i,

0 V?/&\) FU br

Explode!
Your Small Business Sales

With Copywriting

By Les Blythe
“The 1-Day Copywriter”



The playbook for businesses with something to sell and no
budget to hire a professional copywriter.



Asourt Tris Copywriting PLavBOOK

It's no secret that hiring a professional copywriter to craft your sales and marketing materials is a huge advantage
if you're a small business with a product or service to sell.

Think of Realtors, Plumbers,
Event Planners, Photographers,
Hairdressers, Dog Walkers, Car
Mechanics, and hundreds more small
businesses.

A good copywriter can take a dull
piece of writing, polish it, and make
it shine. Most importantly, he (or
she) can convince your potential
customers to buy from you, and
entice your existing customers to
buy even more.

However, hiring a professional
copywriter is expensive and can
cost upwards of S150 per hour.
Understandably, not many small
businesses have that kind of money
to spend.
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I'm Les Blythe, and I've been a professional copywriter and marketer since 2011.

I've written copy for Fortune 100 companies and small local businesses alike, and they all have one thing in common - a product
or service they need to sell using words.



But not just any old words will do.
The words need to be carefully chosen and strung together in a way that convinces the reader (potential customer) to take action.

You must persuade them to hit that buy button, sign up for your newsletter, book a call, contact your business, and more. Whatever
your desired outcome, your words need to convince them that taking action is the logical next step.

Achieving this goal is a combination of art, science, and a deep understanding of the human psyche.
It’s also a logical and repeatable process.
Being a process, it's something that can be taught, and that's where this playbook shines.

In the pages that follow, I'll equip you, the small business owner, with the essential copywriting skills needed to sell your products
and services with words. All without the need to hire an expensive professional copywriter.

YOU have a deep understanding of your business, your customers, and your marketplace.

This knowledge means YOU'RE uniquely positioned to write convincing copy that boosts sales, without the need to brief a costly
third-party copywriter.

All that remains is for me to teach you the process, the missing piece, and that’s

exactly what I'm about to do.

With my help, we'll demystify the copywriting process and reduce it to actionable steps you can apply immediately to your business.

Together, we'll explore what truly drives your customers to buy, how to create a clear picture of who you're speaking to, and the
core principles that make up convincing copy.

We'll focus on benefits over features, and using Problem, Agitate, Solve (PAS) principles, we'll build a solid framework in which
to place your carefully chosen words.

You'll discover how to apply your new skills to an example of real-world copy as | walk you through the creation of a persuasive
sales page. You'll learn how each component of the sales page works together to convince your reader that taking your desired
action is not only logical but desirable.

Finally, I'll equip you with some quick wins and show you how to avoid common pitfalls, ensuring your efforts are effective from
the get-go.

I'll provide solid, actionable information - enough, but not too much. | don’t want you to drown in a sea of
copywriting theory!



Asout THE AuTHoR

Les Blythe, also known as “The 7-Day Copywriter”, has built a reputation for
teaching students how to write professional copy in 7 days or less.

Les, originally from the UK, has lived in South Africa since 2002 and has been a highly-paid copywriter since 2011.

He has worked with Fortune 100 companies as well as SMEs (Small & Medium Enterprises). His impressive client list includes
Microsoft, IBM, Fujitsu, Home Depot, UNICEF, PWC, and Bain & Co.

These days, Les enjoys sharing his knowledge through publications like this, spending time with his family, and playing golf every
Thursday without fail.
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SECTION 1

INTRODUCTION - DEmYSTIFVING GOPYWRITING

magine for amoment you’re a plumber (or any other small

business) and your amazing service isn't quite getting the
attention it deserves? You've got something great to offer,
something you truly believe in, but guiding people from being
interested to buying is a puzzle for which you don’t have all
the pieces

Many small businesses face this exact challenge, and often,
the key lies in effective copywriting. Before you imagine
some high-priced wordsmith typing away, let’s get one thing straight: copywriting is simply writing that gets people to take action.
It's not about being a literary genius; it's about making sales.

So, What is Copywriting (Really)?
At its heart, copywriting is purposeful writing that gently nudges your reader toward a specific goal.

Think of it as your silent salesperson, working hard on your brochures, product descriptions, website, or advertisements. Whether
you want someone to make a purchase, sign up for a service, ask for a demonstration, or book an appointment, every word you
write for your business is a piece of copy.

It's the difference between just listing what you offer and showing your customer how your offering solves their problem or makes
their life better. It's incredibly important because strong copy directly impacts your bottom line.



Why You Don’t Need a Fancy Copywriter (You've Got This!)

[t's common for small businesses to shy away from hiring professional copywriters because of the expense. But here’s the exciting
part: you absolutely don’t need one to write effective sales copy.

In fact, as the person behind your business, you already have an incredible advantage, you truly understand your products, your
services, and most importantly, your customers.

This playbook isn't here to turn you into a professional writer, it's designed to give you the fundamental principles and practical
steps to craft compelling copy yourself.

You'll learn how to truly connect with your audience, highlight what makes your business special, and ultimately, boost your sales
- all without breaking the bank.

How to Use This Playbook

This guide is intentionally short, sweet, and packed with actionable advice. Don't just read these pages, absorb them and use them.
Have a pen and paper ready, or open a new document, because you'll want to apply these strategies as we go.

The most crucial part will be our hands-on practice section - we’ll build a sales page together, step-by-step. This could be for
your website, a marketing flyer, or any promotional material. That's where you'll see everything come to life.

So, are you ready to tap into your natural ability to sell and start writing words that make a difference for your business? Let’s get
started!




SECTION 2

UnpersTANDING Your GustomeR - THE HEART
Or PrrsuasioN

Now that we're clear on what copywriting is (and isn't!), let’s dive into the most critical part of writing anything that sells:
understanding your customer.

You can have the best product or service in the world, but if you don’t connect with the people who need it, your message will fall
flat. Great copy isn't about clever words, it's about deeply understanding the person reading them.

What Drives a Customer to Buy? (It’s Not Always What You Think!)

People don't just buy products or services, they buy solutions to their problems or paths to their desired outcomes. Think
about it, someone doesn’t buy a drill because they love drills, they buy it because they need a hole. They don’t buy a coaching
program because they love coaching, they buy it because they want to achieve a specific goal or overcome a personal hurdle.

PRO TIP: Often, purchasing decisions are less about pure logic and more ahout emotions.

People buy based on how something makes them feel (relieved, happy, secure, successful), and then they use logic to justify
that emotional decision. Your copy needs to tap into those underlying feelings. What pain points does your product solve? What
aspirations does it fulfill? What fears does it alleviate?



Creating Your Ideal Customer Avatar (Buyer Persona)

To write truly persuasive copy, you need to know who you're talking to. Imagine your ideal customer as a real person. Copywriters
call this creating a Customer Avatar or Buyer Persona. You don’t need fancy software, just answer a few simple questions:

Who are they? (Demographics: Age range, gender, location, income level if relevant).

What are their biggest problems or frustrations related to what you offer? (Pain points: What keeps them up
at night? What are they struggling with?)

What do they truly desire or aspire to achieve? (Aspirations: What results are they dreaming of? How do they want
their life or business to be better?)

Where do they spend their time (online and offline)? (This helps you know where to reach them.)

What are their common objections or hesitations when considering a purchase like yours?

This exercise is all about building empathy. When you can truly step into your customer’s shoes, you'll instinctively know what
words will resonate with them. Your copy will sound less like a sales pitch and more like a helpful conversation.




SECTION 3

THe Gore PrincipLes OF Persuasive Gopy -
Your GopywriTiNg TooLKiT

N ow that you're thinking like your customer, it's time to
equip you with the fundamental principles of persuasive
writing. These aren't just “rules”, they're tools that will help
you translate your understanding of your customer into words
that genuinely connect and convert.

Feature vs. Benefit: Selling the Sizzle,
Not Just the Steak

This is perhaps the most crucial concept in all of copywriting. A feature is what your product is or what it has. A benefit is what
your product does for the customer or how it makes their life better.

PRO TIP: Small businesses often get stuck listing features because they’re proud of what they've
built - and rightly so! But customers buy henefits.



Think of it this way:
o Feature: “This smartphone has a 50-megapixel camera.”

 Benefit: “Capture stunning, professional-quality photos of your family’s precious moments, even in low light, so you'll
cherish those memories forever.”

Always ask yourself: “So what?” after every feature. The answer is likely the benefit. You can also insert the words “which means
that” to uncover the benefit, like this:

o “This smartphone has a 50-megapixel camera, which means that you can capture stunning, professional-quality photos
of your family’s precious moments, even in low light, so you'll cherish those memories forever.”

Customers aren't buying a drill, they're buying the ability to hang a picture frame. They're not buying accounting software, they're
buying peace of mind and more free time. Focus on the positive outcome for them.

The Power of Clarity & Simplicity: “If You Confuse, You Lose”

Your copy needs to be effortlessly clear. If your reader has to stop and think about what you mean, you've already lost them. People
are busy and have short attention spans.

e Avoid jargon: Don't use industry terms or acronyms your customer won't understand. Speak their language.
o Keep sentences short: Long, complex sentences are harder to digest. Break them up.

 Use active voice: “We offer excellent service” (passive) vs. “Our team delivers excellent service™ (active). Active voice
is more direct and engaging.

o Be direct: Get to the point. What do you want them to know, and what do you want them to do?
PRO TIP: Your goal isn’t to sound smart, it’s to be understood instantly.

The Problem-Agitate-Solve (PAS) Framework
This is a powerful, simple framework you can use for almost any piece of persuasive writing, from a short ad to a full sales page.

 Problem: Start by identifying and stating a problem your target customer is experiencing. Make sure it's a problem they
recognize and care about.



Example: “Tired of your current cleaning service missing spots?”

o Agitate: Briefly elaborate on the problem. Stir the pot a little. Show them the negative consequences of not solving it,
or how frustrating it truly is.

Example: “It’s frustrating when you pay good money, only to find corners cut and grime left behind, making you
feel like you're still doing half the work.”

e Solve: Introduce your product or service as the clear, effective solution to their agitated problem. Explain how you make
that problem go away.

Example: “Our premium cleaning service ensures every nook and cranny sparkles, leaving you with a truly spotless
home and more free time to enjoy it.”

The PAS formula works because it mirrors how humans think and seek solutions.

Call to Action (CTA): Tell Them What to Do!

This might seem obvious, but it's often overlooked or poorly executed. After you've presented your benefits and solved their problem,
you must tell your reader exactly what you want them to do next. Don’t make them guess!

Your Call to Action (CTA) should be:
e Clear: No ambiguity.
o Compelling: Give them a reason to act now.

o Specific: Use action-oriented verbs.

Examples: “Buy Now,” “Call Us Today for a Free Estimate,

Week,” “Book Your Appointment.”

Download Your Free Guide,” “Visit Our Store This

Make your CTA easy to find and impossible to misunderstand.

PRO TIP: Only ever ask the reader to do ONE THING. Never give them a choice or
confuse them - a confused mind won’t take action. The GTA may appear on a sales
page multiple times, but it should tell the reader to do the same thing each time,
even if reworded.




GrarmiNg GompELLING GONTENT - PRACTICAL
APPLICATIONS

ith your customer in mind and your core principles understood, let’s translate that knowledge into actual words that work.
This section focuses on applying those tools to the specific elements of your copy.

Headlines That Hook: Stop the Scroll!

Your headline is, without a doubt, the most important piece of copy you'll write. It's the gatekeeper. If it doesn’t grab attention,
nothing else matters. Its job is simple, to make your reader curious enough to read the next sentence.

Here are a few simple ways to create headlines that grab attention

Benefit-Driven Headlines: Focus on what the reader will gain.

Example: “Finally, Get a Full Night's Sleep, Naturally.”

Example: “Reduce Your Accounting Headaches by 50% Starting Today.”

Question Headlines: Pose a question that speaks to their problem or desire.

Example: “Struggling to Keep Your House Clean?”



Example: “Want to Double Your Sales This Quarter?”
“How-To” Headlines: Promise to teach them something valuable.
Example: “How to Cook Gourmet Meals Without Spending Hours in the Kitchen.”

Example: “How Small Businesses Can Attract More Local Customers.”

PRO TIP: Keep headlines clear, concise, and focused on the reader.

Body Copy That Connects

Once your headline hooks them, your body copy needs to keep them engaged and build desire for your solution. This is where you
elaborate on the problem, introduce your solution (your product/service), and present the benefits.

o Storytelling (Briefly): Peaple connect with stories. You don't need a novel, a short anecdote about a customer’s success
or the problem you set out to solve can be incredibly powerful.

Example: “Like Sarah, who used to spend hours every weekend dreading laundry, our service gave her back her Saturdays.”

e Using Testimonials/Social Proof: Nothing is more convincing than hearing from happy customers. Integrate short,
powerful quotes that speak to specific benefits. People trust other people.

Example: “My business doubled after just three months!” - John D., Local Cafe Owner.

o Addressing Objections: Think about why someone might hesitate to buy from you. Address those concerns directly and
transparently within your copy. Do they worry about price? Quality? Complexity? Tackle it head-on.

The Art of the Bullet Point

Bullet points are your best friend for making your copy scannable and impactful. Instead of long, dense paragraphs, use bullet points
to highlight key benefits and features in an easy-to-digest format. Each bullet should offer a distinct reason to buy or learn more.

e Lead with the benefit: Start each bullet point with what the customer gains.
o Keep them concise: Short, punchy phrases work hest.
o Use strong verbs: Make each point active and compelling.
Example (for a gardening service):
o Enjoy avibrant, healthy garden without lifting a finger.
e Reclaim your weekends - we handle all the weeding, pruning, and planting.
o Boost your home’s curb appeal with expert landscape maintenance.

o Save water and money with our efficient irrigation solutions. 0



SECTION 5

Hanps-On Practice - Ler's Write Your
SALes Pagr!

his is where all the concepts we've discussed so far come together. We're going to build a simple, effective sales page, piece
by piece. Think of this as your personalized workshop. You can apply these steps to a dedicated sales page on your website, a
persuasive flyer, an ad, or even the structure of a sales conversation.

 Your Goal: By the end of this section, you'll have a draft of your own sales page. Don't worry about perfection, focus on
getting your message down using the principles we've covered.

Your Step-hy-Step Sales Page Builder

Grab your notes from Section 2 (your Customer Avatar/Buyer Persona) and let’s start writing.

Step 1: Craft Your Irresistible Headline

This is your hook! Go back to the headline formulas we discussed. What's the single biggest benefit or problem you solve for your
customer? What question can you ask that immediately grabs their attention?

e Action: Write 3-5 headlines. Pick the one that feels most compelling.



o Self-check: Does it speak directly to your ideal customer? Does it offer a clear benefit or address a key problem?
Step 2: Hooking Introduction (The Problem - Using PAS)

Now, introduce the core problem your customer is facing. Make them feel understood. Show them you know what they're going
through.

e Action: Describe the common challenge, frustration, or pain point your customer experiences that your product/service
addresses.

o Self-check: Is this a problem they actually feel and recognize?

Step 3: Agitate the Pain/Problem (Using PAS)

Gently remind them of the negative impact of this problem. What are the consequences if they don't solve it? How does it make
them feel? This isn't about scaring them, but about reinforcing the need for a solution.

e Action: Elaborate on the emotional or practical consequences of the problem.
o Self-check: Am | agitating the problem, not just my customer? Am | building the desire for a solution?
Step 4: Introduce Your Solution (Product/Service - Using PAS)

Now, present your product or service as the clear answer to their problem. Don't just name it, briefly introduce how it makes their
problem go away.

e Action: State clearly what you offer and how it directly solves the problem you just agitated.
o Self-check: Is it obvious how my offering connects to their stated problem?

Step 5: What They Get (Features + Benefits)

This is where you show the value. Use bullet points! For each feature, make sure to translate it into a compelling benefit. Remember:
features tell, benefits sell.

e Action: List 3-5 key features of your product/service. For each feature, write out the corresponding benefit for the customer.
o Self-check: Am | focusing on what the customer gains or experiences? Are these benefits compelling and easy to scan?
Step 6: Overcoming Objections & Building Trust (Optional, but Powerful)

Think back to your Customer Avatar/Buyer Persona - what might be their biggest hesitations? Address them proactively. This is
also a great place to include a short, impactful testimonial if you have one, or briefly mention a guarantee.

e Action: Identify 1-2 common objections and briefly address them. If possible, add a short testimonial.




o Self-check: Am | directly calming a potential fear or doubt?
Step 7: The Clear Call to Action (CTA)
Tell them exactly what to do next! Make it bold, clear, and easy to find. Remove all guesswork.

e Action: Write your primary Call to Action. Use strong action verbs.

o Self-check: Is it crystal clear what | want them to do? Is there only one primary action?
Step 8: The P.S. (Powerful Postscript)

The PS. is often one of the most read parts of any sales copy. Use it for a final, impactful reminder. This could be a last benefit, a
time-sensitive offer, or a strong closing statement.

e Action: Write a brief P.S. Reinforce your main offer or add a sense of urgency.
o Self-check: Does this PS. compel them to take action now?
Action Steps for Your Sales Page:
o Read it Aloud: Does it flow naturally? Does it sound like you're talking directly to your customer?

o (Get Feedback (Optional): Ask a trusted friend or colleague to read it. Do they understand what you're selling and what
to do next?

 Refine, Don’t Perfect: Your first draft won't be perfect, and that's okay! Make it better over time based on how it performs.




SECTION 6

ExampLe OF A FiNisiep Sates Page

kay, let’s put those copywriting principles into action with an example sales page for an exercise bike. This example is designed
to follow the steps we outlined in Section 5, demonstrating how each component works together.

The “MoveWell” Exercise Bike: Your Path to a Healthier You, From Home [Headline -

Benefit-Driven]

Tired of feeling out of shape, but can’t find the time or motivation for the gym?
You're not alone. Many of us know we should exercise, but life gets in the way.

Gym memberships go unused, bad weather keeps us indoors, and finding a consistent routine feels impossible. You might feel a
pang of guilt seeing your sneakers collecting dust, or worry about your energy levels dwindling. [Agitatel

It's frustrating to want to be healthier but constantly face obstacles that keep you from reaching your fitness goals. [Agitate -
Elaborating on the Problem]

This isn't just about fitting into old clothes: it’s about your energy, your mood, and your overall well-being. [Agitate - Emotional

Consequencel



Imagine waking up feeling energized, having the stamina to tackle your day, and feeling confident in your own skin. That desire
for a healthier, more active life shouldn’t be derailed by busy schedules or inconvenient gym trips. You deserve a solution that fits
your life. [Agitate - Building Desire for Solution / Emotional Connection

That's where the MoveWell Exercise Bike comes in. [Solve - Introducing the Solution]

Designed for your home, the MoveWell is your personal fitness hub, ready whenever you are. It eliminates excuses, bringing effective,
low-impact cardio straight to your living room, helping you effortlessly build stamina, burn calories, and boost your mood. [Solve
- How the Solution Works / Benefits Overview]

What You'll Get With Your MoveWell Exercise Bike:

o Smooth, Quiet Ride: Enjoy your favorite shows or keep conversations flowing with a virtually silent magnetic resistance
system, so you can work out without disturbing anyone. [Feature + Benefit - Bullet Point]

o Customizable Comfort: Easily adjustable seat and handlebars ensure a perfect fit for any body type, letting you focus
on your workout, not discomfort. [Feature + Benefit - Bullet Point]

o Personalized Workouts: Choose from 8 levels of resistance to match your fitness level and progress, providing a
challenging yet safe workout every time. [Feature + Benefit - Bullet Point]

e Clear Progress Tracking: The built-in LCD display shows your speed, distance, time, and calories burned at a glance,
keeping you motivated as you see your improvements daily. [Feature « Benefit - Bullet Point]



o Compact & Easy to Store: Its sleek, small footprint means it fits comfortably in any room, and its lightweight design
makes moving it a breeze when needed. [Feature + Benefit - Bullet Point]

“| used to dread working out, but my MoveWell bike changed everything! It's so quiet and comfortable, | actually look forward to
my daily ride.” - Sarah L., Happy Customer [Social Proof - Testimoniall

Worried about assembly? Don't be! The MoveWell bike arrives with clear, step-by-step instructions and all the tools you'll need,
s0 you can be riding in under 30 minutes. [Addressing Objection]

Ready to transform your health and fitness from the comfort of your home? [Call to Action - Compelling Question]

Click Here to Order Your MoveWell Exercise Bike Today! [Clear, Specific Call to Action - Imperative]

PS. Don't let another day go by wishing you were more active. The MoveWell Exercise Bike is your simple, effective solution to
consistent workouts and a healthier, happier you. Start your journey today! [PS. - Reinforcing Urgency & Key Benefit]




SECTION 7

Quick Wins & Gommon Pirrarts To Avoip

~ DANGER -

vou’ve now got the core copywriting principles and even drafted a sales page. Let’s look at some quick ways to make your copy
even stronger and help you sidestep common mistakes that can trip up even experienced copywriters.

Proofreading Power: Your Last Line of Defense

Atter all your hard work writing, don't rush this final step! Typos, grammatical errors, and awkward phrasing can instantly undermine
your credibility. A single mistake can make your carefully crafted message seem unprofessional or unreliable.

o Read it aloud: This is the golden rule. Reading your copy out loud forces you to slow down and catch errors your eyes
might miss. You'll hear awkward sentences and notice missing words.

o Take a break: Step away from your writing for an hour, or even a day, before proofreading. You'll come back with fresh eyes.

(et a second pair of eyes: Ask a trusted friend, family member, or colleague to review it. They'll often spot things
you've overlooked.



Testing & Iterating: Your Gopy Is Never “Done”

The beauty of writing your own copy is that you can always improve it. Your first version is rarely your best, and that’s perfectly
okay. Think of your copy as an ongoing experiment.

o Don’t expect perfection: Get your message out there, then observe how people respond.

e Trydifferent headlines: Sometimes, a small change to your headline can make a huge difference in how many people
read your copy.

o Tweak your Call to Action: Experiment with different wording to see what encourages more people to act.

e Learn from results: If something isn't working, don’t be afraid to change it. Every piece of copy you write is a chance
to learn more about what resonates with your audience.

Don’t Overthink It! Just Start Writing

One of the biggest hurdles is getting started. The blank page can feel intimidating, and the desire for perfection can lead to
procrastination. Remember, the goal is to communicate and persuade, not to write a masterpiece.

o Start messy: Your first draft doesn't have to be perfect. Just get your ideas down. You can always refine and polish later.
o Focus on one section at a time: Break down the task into smaller, manageable pieces, just like we did in Section 5.

o Embrace “good enough”: Sometimes, “good enough” copy that gets out there and starts working for you is far better
than “perfect” copy that never sees the light of day.

Common Pitfalls to Avoid
Even with the best intentions, it's easy to fall into these traps:

e Too Much “We/I": Your copy shouldn’t be about you, it should be about your customer. Focus on “you™ and “your” much
more than “we” or *[.”

e Jargon Overload: Using industry-specific terms your customer doesn’t understand will confuse and alienate them. Keep
it simple and clear.

 No Clear Call to Action: As we emphasized, if you don’t tell them what to do, they won't do anything. Make your CTA
prominent and unmistakable.

e Focusing Only on Features: Remember, customers buy benefits. Always translate what your product is into what it
does for them.

o Lack of Empathy: If your copy doesn’t show that you understand your customer’s problems and desires, it won't connect.
Always go back to your Customer Avatar/Buyer Persona.

By being mindful of these pitfalls, you'll significantly improve the effectiveness of your copy and ensure your message truly

resonates with your audience.



Your GopywriTING JOURNEY BEGINS!

vou’ve reached the end of my small business copywriting playbook, and hopefully, you're feeling empowered and ready to write
words that sell!

The purpose of this playbook was simple: to equip you, the small business owner, with the essential copywriting skills needed to
effectively sell your products and services, all without the need for expensive professional copywriters.

You've learned that your unique understanding of your business and customers is your greatest asset.

Throughout these pages, I've demystified copywriting, breaking it down into actionable steps. Together, we've explored what truly
drives your customers to buy, how to create a clear picture of who you're speaking to, and the core principles that make copy
persuasive - like focusing on benefits over features and using frameworks like Problem-Agitate-Solve (PAS).

We then applied these tools directly by walking through the creation of a sales page, demonstrating how each component works in
harmony. Finally, I've equipped you with quick wins and shown you how to avoid common pitfalls, ensuring your efforts are effective.

| set out to provide solid information - enough, but not too much - to get you started, and | believe this guide delivers on that promise.

What to Do Next

Your copywriting journey doesn't end here, it truly begins now!

The most crucial step is to start implementing. Take the drafts you've created, or choose a new piece of copy you need for your
business (a website section, a social media ad, a flyer, an email). Apply the principles from the playbook.

o Practice is key. The more you write, the better you’ll become. Don't seek perfection in your first attempt, focus on clarity,
connection, and calling your audience to action.

PRO TIP: Observe what works, refine what doesn’t, and remember that powerful copy is within
your reach.

Now go write words that make a difference for your business!



