiration date, after which it will be
erased forever fromthe brain. Wen a business focuses effort on
limted-tine offers, the only thing that nmakes it into chemical nmenory
is: "this business nakes |limtedtine offers.” In essence, the business
is training the customer to ask, "Wen does this go on sale?" Three
t hi ngs can be done to speed the transfer of a nmessage fromelectrica
menory to chemical nenory: Increase the rel evancy of the nessage
I ncrease the frequency of its repetition Increase both the rel evancy of
t he nmessage and the frequency of its repetition Branding is acconplished
only when you have a rel evant nmessage that is repeated with enough
frequency to beconme securely stored in chenical nenory. Buy-now nessages
are i mMmedi ate, direct response-type nessages by nature, while
bui l d-identity nmessages are ained at neeting deeper, nore |ong-term
goals. It is possible (although not always desirable) for you to do
bot h. You can convey, in the sane email conmunication for exanlb2 1
Per suasi ve Online Copywiting
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ple, a powerful, |ong-term brandi ng nessage acconpani ed by one or nore
short-term direct response nessages. Few e-commerce conpani es have
val uabl e or nmenorabl e newsl etters because they are focused largely on
delivering short-term buy-now nessages. Amazon.com understands and

t akes advantage of the nature of human nenory: while many of their
nmessages are buy-now, they cleverly acknowl edge peopl e m ght not
renmenber or act immediately on the nessage. Their hedge against this is
the "add to wish list" option enbedded in their emails. Think

unpredi ctabl e. Think aural. Think chemical. Arned with even the npst
cursory of understandi ngs of brain mechanics, you can perform nagic.
Under st andi ng Onli ne Conversion 1
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Testing, Measuring and Optimnizing No natter how good your conversion
rate may be, there is always room for inprovenent. However, maxim zing
your conversion rate is not sinply a matter of making changes, it's
about nmaking a) the right changes, b) at the right tinme, ¢) in the right
sequence, and then d) evaluating the results before continuing the
process. Wth our own clients we have seen that even when a conplete
redesign is called for, you can make sinple inprovenents in the interim
that will have a dramatic affect on your conversion rate - we call this
"picking the lowhanging fruit." Even if they all seem necessary,
changes need to be made individually so you can track the result of the
change effectively. Wile you mght institute several changes and see an
i mprovenent, it could be a "net" inprovenent - that is, a five percent
i mprovenent could be the result of Change One hel ping ten percent, while
Change Two actually hurt by five percent. If you make one change at a
time and then discover it doesn't help, it's easier to back up and try
sonmething else. If you are not nethodical in your approach to change,
much of your effort will be wasted. Take your tine; in the long run, it
will be worth it. Using conmerce and content netrics appropriately
should be a critical part of your optimzation effort. If you want to
have common neasures and conparable e-netrics, standard terns are a
must. And if you want to communicate clearly about the fruits of your
success and the | essons of your setbacks, recognizing standard
measurements is inperative. To that end, it's inportant to consider
t hese i ssues about netrics and tracking: " Make sure your business has
standard internal definitions, and stick with them How you define a
page view may be a topic of discussion in your conmpany, but, once you
define a page view, stick 154 1 Persuasive Online Copywiting
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with the definition. If you change the definition over tine, you wll
essentially be conparing apples to oranges with your netrics and will
have difficulty figuring out where you are. This |leads into the second

i ssue: Because you will be maki ng powerful decisions based on your
metrics, consistency and accuracy are very inportant in creating them
But in some cases, you sinply cannot get a conpletely accurate result.
However, the potential inability to get an accurate picture of a
particular activity does not invalidate the analysis; it sinply calls
for a different perspective: |ooking at your trends. It is possible to
obsess too nmuch about finding an absol ute answer, when a relative answer
can be just as insightful - "Is it getting better or worse?" An absolute
nunber ("we had 449, 963 visitors last week") may not be as inportant as
the relative nunber ("the nunber of visitors dropped by io0%Ilast week").
Even if you know there are inaccuracies in a specific nunber, as long as
you cal cul ate the nunber the same way each tine, these inaccuracies wll
tend to snooth thensel ves out over tine. In some cases you will find you
are not really interested in a specific nunber, but how that nunber
changes over tinme. Tracking your trends will prove invaluable to

eval uating the success of your conversion efforts. " Make sure you

al ways specify a tinme frame in your analysis. For any given netric, the
val ue of the netric can and does change over tine. You can report your
sales per visitor is 33 cents, but it doesn't provide nuch useful

i nformati on unl ess you know whet her the figure represents average annua
sal es, sales for June or sales since the beginning of tinme. Mike it
clear to people using your reports what the tine period of the
measurenment is. And of course, whenever you cal cul ate your netrics, nake
sure you are using equal tinme nmeasurenent periods. For exanple, to

cal cul ate sales per visitor, use nunbers that represent your sales for a
specific time period and the nunber of visitors for the sane tine
period. ..ERR COD:1.
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There are many different ways to set up a web site, and the technol ogy
used will determ ne the kinds of data available for analysis. The
ability to create any one netric depends greatly on the ability to
collect the right data. For exanple, on the content side, the site may
not be able to distinguish a Unique Visitor. On the comrerce side, many
comrerce systens focus on orders rather than custoners, and |ack the
capability to distinguish between an order froma new custoner and an
order froma current custonmer. W encourage you to focus the analysis on
uni que visitor or custoner |evel data whenever possible. Key Conversion
Metri CS13 Content Metrics Defining Visitor Activity Commerce Metrics
Converting Activity into Profits Take Rates: Newsletter, Bookmarks,

Downl oads Repeat Visitor Share Heavy User Share Committed Visitor Share
Conmitted Visitor Index Committed Visitor Volume Visitor Engagenent

I ndex Reject Rate: Al Pages Reject Rate: Home Page Scanning Visitor
Share Scanning Visitor Index Scanning Visitor Vol une Average O der
Amount (AOA) Conversion Rate (CR) Sales per Visit (SPV) Cost per Oder
(CPO) Repeat Order Rate (ROR) Cost Per Visit (CPV) Order Acquisition Gap
(OAG Oder Acquisition Ratio (OAR) Contribution per Order (CON) Return
on Investment (RO) 13 Calculators for these conversion netrics are
avail able as free resources at

www. f ut urenowi nc. conl di gi t al sal escal cul ators. ht mand are fully expl ai ned
in The Marketer's Conmon Sense CGuide to E-Metrics. 156 1 Persuasive
Onli ne Copywriting
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Conversion is Music to Qur Ears When we tal k about conversion, some of
our clients have difficulty seeing how all the bits and pi eces
interrelate. One day the three of us were in the car on a long drive to
a client neeting. We got to tal king about nusic, and through a series of
brai nstornms, one thing led to another. The result was a nusical netaphor
for understanding the conplexity of conversion as a system It's a

sati sfying framework that appeals to both the right and the left brain,
and it has hel ped any nunber of our students and clients grasp the

bi gger picture. W hope it works for you! |nmagine conversion is a

musi cal conposition. WL1FM The Bass Line At the nost fundanental | evel
every user is notivated by the question, "What's in it for me?" (WIFM.
This is like a bass line - the perceived undertone that grounds the user
at all times. In our mnusical score, think of WIFM as the nusica
foundati on which deliberately noves the listener (the reader of your
email or the visitor to your Web site) toward an ending that is
satisfying, delightful and feels conplete. Failure to address WIFM

t hroughout your conposition is the single elenent nost likely to
interfere with a higher conversion rate. Your prospects' notivations
change by individual personality type, nmood, environnent, intelligence,
expertise in your product or service, |evel of experience with the Wb
and ot her psychographic factors. By virtue of their conplex natures,
humans i ntroduce an el enent of chaos (as a non-random systen) that will
al ways thwart total predictability. Understanding Online Conversion 1
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The goal of a good conversion systemis to support a maxi num degree of
flexibility and acknow edge as many of these personal and psychol ogi cal
vari abl es as possible throughout the structure and design of the site.

Al DAS: The Beat On top of the bass |ine and presenting an organi zi ng
rhyt hm our rnusical score adds Al DAS (Attention, Interest, Desire,
Action and Satisfaction), the beat that propels the user through the
goal of conversion. To mamintain this nonentum your copy mnust grab your
prospect's attention and stimulate an interest in noving forward. This
is an iterative process. You create and nurture your prospect's desire
for the product or service until the decision to take action occurs, al
the while nmaking certain the entire experience is satisfying. The
ability of the rhythmto draw your prospect in, keep your prospect
focused and nove your prospect along the process requires you to pay
attention to every elenent in the design and execution of your email and
your Web site. The second the rhythmfalters, your visitors di sengage
with the process. This is typically when they will decide to bail out.
5-Step Sal es Process: The Mel ody The tune, the conponent of our
conposition that is easiest to grasp and the one to which the |istener
wi |l npbst consciously pay attention, is the 5-step sal es process of
Prospect, Rapport, Qualify, Present and C ose. Online, the nelody begins
with prospecting (marketing tactics that deliver qualified visitors).
Once your visitors arrive, you i medi ately undertake devel opi ng rapport,
whi ch communi cat es your conpany understands their needs and can neet
themin a manner that isn't just satisfying, but delightful. Through the
iterative experience of qualifying and presenting, your email and Wb
site help your custoners clarify exactly what they need and suggest
avenues for how they can achieve that need, until your custonmer is
prepared to take the action you want. The Buyi ng Decision: The Harnony A
bass line and a nel ody |ine sound good, rhythm keeps you anti ci pating,
but it's the harnony that conpletes the effect. Beyond being sensitive
to the sal es process, your conversion systemnust also be sensitive to
how 158 1 Persuasive Online Copywiting



Page 159

peopl e make the decision to buy. Always keep in mind that buying is the
compliment to selling. Planning and Execution: The Mechanics of Notation
It isn't apparent to the listener, nor should it be, but froma
conpletely structural perspective, the nusical conposition has a score.
There are staves to which different voices are assigned, a key signature
and a neter. In our metaphor, these building blocks that allow the nusic
to be created and communi cated, and define its characteristics, are the
equi valent to the structural features that allow your visitors to
interact easily with your Web site. And the notes? They constitute the
path the nusic is to take. On your Wb site and in your ennil, these are
t he planned paths of microactions that lead to the culmnation of a
macro-action. People intuitively understand nusic as a coherent whol e.

If a phrase is onmitted, we may not be nusicians and able to say why, but
the nmusic feels inconplete (it actually can be seen in scans of the
brain - showing Broca was surprised). Nor do we have to be nusicians to
experience the anxiety of dissonance and di scordance, or feel

di sappoi ntnent at the absence of a satisfying resolution. If you ignore

parts of the natural nelody line you'll |eave your |istener stranded. If
you stray far fromthe nelody line, you'll |eave your |istener confused.
Al'l are frustrating experiences for the user, who will likely get up and
wal k out on your concert! All the conponents of your site nust reinforce
each other so the result sounds rich and full. |If you pay attention to
the details, you'll have your listeners' rapt attention. Qherw se, at

best, you'll just be background noi se. Understanding Online Conversion 1
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are easy to scan; text and graphics are clear; prospects can find what
they are | ooking for quickly and easily. Voice A granmmatical property of
verbs that indicates a relationship between the subject and the action
expressed by the verb. "Birds build nests” is witten in the active

voi ce and enphasi zes the subject - birds. "Nests are built by birds" is
witten in the passive voice and enphasi zes the action - buil di ng nests.
Active voice is far nore persuasive in driving action. NOTE 'voice"

al so can refer to the personality of your business in your emails and on
your Wb site. W We Test Devel oped by Future Now, Inc., this netric
provi des a general neasure of the degree to which your conmunication is
custoner-centered. It conpares the nunber of custoner-oriented words
(you, your, etc.) in the conmunication to the nunber of self- or
conmpany-referential words (we, our, I, ne, etc.). http://ww.f

i turenowi nc. com wewe. htm 172 1 Persuasive Online Copywiting
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Benefits versus Features Benefits address a prospect's enotional needs
and communi cate how the product or service will inprove his/her quality
of life or make himher feel better. Features address the attributes of
the product or service. Benefits are nore effective in driving action
Brochureware A website that is essentially nothing nore than a form of
advertising, providing information but failing to actively notivate its
visitors through the decision to buy. Any conversion effort that does
not capture, engage and notivate its visitors can, at best, only hope
those visitors will choose to take action. Browser Conpatibility The
degree to which all displays and functions of the website work correctly
in both past and present versions of principal browsers (Internet

Expl orer, Netscape, AOL, etc.) Buyer A lead currently in negotiation who
has nade a commtnent in principle to buy, but has not yet purchased the
product or service. Calls to Action (see also Point of Action - PQOA)
Wrds that offer the opportunity and encourage the prospect to take
action. For exanple, "Oick here to see CM5' s new desi gner colors" or
"Add this product to your wish list." dick-through Wen a prospect
takes an action and clicks on a link. Also knowmn as CTR Col or Theory A
body of know edge concerning the ability of color to help create an
appropriate psychol ogi cal state and present information nost

effectively, in addition to engagi ng prospects and directing their
progress through the process. 164 1 Persuasive Online Copywiting
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Conversion 1. A process whereby a visitor is converted into a "buyer”
(used in the nost general sense of sonmeone who takes the desired
action). 2. Asystem(i.e., Wb site) for managi ng the process of
conversion. This systemincludes not custonmer, and we have been
privileged to work with a nunber of people, generous of spirit and
curious of mnd, who were eager to offer their Wb sites as crucibles
for our ideas. In turn, we have |learned nuch fromthem Wd like to

t hank our friends, coll eagues and advisors: Hal Al piar, Mark Brownl ow,
Hol Iy Buchanan, Erin Brenner, Larry Chase, Jason Ci nent, Hal e Dwoskin,
Mtch Fields, Anthony Garcia, O ana Hirsch, Anne Holland, Dan Janal,
Laurie Kuntz, Chuck Lickert, Rebecca Lieb, John Mrana, Ji mNovo, Panela
Par ker, Brad Powers, John Quarto-vonTivadar, Dan Roitnman, Dean Rotbart,
M ke Sack, Bill Schloth, John Sinpson, Jared Spool, Danny Sullivan,
Corrine Taylor, Juan Quillernp Tornoe, N ck Usborne, John Wal sh, Debbie
Weil, Allen Wiss, David Wltman and Pennie WIllianms. The readers of
GrokDot Com and Bryan's CickZ colum have a special place in our hearts.
We acknow edge, individually, our personal debts of gratitude. Bryan: To
my parents, w thout whose support we woul d never be here, Stacey for her
| ove and for being willing to wait just another few m nutes and Hannah
for rem nding me of ny reason why. Jeffrey: To ny brother, ny parents
and C ndy for providing the wind beneath ny wings. Lisa: To the G ok,
for believing in me. And to Zachary, who possesses an incredible soul, a
keen mnd, a bottonl ess heart and is the glue of ny life.
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Del i ght Factor The degree to which the overall experience | eaves the
custoner feeling it is worth repeating and worth telling others about.
Font A conplete set of type of one style and size. For exanple, all the
characters associated with 12 point Arial constitute a font. Fulfillnment
Everything that makes up tinely and delightful delivery of the product
or service, including confirmations, packagi ng and presentation,

shi pping notification, the ability to track shipnents, etc. Get the Cash
(GIC) The sal es axiomthat describes the business's goal to nove the
custoner toward a conpl eted transaction. In e-conmerce, GIC can refer to
a conpl eted purchase (get the cash), a conpleted action such as
subscribing or registering (get the custonmer) or sinply getting the
visitor to take the next step in the conversion process (get the click).
Graphi ¢ versus Text Speed of page delivery is critical. SlIowl oading
graphics will frustrate visitors and persuade themto | eave. Wen inmages
are called for, they nust appear as quickly as possible on the conputer
screen. Using thunbnails to speed delivery can be advant ageous; using
high quality copy that engages your visitor while they are waiting for

i mges can al so make the downl oad tine seemfaster. Incentive A reason
to take action, which mght include discounts, bonuses, free shipping,
bundl e pricing, etc. Information Architecture The | ayout, organization,

| abel i ng, navigation, and searching systens that help people find and
manage online information. 166 1 Persuasive Online Copywiting
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Instills Trust The ability of the online effort to create trust and
confidence in the m nd of prospects, which increases their propensity to
take action. KISS "Keep it Sinple, Stupid" - a directive to keep the
conversion process clear, concise and intuitive to inprove the

i kelihood prospects will take action. Landi ng Page The page on a Wb
site where the visitor arrives (which may or may not be the hone page).
In terns of an enmail canpai gn, one can think of the |anding page as the
page to which the email directs prospects via a link. A landing page
nmust satisfy all the requirenents pertaining to a hone page. Layout The
arrangenent of elenents designed to optimn ze use of screen real estate.
Layout may need to take into account the fact that only a small portion
of the content will appear in the visible wi ndow ("above the fold") or
previ ew pane, and further reading requires prospects to scroll. Lead A
prospect who is engaged actively in the buying decision for a product or
service and has identified him or herself. Load Tine The length of tine
it takes for a page to open conpletely in the browser wi ndow. GCenerally
this is a nmeasure of raw speed, although it is possible to affect the
visitors perception of load tinme by making sure critical elenents that
engage attention load first. Look and Feel The degree to which design,

| ayout and functionality is appealing to prospects and fits the "i nage"
the business is trying to portray. Miultinmedia / Plug-Ins Using el enents
on your site that require your visitor to downl oad plug-ins that are not
typically a part of their browser will generally encourage them
Under st andi ng Onli ne Conversion 1 167
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to leave - the visitor nust conpletely di sengage fromthe sal es process
to performa technical function. Wenever your visitors di sengage from
the process, the risk they will sinply leave is huge. Even waiting for

Fl ash presentations to appear or nedia downl oads to finish can frustrate
visitors. Be sensitive to this issue when you offer these to your
visitors: information about file sizes and typical downl oad tines can be
hel pful . Navigation The tabs, text and graphic hyperlinks that always

| et prospects know both where they are and where they can go. Navigation
el ements nust al ways be avail abl e and obvi ous. Wl | -desi gned navi gati on
will lead the prospect in the intended direction. Paragraph Length
(Average) The average nunber of sentences in a paragraph, determ ned by
dividing the total nunber of sentences in a docunent by the total nunber
of paragraphs. Shorter paragraphs encourage readers to stay focused and
nove through the docunent. Personality The tone your Wb site or enai
comuni cat es through design el enents and content: excited, cheerful

pl ayful, serious, concerned, helpful, etc. The personality of the
docunment shoul d be consistent with the personality of the business and
the offer. It should remain consistent throughout any one enmmil and
consi stent across all emails in a canpaign. (For "personality" as it
pertains to your prospects, see WIFM ) Persuasion Factor The ability of
the copy to persuade the recipient to take action. Persuasion Process
See Sal es Process Point of Action (POA) (see also Calls to Action)
Specific locations in a presentation that offer the opportunity and
encourage the prospect to take action. 168 1 Persuasive online
Copywriting
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Presentati on The nmanner in which the conversion process describes and

di spl ays the products or services. Privacy The condition of being free
from unsanctioned intrusion. Wb sites and emails need to reassure the
prospect through clear, accessible and enforced assurances so he/she can
feel confortable about providing personal infornmation and transacti ng
busi ness. Prospect A suspect who actively expresses interest in the
product or service. Readability The degree to which the copy is
well-witten as well as optinmized for reading on the web. The
readability of text is affected by many factors including, but not
limted to: the color of the text in relation to the background col or
the font, the spacing between words and between lines of text, the
length of lines of text, how bl ocky and dense the paragraphs appear,

text justification, the conplexity of the grammar and the education

| evel of your audience. Relationship Building Undertaking strategies and
tactics ainmed at devel oping a positive and ideally long-term
relationship with the prospect or customer. Sales Metrics Paraneters
that hel p you evaluate and track the success of your business. Wile it
is the nost powerful, Conversion Rate is but one of many sales netrics a
busi ness can enploy to track the efficiency of the conversion system

For a suite of free downl oadabl e cal cul ators, visit Future Now, Inc. at
http://ww. futurenow nc.confdigital sal escal cul ators. ht m Sal es Process A
mul ti-step persuasion process that begins with Prospecting (largely a
Mar keting function), continues through establishing Rapport, Presenting,
Qualifying and culmnates in the Close. Wiile it is linear to the extent
that the Close is the goal, the process itself typically operates in an
iterative fashion. Understanding Online Conversion 1 169
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Scannabl e Text Hi ghlighted, bolded, bulleted or otherw se

vi sual | y-di stingui shed content that allows the reader to quickly scan a
web page, orient thenselves, and determne if the page contains
information of interest. Security The ability of the website to

communi cate to visitors that it is a secure environnent, fromboth a

t echnol ogi cal and enotional point of view Search Engine Optim zation

Desi gn and progranming - including attention to title, keywords, alt
tags and neta tags - that takes into account the ability of the website
to place well in search engines and directories. Sentence Length

(Average) The average nunber of words in a sentence, determ ned by
dividing the total nunber of words in a conmunication by the total

nunber of sentences. In general, shorter sentences capture and retain a
reader's interest best. Long sentences can be confusing. Skimmuable Text
Text written in such a way, and perhaps enhanced wi th bol ding or other
visible features, that enables the reader to distill the main points and
essential features of the comunication quickly, allowing themto decide
if they want to read the entire thing. Suspect Any one individual from
the universe of potential customers for the product or service.
Terni nol ogy Words that communi cate specifics about the features and
benefits of the product or service, or features and benefits of the

sal es process. Content needs to comunicate effectively in |Ianguage that
avoi ds jargon, does not require insider know edge and is under st ood
easily. In email canpaigns, it is particularly important that
term nol ogy avoid clichand "spam words"” such as "free,” "limted tine
offer,"” etc. 170 1 Persuasive Online Copywiting
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Tool s Wbsites use a variety of "tools" to enhance the shopping
experience. These can include shopping carts, imediate online

aut hori zation of credit cards, wish lists, forns, etc. To be benefici al
el ements in the conversion process, all tools nust be efficient,
intuitive (and come with help information), and truly hel pful. Tracl dng
Collecting and evaluating the statistics fromwhich one can neasure the
ef fectiveness of an emmil or an emnil canpaign. Traffic People directed
to your site through the various marketing and advertising prograns a
busi ness enploys to "drive traffic.” Trust The condition of having built
rapport with your prospects in such a way that they respect your
integrity and have confidence you will keep your prom ses as well as
nmeet, if not exceed, their expectations. Type A size or style of
typewitten or printed character. For exanple, a serif type (or
typeface), a sans-serif type, io point type, 14 point type. Unique Val ue
Proposition (UYP) The conci se and nenorabl e phrase that concisely and
powerful |y describes the unique val ue of your business and creates
excitenment in the prospect. The UVP is not a slogan or a phrase desi gned
for advertising, although that is one potential use for it. Instead, its
purpose is to answer the prospect's inplicit question, "Wy should | do
busi ness with you and not sonebody el se?" Up-Selling / Cross-Selling
Presenting custoners with an opportunity to purchase rel ated products,
services or accessories to products they have shown an interest in or
previously purchased. Understanding Online Conversion 1 171
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Usability The ability to inplenent effectively the body of know edge
concerni ng the human-conputer interface in order to renove any obstacl es
i npedi ng the experience and process of online interactions. Value The
overal | appeal and useful ness of the product or service to the prospect.
Rarely is value sinply a function of price (which typically ranks fourth
anong purchase considerations). Viral Design Elenents and functions

i ncluded in a comruni cation that encourage and all ow recipients to pass
the offer along to others, thereby | everaging the marketing effort

("tell a friend," "please forward," etc.). Visual Carity A function, in
| arge part, of layout and design: Pages are easy to scan; text and
graphics are clear; prospects can find what they are | ooking for quickly
and easily. Voice A grammatical property of verbs that indicates a
relationship between the subject and the action expressed by the verb.
"Birds build nests" is witten in the active voice and enphasi zes the
subject - birds. "Nests are built by birds" is witten in the passive
voi ce and enphasi zes the action - building nests. Active voice is far
nore persuasive in driving action. NOTE: 'voice" also can refer to the
personality of your business in your enmils and on your Wb site. W W
Test Devel oped by Future Now, Inc., this netric provides a general
measure of the degree to which your conmunication is customner-centered.
It conpares the nunber of custoner-oriented words (you, your, etc.) in
the comuni cation to the nunber of self- or conpany-referential words
(we, our, I, ne, etc.). http://wwf iturenowi nc.com wewe.htm 172 1
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WL1FM "What's In It For Me?" This question always underlies and inforns
a prospect's decision whether to take the suggested action. Beyond
addressing the critical value propositions and benefits that wll

i nterest prospects, all nmessagi ng nmust acconmopdate the deeply-felt,
enptional needs and take into account the different personality profiles
that influence prospects' different shopping styles. (Am abl e,

Anal ytical, Expressive and Assertive are our categorizations for the
personality profiles - there have been many other representations of

t hese four groups). Word Length (Average) The average nunber of letters
in a wrd, determned by dividing the total nunber of letters in a
conmuni cation by the total nunmber of words. Unless neaning is
conpr oni sed, choose the shorter word over the | onger word. Understandi ng
Online Conversion 1 173
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ABOUT THE AUTHORS Bryan Ei senberg provides the vision for Future Now.

H s passion for people has led himto careers in teaching, social work,
and sal es and nmarketing. Born and raised in Brooklyn, New York, Bryan
lives there with his wife Stacey, his beautiful daughter, Hannah
(http://ww. hannahm chel e. con) and his dog DJ, who suffers from ADD
(those who know and | ove Bryan are not surprised he would bond with such
an animal). Wen not tied intravenously to a DSL |line, Bryan can usually
be found with a perfectly functional canmera in hand, taking early
nor ni ng wal ks, and reading everything. Jeffrey Ei senberg is the CEO of
Future Now. Although his past business life has taken himto 26
countries, he now stays pretty close to honme in Brooklyn. Jeffrey is

di vorced, loves his stepson, Joey, and lives with Cndy and their two
delightfully disturbed cani nes Kinba and Banbi. Wen he isn't working,
he's buried deeply in a book, exploring history, |anguage, people, ideas
and the strange new worlds that exist in his third dinmensional reality.
Lisa T. Davis is Chief Cook and Bottl e-Washer of Wrds at Future Now.
She al so plays esoteric nmusic on equally esoteric instrunents fromthe
M ddl e Ages. Her cat prefers her witing to her playing. Her son prefers
saxophone to cornaneuse. They say Lisa lives in the backwaters of

Maryl and, but really she's tucked into the only undiscovered real estate
remai ni ng al ong the northeast nmetropolitan corridor. Close to the hustle
and bustle of urban |ife, but no broadband. 174 1 Persuasive Online
Copywriting
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WHAT | S W ZARD ACADEMY? Conposed of a fascinating series of workshops

| ed by sone of the nobst acconplished instructors in Arerica, Wzard
Acadeny is a progressive new ki nd of business and communi cati ons school
whose stated objective is to inprove the creative thinking and

comruni cation skills of sales professionals, internet professionals,
busi ness owners, educators, ad witers, mnisters, authors, inventors,
journalists and CEGs. Graduates participate in online discussions and
contribute to the weekly newsletters, nmonthly nusepapers and books
publ i shed by Wzard Acadeny Press. Founded in iggg, the Acadeny has
expl oded into a worl dw de phenonenon with an inpressive fraternity of
alumi who are rapidly formng an are rapidly form ng an inportant
wor | dw de network of business relationships. 'Alice in Wnderland on
steroids! | wish Roy WIlianms had been ny very first coll ege professor
If he had been, everything | |learned after that would have nmade a | ot
nore sense and been a |l ot nore useful... Astounding stuff." Dr. Larry
McCl eary Neurol ogi st and Theoretical Physicist "...Valuable, helpful

i nsightful, and thought provoking. W' re recommending it to everyone we
see." Jan Nations and Sterling Tarrant Seni or Managers, Focus on the
Fam |y "Be prepared to take a wild, three-ring-circus journey into the
creative recesses of the brain ...[that] will change your approach to
managi ng and mar keting your business forever. For anyone who nust think
critically or wite creatively on the job, the Wzard Acadeny is a
must." Dr. Kevin Ryan President, The Executive Witer Understanding
Online Conversion 1 175
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RESOURCES Wb ClickZ. Content and Creativity Articles including: Content
Devel opnment, Publishing, RO Marketing, Site Design, The Creative
Message and Witing Online. Email Marketing Articles.

http://ww. clickz.com Excess Voice. Newsletter and Wb site. Nick
Usborne. http://ww. ni ckusborne.com Got Copy? Newsletter and Wb site.
Stevie Ann Rinehart. http://nmenbers. cox. net/gotcopy/index. htm .

G okDot Com Newsl etter. Future Now, Inc. http://ww. grokdotcomcom

| -Copywiting. Discussion List. Adventive (noderated by N ck Usborne).
http://ww. adventive.com lists/iopywiting/summary.htm . Wzard Acadeny.
Semnars. Roy H WIllianms, WIIlians Mrketing.

http://ww. wi zar dacadeny. com WrdBi z. Newsletter and Wb site. Debbie
Weil. http://ww. wordbi zreport.com WrdsToTheBank.com Wbsite. Future
Now, Inc. http://ww. wordst ot hebank. com Books The Online Copywiter's
Handbook: Everything You Need to Know to Wite Online Copy That Sells.
Robert W Bly. Contenporary Books. 2002. How to Make Friends and

I nfl uence Peopl e. Dal e Carnegie. Reissue edition. Pocket Books. 1994 The
Craft of Copywiting. Alastair Cronpton. London: Hutchi nson Busi ness.
1987. Understanding Online Conversion 1 161
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Usability The ability to inplenent effectively the body of know edge
concerni ng the human-conputer interface in order to renove any obstacl es
i npedi ng the experience and process of online interactions. Value The
overal | appeal and useful ness of the product or service to the prospect.
Rarely is value sinply a function of price (which typically ranks fourth
anong purchase considerations). Viral Design Elenents and functions

i ncluded in a comruni cation that encourage and all ow recipients to pass
the offer along to others, thereby | everaging the marketing effort

("tell a friend," "please forward," etc.). Visual Carity A function, in
| arge part, of layout and design: Pages are easy to scan; text and
graphics are clear; prospects can find what they are | ooking for quickly
and easily. Voice A grammatical property of verbs that indicates a
relationship between the subject and the action expressed by the verb.
"Birds build nests" is witten in the active voice and enphasi zes the
subject - birds. "Nests are built by birds" is witten in the passive
voi ce and enphasi zes the action - building nests. Active voice is far
nore persuasive in driving action. Active Wndow The central portion of
computer screen real estate "above the fold" which constitutes the area
your visitors are nost inclined to focus on. It is the area in which you
want to keep the visitor actively engaged in the conversion process at
all times. After Sales No less a part of the professional selling
process than closing the sale, everything that occurs after the "buyer"
has taken action nust not nerely satisfy, but delight. This includes
confirmation of the action taken, appropriate follow up through
exceptional fulfillnment and opportunities for your custoner to offer
feedback and participate in viral marketing. The after sal es experience
of delight can be severely conpromised if you fail to honor your

promi ses, particularly those relating to guarantees and privacy. Al DAS
"Attention, Interest, Desire, Action, Satisfaction" - elenents of the
conversi on nmessage that establish and sustain the prospect's nonentum
frominitial contact up to and beyond the "close." B2B An acronym for
busi ness-t o- busi ness. B2C An acronym for busi ness-to-consurmer.
Under st andi ng Onli ne Conversion 1 163
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an action divided by the total nunber of people who received the emnil.
(Multiply these nunbers by | oo to express the results as percentages.)
Custoner A person or organi zati on who has paid for your product or
service. In broader usage, a custoner is one who has indicated an
interest in what you offer, by taking an action you have notivated
either on your Wb site or via your email (opting-in, registering,
subscri bi ng, establishing an account, etc.). Custoner Experience The
custoner's (possibly only the prospect’'s) overall experience of pleasure
during the sales encounter. Custoner Service Both online and offline, a
busi ness nmust be available to respond to its visitors' concerns,
frustrations and questions with service that is not nerely satisfying,
but delightful. Options include offering a fax nunber, a toll free
nunber, email contact and online help (FAQ and i nformation boxes).
Whenever possible, custoner service issues should always be handled in a
personal i zed manner, ideally by a human rather than an autoresponder
Under st andi ng Onli ne Conversion 1 165
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"Even with all | knew, | was not fully prepared for the experience | had
at the Acadeny... W else but a wizard can nake sense of so nmany

di vergent ideas? | highly recommend it." Mark Huf fnman Adverti sing
Producti on Manager, Procter & Ganble "Alife-altering 72 hours.” Jim
Rubart To | earn nore about W=zard Acadeny, visit www W zardAcadeny.com
or call the acadeny at (800) 425-4769 W zard Acadeny awards a limted
nunber of full-tuition schol arships each year to journalists and
educators, "the world's truest public servants."” 176 1 Persuasive Online
Copywr i ting
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The Copy Book: How 32 of the World's Best Advertising Witers Wite
Their Advertising. Designers and Art Directors Association of the UK,
Editors. Rotovision. 2000. The Anal ogy Book of Related Wrds: Your
Secret Shortcut to Power Witing. Sel ma d asser. Conmuni cation
Creativity. 1990. Qgilvy on Advertising. David QOgilvy. New York: Vintage
Books. 1987. Advertising Secrets of the Witten Wrd: The Utimate
Resource on How to Wite Powerful Advertising Copy from One of Anerica's
Top Copywiters and Mail Order Entrepreneurs. Joseph Sugarnman. Las
Vegas: Del Star Books. 1998. Net Words: Creating Hi gh-Inpact Online Copy.
Ni ck Usborne. New York: McGawHill. 2001. Accidental Magic. Roy H.

Wl lians, Janet Thomme, Chris Maddock and One Hundred and Six G aduates
of Wzard Acadeny. Austin, Texas: Bard Press. 2001. 162 1 Persuasive
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"Any busi nessman or entrepreneur who wants to succeed online should read
and i nplement the tactics and strategies found in this book." Mchael R
Drew Entrepreneur Press "Awesone! Chock full of great material for both
mar keters and witers. And the Afterword alone is worth the price of
adm ssion - a delightful case of under-prom sing and over-delivering.
Read this book! Put it under your pillow at night! Get these principles
firmy lodged in your chenical menory, “cause this is the stuff that's
gonna make a difference in your bottomline online.”" The G ok
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FOREWORD This tinme has been really hard because the press is reporting
that this industry is dead. | so believe that access to information is
hugely transformative. This industry is not going anywhere. Maya Draisin
Presi dent, Webby Awards Early 2001 W were at |owest point of the

I nternet bust when Maya Draisin said it, but | agreed with her then, as
I do now, "This industry is not going anywhere." Yes, Internet Marketing
iq here to stay and it's getting better every day. And the authors of
this book are part of the reason why. 1998-2000: Mboney fell like rain
from heaven and the streets were flooded with stories of teenage
mllionaires. Those hal cyon days were fueled by a nentality that "if you
build it, they will conme." Investors drunkenly bought into the
internet's prom se of a "new econony” and billions of dollars were
punped into spec-tech and dotcons, never to be seen again. But when the
i nvestors saw that the 'net's realities didn't quite match up to the

gl owi ng promi ses, investnent capital dried up faster than al cohol on a
sunmer sidewal k. It was during the highest point of Internet frenzy that
| published ny first and second books, The Wzard of Ads and Secret
Fornmul as of the Wzard of Ads, both of which becane best sellers. But as
nei ther of the books nentioned Internet Marketing, | was constantly
bei ng asked, "But what about the Internet?" Throughout the years from
1998 to 2001, ny answer never wavered: "The Internet is a baby born
premature. She will certainly survive and grow up to exceed all your
expectations, but she nust first be given sone tine to mature. There are
sone fundanental problenms with Internet Marketing that cannot be
overcone with sinple advances in technol ogy. What internet nmarketing
needs is people who truly understand the fundanental s of human
persuasi on and can apply themto the internet."” Today it is ny
extraordinary pleasure to announce that those people have been found.
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More Praise for Persuasive Online Copywiting "Wrth reading no natter
what your role in copywiting for the Web. Great tips for creative
copywiting techniques specifically tailored to the online experience."
Debbi e Wil WrdBiz Report "The online marketing industry of today is
finally ready to neet the demandi ng needs of effective copywiting. By
reading and utilizing Persuasive Online Copywiting, any online marketer
can nmeet and exceed their goals of effectively comunicating and
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For Roy and Penny who taught us if it's worth doing at all it's worth
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Jeff and Bryan Ei senberg were tal king “conversion' back when

“eyebal | s' were the thing and conversion wasn't even in the | exicon.
Their work was greatly accel erated when they added Lisa Davis to the
team Early 2002: Bryan, Jeffrey and Lisa graduated with honors from

W zard Acadeny and have since gone on to acconplish a nunber of internet
mar keting mracles. Consequently, they were chosen to becone adjunct
faculty at Wzard Acadeny, where now they teach the acadeny's powerful
W zards of Web curriculum This book contains an extrenely inportant
portion of what they teach. Prepare to be amazed. Roy H WIlians
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Witing for the web. Wb word wi zardry. Wb witing that works. Wat
does that nean? Your online copy nust persuade - it's integral to
getting your visitors or readers to register, subscribe, qualify as

| eads, and yes, even buy fromyou. It's witing that nust earn its keep
And to effectively manage the quality of your online witing, you need
to understand what works, why it works and how to make it work better
for you. Whether you are the marketer responsible for the bottomline or
the witer creating the copy, Persuasive Online Copywiting provides the
tools you need to get results. Advance Praise for Persuasive Online
Copywriting: "An essential resource for every online copywiter's

"tool box'. Persuasive Online Copywiting takes both a broad vi ew of
witing for the Web, and also drills down to specific copy tactics that
engage readers and drive results. An excellent, practical guide to
witing with conversion rates in mnd". N ck Usborne, Author, Net Wrds:
Creating High Inpact Online Copy "Take Your Wrds to the Bank speaks to
e-marketers with exuberance and clarity about what is at the heart of
their careers - effective and powerful conmunications. It should be
required reading for executives, directors, nanagers and enpl oyees in
every organi zation that has an e-narketing departnment." Faith Kuczaj,
Sabre's Virtually There "I've been witing ad copy for over twenty
years. What |'ve learned is that you can never |earn enough about
writing copy. Just take one | ook at the table of contents and you'l
realize that this is a nust-have volune." Larry Chase, Publisher and
Author "This is the Strunk & Wiite of witing for the web." Dan Janal,
Founder, PR LEADS wi 7ARD. AUl DEMY Bryan Ei senberg, Jeffrey Ei senberg and
| SBN 0-9714769-9-3 $18.00 Lisa T. Davis are Future Now, Inc., an agency
specializing in online conversion since 1998. In addition to offering
sem nars and workshops, the trio's publications include The Marketer's
Conmon Sense Cuide to E-Metrics, an RO Marketing colum for Clickz, and
G okDot Com 9" 780971 "476998 il 51800
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