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Tactic #1 – Strong
Headlines

If you don’t know it yet, in copywriting, headline is the 
most important part of the whole sales copy.

Why? That’s a good question. You see, the whole sales 
copy is written after the headline. But how the hell can 
the reader read the sales copy when you will lose them 
when reading the headline?

It’s impossible.
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The headline is the difference between successful sales 
copy and a sales copy that ends up in trash. A copywriter 
that can’t write an astonishing headline is not a 
copywriter.

According to Copyblogger, 8 out of 10 people will read a
headline. However, only two out of 10 proceed to read 
the rest of your content.

That’s why you need to be able to write killer headlines 
at all cost!

And here is how…

• Give Them A Big Promise
• Use Words “How-To”
• Data And Statistics
• Curiosity Gap
• Data And Statistics
• News

In order to hook the reader and persuade them to read the 
sales copy, you need to give them a big promise in the 
headline.

Tell them what will they get when they will read the sales
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copy. Tell them that they are going to make massive 
amount of income, make their dog live longer, improve 
the kids marks in school…whatever! But promise them 
something.

Also, consider using words “How To”.

Words “How To” are pure magic when it comes to 
writing astonishing headlines. Many successful 
copywriters say that when you put words “How To” into 
your headlines you can’t fail.

The words “How To” immediately show the reader that 
there is a reward for reading the sales copy.

And don’t forget to include statistics and data!

People love to see numbers in headlines. This is 
especially true when the numbers seem difficult to 
believe.

Readers want to know if what they’re reading is valuable 
and worth their time. 

3



By dropping a relevant statistic in your headline, you’ll 
appeal to your target audience’s curiosity. This is a clever
way to attract more clicks and improve your conversion 
rates.

You should also leverage curiosity gap.

Sparking curiosity is one of the most powerful things in 
the whole copywriting.

According to Copyhackers, breaching curiosity gap can 
increase click-through rates by 927%.

This gap is the space between what you know and what 
you need to know.

Your prospect wants to fill the information gap, and your 
job as a copywriter is to delay filling the gap for as long 
as possible to keep your readers engaged.

You can ask a question that arouses curiosity, like:
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“Do You Already Know This Shocking, Secret Formula? 
According To Apple You Can…”

Do you see how this headline arouses curiosity? I would 
bet that you would read the sales copy that continues 
after the headline.

But making the subject newsy is also important. 

Use words like introducing, announcing, new, etc. and 
people will beg to discover more…

So the headline would look like this:

“Introducing New Dog Food That Will Increase Your 
Dog’s Life By 10 Years...Guaranteed!”

[You can save hours when writing headlines with my
Billion Dollar Scripts Book]
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Tactic #2 – Opening
Question

When you open the first paragraph of your copy with a 
question, it increases your chances of getting your readers 
to read on.

A well-designed question causes the prospect’s thoughts to 
focus on what you have to say.

Your opening question must, of course, be relevant and 
important and must speak to the needs of your 
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audience.

When crafted skillfully, questions point to the result or 
benefit of your product or service. 

It is an awesome way to increase your readership and as a 
result, conversion rate…

Do not neglect this.

As you already know, you have only one chance to make 
that sale...but you can’t sell them when they quit reading 
the first paragraph.
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Tactic #3 - Authority

There’s always something you can say about yourself, your 
company or your client.

Prospects love to do business with an expert in the 
industry.

Being an authority in your industry also makes you 
believable.

Establishing an authority is something that should be done 
in every sales message.
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Find some place where you will put credentials.

Tell them about your experience, how long you are doing 
this, give them a list of companies or customers you 
worked with.

Show them the awards you have won, the results you 
created, etc.

It doesn’t matter how big or little you are.

People naturally respect authority. Think of a police officer.

The moment you will saw a man or woman in police 
uniform…

...you immediately feel the respect inside you.

You don’t know if he or she is wearing a fake uniform.

But you just respect it. 

And if they will ask you for something, you will be willing to
do it.

This is how authority works.
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Tactic #4 - Curiosity

All creatures are curious…especially humans. 

We explore our world rather than just respond to it, looking 
under rocks, pulling back curtains, and poking sticks into 
things. 

The desire to discover things and know is a killer 
motivational factor that is based on our biology. 
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Do you remember the Christmas as a kid when you had to 
wait until morning to open your presents?

You were motivated whole night to open them, why?

Because you were curious. You just wanted to know what’s 
inside. 

Curiosity creates marketing and copywriting language like 
this: 

• Secrets of peeling apples in 10 seconds uncovered! 

• Who spilled the beans... 

• Hidden money making secrets entrepreneurs don’t want 
   you to know…

Talk too much when writing your sales message and you’ll 
destroy curiosity. 

It is one of the strongest psychological triggers that can 
skyrocket your sales if used correctly.

(To be able to fully leverage the power of psychology, read 
my new PERSUADE! book)
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Tactic #5 - Fear

Fear is one of the most powerful psychological tactics ever 
know to a copywriter or marketer.

It is a fundamental human instinct. And manipulating it is a 
fundamental marketing tactic.

Fear is often used in deodorant ads. Fear of body odor and 
all that stuff…

It is one of the most powerful emotional ‘hot buttons’ that 
persuade your prospect to buy.

Here is how it works:
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First, make them extremely afraid of something.

The best way to do this is to make them afraid of “status 
quo” going from good to bad.
Here is an example:

“If you will continue to use your uncomfortable and 
unhealthy shoes…

Here’s what you have to expect in the next days:

Your will start experiencing unbelievable pain on your 
feet…

You will have to pump yourself with painkillers everyday 
just to get up from the bed.

Your life will fall into the hellhole of frustration and pain. 
Etc.”

There are other kinds of fear, but this is the most common 
and useful one.

The second step is to show the prospect a solution.

Let’s get back to the shoes example. After I would created 
the fear, I would continue the message with something like 
this:
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“But you can avoid this deadly situation demolishing your 
life into thousands of pieces…

...by trying our new awesome Widget shoes that has a 
unique technology curing your feet that 99% of asked 
doctors consider as a ‘miracle’. Etc.” 

Do you see how awesome is this?
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Tactic #6 – Irresistible
Offer

The offer is the heart of your sales message and of your 
whole marketing.

It’s the reason why the copy is written.

Your offer must align with you target audience’s desires 
and needs, and, as you know, it must appeal to their 
emotions.

It doesn’t matter what kind of copy you’re writing, 
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your offer has to be clear, concise, and above all 
irresistible.

Also, before showing the price part the offer must 
summarize it’s key benefits and advantages of the 
product or service you’re selling.

The best way to do that is through bullet points that 
makes the copy more readable and inviting.

In the offer you want to write about all benefits the reader
will get by using your product or service.

And to make your offer even more irresistible you can 
offer bonuses to the prospect.

It’s scientifically proven that bonuses increase response. 
Also when you offer bonuses, you also appeal to basic 
human emotion – greed (we talked about that earlier). 

Also…

You never want to introduce the price until you have 
stated the offer.

If you will, most of the people will stop reading your ad, 
click off the website, or either throw your letter into the 
trash can.
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The only exception is if the price is a bargain, or if the 
audience already knows the price.
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Tactic #7 - Popularity

Popularity is an interesting thing. It feeds on itself.

Why do you think McDonald always proudly announces 
“Over 1 Billion Sold”?

It is making it clearly the popular choice.

Popular with other people = GOOD FOR ME!

People are afraid of the unknown. 

Making a bad decision is a scary thing for most people.
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And the thing that will run through their mind is 
“1,598,164+ people can’t be wrong!”

Popularity destroys the fear and throws it out of the 
window.

Remember, people listen to the “vox populi” (voice of the 
people).

It stands to a reason that if a product is an online best-seller 
that many people must like it, so the customer thinks…

...”I’ll like it too.”

Popularity builds credibility.

But the credibility from a popularity isn’t enough.

You need to be much more credible to make your sales 
message work…

19



Tactic #8 – Desire To Belong

The desire to belong is a strong motivational factor 
in marketing but it is often not appreciated.

Think about it.

Why do people own a Mercedes? Why do they smoke 
Marlboro cigarettes? Why do certain fads catch on?
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It could be that these people buy a specific product 
because they subconsciously want to belong to the 
group that already owns or uses that specific product.

In the case of Marlboros, the smokers subconsciously 
want to join that group of smokers who have 
responded to the rugged western image the cigarette’s 
ad agency has created.

The people who buy a Mercedes often want to belong 
to that special group of Mercedes owners.

Do you think it’s because of the special braking or 
suspension system? Forget it. They’re going out and 
spending megabucks to buy something that’s maybe 
slightly better than many of the other automobiles.

The other cars can take you to the same places at the 
same speed and yet these people—all very intelligent
—will go out and spend plenty more to buy a 
Mercedes.

And the list goes on. You name a product that has an 
established image and I’ll show you a consumer who, 
somewhere in his or her subconscious value system, 
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wants to belong to the group of people who own that 
product. Fashion, automobiles, cigarettes, gadgets, 
whatever the category—the consumer who buys a 
specific brand has been motivated to buy that brand by 
virtue of the desire to belong to the group of people 
who already own that brand.

The desire to belong to and identify with a group of 
people who own a specific product is one of the most 
powerful psychological motivators to be aware of in 
marketing and copywriting.

– From Joseph Sugarman’s Book Titled: “The 
Adweek Copywriting Handbook”
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Tactic #9 – Reason “Why”

A four year-old that follows you around the house asking 
you “Why?” after anything and everything you say is – 
albeit annoying – a reflection of a fundamental human 
desire to need to understand the rationale behind a person’s 
actions or opinions in order to BELIEVE IT.

Yes, that’s right, our brains are far more likely to believe 
something is true, real or legit when a reason or 
justification is given.
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In fact, Ellen Langer, a psychology professor at Harvard, 
conducted a study on whether or not giving a “reason 
why” influenced people’s decision to allow strangers to 
cut in line while waiting for the Xerox machine in a busy 
library.

Her finding were incredible. When a stranger went up 
and asked the first person in line…

“Excuse me, I have 5 pages. May I use the xerox 
machine?”: 60% of them said yes. Not bad.

She then tested the same question, but using a Reason 
Why…. “Excuse me, I have 5 pages. May I use the xerox
machine, because I’m in a rush?”:

A staggering 94% of people said yes!!

But here’s where it gets REALLY juicy. She then 
changed the “Reason” from something legit – being in a 
rush – to no real reason at all…
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“Excuse me, I have 5 pages. May I use the xerox 
machine, because I have to make copies?”: Still a 
massive 93% said yes.

Simply using the word “because” – no matter the reason 
–resulted in significantly more commitments.

So in your sales copy, it’s always wise to include a reason
for why you’re selling a product, why you’re giving a 
discount, and why you’re limiting the sale or using any 
sort of scarcity…
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Tactic #10 – Specificity

Being specific in your explanations is very critical and can 
establish your credibility. Let me first give you an example. 
If I were to say, “New dentists everywhere use and 
recommend CapSnap Toothpaste,” it sounds like typical 
advertising lingo— puffery designed to sell a product.

It’s so general that it will probably cause a viewer to 
discount the statement I have just made and maybe 
everything else I say.
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But if I said, “Ninety-two percent of new dentists use and
recommend CapSnap Toothpaste,” it sounds much more 
believable.

The consumer is likely to think that we did a scientific 
survey and that 92 percent was the result.

When people perceive certain general statements as 
puffery or typical advertising babble, those statements 
are at best discounted or accepted with some doubts.

By contrast, statements with specific facts can generate 
strong believability.

If you’re describing a product that is designed for the 
circulatory functions of the body, you can talk about “242
miles of blood vessels” instead of “miles of blood 
vessels.”

When you talk about the bottom of your feet, instead of 
saying, “There are a lot of nerve endings at the bottom of 
your feet,” you can say, “There are 72,000 nerve endings 
at the bottom of your feet.”
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You are stating a fact as opposed to a general or vague 
statement. You are more believable.
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Tactic #11 – Avoid Sexist
Terms

The days of salesman, fireman, or businessman are over.

Now it is sales person, firefighter, and entrepreneur.

You should avoid using any gender-offensive words. You 
don’t persuade people to buy by making them angry at you.

If you necessarily need to use some word that is gender-
oriented, create a fictional character.

For example, “Harry started a company two years ago. 
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He is a good businessman!”.

This way, you won’t offend anybody. 
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Tactic #12 – Keep Your ASL
(Average Sentence Length)

Short

Short sentences are easier to read than long sentences. All 
professional writers— newspaper reporters, publicists, 
magazine writers, copywriters—are taught to write in crisp,
short, snappy sentences. 

Long sentences tire and puzzle your readers. By the time 
they have gotten to the end of a lengthy sentence, they don’t
remember what was at the beginning. D. H. Menzel, 
coauthor of Writing a Technical Paper, conducted a survey 
to find the best length for sentences in technical papers. 
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He found that sentences became difficult to understand 
beyond a length of about 34 words. 

And the consumer has far less patience with wordiness and 
run-on sentences than does the scientist studying an 
important report. Rudolf Flesch, best known for his books 

Why Johnny Can’t Read and The Art of Plain Talk, says the
best average sentence length for business writing is 14 to 16
words. 

Twenty to 25 words is passable, he adds, but above 40 
words, the writing becomes unreadable. Because ad writers 
place a premium on clarity, their sentences are even shorter 
than Flesch’s recommended 14-to 16-word average. 

Here’s a list showing the average sentence length of some 
ads and promotions: 

Ad Average sentence length (number of words) Velveeta 
cheese spread 6.7 Lanier dictaphone 8.3 IBM PC software 
10.6 Porsche 944 10.6 3M/Audio-Visual Division 13.6 IBM
PC database communication 14.5 Jack Daniels 16.2 

The average sentence length in these and dozens of other 
ads I measured ranges from 6 to 16 words. 

The average sentence length of your copy should also fall 
in this range. 
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Now, let’s take a look at how you can reduce sentence 
length. 

First, you should break large sentences into two or more 
separate sentences whenever possible: 

Today every penny of profit counts and Gorman-Rupp 
wants your pumps to work for all they’re worth. 

Today every penny of profit counts. And Gorman-Rupp 
wants your pumps to work for all they’re worth. 

This article presents some findings from surveys conducted 
in Haiti in 1977. 

These surveys provide retrospective data on the age at 
menarche of women between the ages of 15 and 49 years. 

This article presents some findings from surveys conducted 
in Haiti in 1977 that provide retrospective data on the age at
menarche of women between the ages of 15 and 49 years. 

Another method of breaking a long sentence is to use 
punctuation to divide it into two parts. 

One purpose is to enable you to recognize and acknowledge
the importance of people who handle people from the 
company president right down to the newest foreman. 
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One purpose is to enable you to recognize and acknowledge
the importance of people who handle people—from the 
company president right down to the newest foreman. 

The outcome is presentations that don’t do their job and 
make others wonder whether you’re doing yours. 

The outcome is presentations that don’t do their job. . .and 
make others wonder whether you’re doing yours. 

Copy becomes dull when all sentences are the same length. 

To make your writing flow, vary sentence length. 

By writing an occasional short sentence or sentence 
fragment, you can reduce the average sentence length of 
your copy to an acceptable length even if you frequently 
use lengthy sentences. 

Over thirty thousand aerospace engineers are members now.
To join them, send your check for $146 with the coupon 
below and become a member today. 

Over thirty thousand aerospace engineers are members now.
Join them. Send your check for $146 with the coupon 
below and become a member today. 

Now, discover the Splint-Lock System, a simply beautiful, 
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effective, and versatile chair-side splinting technique that 
helps you stabilize teeth quickly, easily, and economically. 

Now, discover the Splint-Lock System. . .a simply 
beautiful, effective, and versatile chair-side splinting 
technique that helps you stabilize teeth. Quickly. Easily. 

And economically. 

Train yourself to write in crisp, short sentences. 

When you have finished a thought, stop. 

Start the next sentence with a new thought. 

When you edit, your pencil should automatically seek out 
places where a long string of words can be broken in two. 

- From Bob Bly’s “The Copywriting Handbook” book, 
Third Edition
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Tactic #13 – Use
Colloquialisms

When you use colloquialisms, you draw your reader 
closer because you appear more familiar, more friendly, 
more up close and personal instead of distant and at 
arm’s length.

Use colloquialisms that are understandable to most 
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people who have a reasonable familiarity with the 
English language. And it increases readability more than 
you ever thought possible.

Some colloquialisms that have found their way into 
mainstream online marketing communications include:

dough….. money

slam dunk….. a sure thing

laid-back….. calm, relaxed

make waves….. cause trouble

bent out of shape….. become upset

broke….. having little or no money

come up for air….. take a break

cool….. great
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twenty grand….. $20,000 (fifty grand for $50,0000,etc.)

keep your cool….. remain calm

blown away….. greatly impressed, amazed

megabucks….. a lot of money

blow a fuse….. lose your temper

bummed….. depressed

con….. deceive

has deep pockets….. has a good source of money

glitzy….. fancy

honcho….. boss

get a kick out of….. enjoy
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Avoid using colloquialisms that might cause 
misunderstandings.

Because the Internet is international, some colloquialisms
such as “table a proposal” (postpone the discussion) or 
“the presentation bombed” (the presentation was a 
complete failure), which are generally known to most 
Americans, may mean something completely different to 
non-Americans. 

Readability matters, but these colloquialisms would 
destroy it.

You should also avoid using regional or locally based 
colloquialisms and slang, as they are misunderstood by 
Americans from other parts of the country as well as non-
Americans.

Remember: Confused prospect ALWAYS Says “No!”
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Conclusion

I really hope that you will find these copywriting 
techniques useful and conversion-driving!

When I started using them, I couldn’t believe the results.

But remember, nothing works unless you do. Don’t just 
read this e-book. Don’t just sit there thinking “Hmm, this is 
awesome!”

Apply this!

Then and only then you will be able to see some kind of 
results.

If you won’t, you can just stare with your brontosaur eyes 
staring at the ceiling moaning about why your sales are still 
on the same level.

That’s just the reality.

If you want to discover more sales-driving copywriting 
content, you can follow me on the social media…

...or buy and read one of my astonishing books that will 
save you weeks of time.
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Depends on you. 

So, stay tough, work hard...and crush all of your 
expectations…

AND CRUSH YOUR COPYWRITING LIMITS!
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