
 

Good morning 
 
For those of you that do not know me, I am 
Wayne Harris of Saratoga Technologies 
 
One of our areas of expertise is to design and commission web sites for 
businesses. 
Like many other web companies, we take the client as far as having the site 
technically ready. It is then down to the customer to add the content they wish 
to use. 
 
There are many businesses that have technically good web sites that attract 
visitors, but do not get results. 
Over time we have provided more and more advice in this area and had to 
research further ourselves to ensure our advice is sound. 
I am going to share some of that advice with you this morning. 

������������	
����

Saratoga Technologies (UK) Ltd © Saratoga Technologies (UK) Ltd 2007 
The Outlook ? Ling Road ? Poole ? BH12 4PY Tel 01202 740909

Web Copy that Works

Is Your Web Site an 
Effective Sales Tool?

- Web copy that works



 

Web Copy that Works

Agenda
•Web Copy – so what?

•Web copy is marketing

•Know your audience and product/service

•Web copy V printed copy

•10 Do’s and 5 Don’ts 

•What now?

•Home Page structure

•Summary and Further Resources

•Q and A
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Agenda  
 
Web Copy – so what? 
Web Copy IS marketing 
Know your audience and your product/service 
Web copy V printed copy 
10 Do’s and 5 Don’ts 
What now? 
Home Page structure 
Summary and Further Resources 
Q and A 
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Web copy – so what?
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Why worry about web copy?  
 
Words sell. 
At some point in every sales transaction words are used: either written or 
spoken. 
Getting the words right on your web site could help your sales soar. 
 
Many business web sites are currently a wasted investment: they have been 
developed technically well, but the focus is on visitors NOT customers. 
If you are running a business your success is measured in customers, sales 
and profit. 
 
For prospective customers you may have one chance only. They find your site 
and you have 4 seconds for your copy to pull them in. 
It is essential you get it right. 
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AIDCA
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Web copy is marketing - Standard Marketing Rules Apply  
 
AIDCA – Attention / Interest / Desire / Conviction / Action 
Attention leads to interest 
Interest leads to desire 
Desire leads to a need to be convinced 
Conviction leads to action 
Action = customer 
 
Your web site should follow this step by step process. Write your copy to 
match. Take the visitor on a journey from attention to action. 
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Know your audience – before you start  
 
Surfers 
People talk about web surfers: people that spend hours browsing the internet 
following links as the mood takes them. 
Surfers are happy to go with the ‘wave’. 
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Know your audience - before you start  
 
Internet Shoppers 
When people are using the internet for commercial purposes they do not 
‘surf’. 
Internet shoppers are focussed: they know what they are looking for 
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Know your audience – before you start  
 
They are also 
Time restrained – they do not waste time on poor web sites or following links 
that may not lead to what they want. 
And impatient – the 4 second rule is widely accepted. Get their attention in 4 
seconds or they are lost to a competitor. 
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Know your audience – before you start  
 
Abandoned shopping carts are an issue for many businesses 
Internet shoppers are often looking for information only, to help make a 
purchasing decision. The purchase may come later. 
Many go through to the point of ordering and then stop. They have the 
information they want, but were not compelled to act. 
 
Abandoned shopping carts could also indicate issues with your site: too 
complex to order from or too many clicks or too much information being asked 
for or too long a process and so on.  
Make buying from you easy! 
Give them a reason to buy now and not come back later. 
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Know your product/service – before you start  
 
This should be the easy bit!! 
 
What is the benefit to your customers of having your product/service? 
The question they will be asking when they visit your web site is – what’s in it 
for me? 
 
What do you do that makes your customers feel this good? 
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I’m going to show you how to write 

good web copy

Good web copy can improve the performance 

of your web site by more than 50%

Web copy tips to make you more money
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Know your product/servic e 
 
Your copy should appeal to them as people: focus on a need, a pain or a 
desire that your product relates to. 
NOT ‘I’m going to show you how to write good web copy’ 
Instead try; 
Good web copy can improve the performance of your web site by more than 
50% 
Web copy tips to make you more money 
 
More appealing – they both offer something to meet a desire: greater 
business success and money. 
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How is the web different to print?  
 
Web: 4 second rule. Get to the point from the beginning. Grab their attention. 
Web: 50% harder to read. Use less text. Use space, headings and lists. 
Web: web sites are NOT catalogues – shoppers do not browse. Make it easy 
for them to find what they want. 
Web: web sites have barriers - passwords / mouse clicks / error messages. 
Make your site easy to navigate and access. Make it as easy as possible to 
buy from you. 
Web: You control point of entry of web site – people can jump in and out of 
print at any place. This means you can have a variety of ‘landing pages’ for 
your web site to match different audiences or different products/services. 
Example – have a separate page for a special offer. Only use that web 
address in marketing relating to the offer. You can then control where people 
start on your site and the journey they take. You should also get some great 
statistics to show how successful the campaign was. 
We use this method: www.saratogauk.com/go/mozy – no links from Home 
Page. 
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1.Have a strong headline

2.Use sub headings

• 3. Use bullet points to break up text

4. Write to your audience

5. Make it easy for 1st time visitors
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DO…

10 Do’s  
 
1. Have a strong headline    
2. Use sub headings    
3. Use bullet points to break up text   
4. Write to your audience  
5. Make it easy for 1st time visitors 
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DO…

6. Give them a reason to act now

7. Be honest and polite

8. Use key words and phrases

9. Have a target for each page and make it 
obvious

10. Make sure the grammar, spelling and 
punctuation are correct
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10 Do’s  
   
6. Give them a reason to act now   
7. Be honest and polite   
8. Use key words and phrases 
9. Have a target for each page and make it obvious 
10. Make sure the grammar, spelling and punctuation are correct 



 

Web Copy that Works

DO… Have a strong headline

Plan now for your retirement

Or

Retire rich

Headline Tips

Appeal to self interest

Appeal to news

Appeal to curiosity

Ask a question

Address a problem

How to…

Testimonial

Write good web copy

Or

How to write web copy that will increase 
your sales
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Have a strong headline – grab their attention  
 
Headline Tips 
Appeal to self interest – most effective method, according to the results of 
years of marketing research. 
Appeal to news – new things appeal to people. There is a group of consumers 
always looking for the latest thing. 
Appeal to curiosity – people are curious. 
Ask a question – don’t allow for a direct ‘yes’ or ‘no’ response. 
Address a problem – tap into the reader’s pain 
How to… - the reader will see they are likely to get information of value 
Testimonial – some readers will want to check your credibility and track 
record. 
 
Which one gets your attention? 
 
Plan now for your retirement. OR Retire rich. 
 
Write good web copy. OR How to write web copy that will increase your sales. 
 
These could easily be headlines that introduce the same content, but with a 
focus on how it will attract  a reader you are more likely to choose the more 
effective headline. 
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DO… Use sub headings
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Use sub headings  
 
Allows for people to scan the page easily and jump to the content they want to 
read. 
Breaks up text and avoids large blocks of difficult to read text. 
 
As a general rule of thumb: use the minimum amount of text you can. 
 
 



 

Web Copy that Works

DO…Use bullet points to break up text
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Use bullets to break up text  
 
From BaldwynWard.co.uk 
 
Use of bullet points avoids large blocks of text and makes it easy to scan for 
items that interest the reader. 
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DO… Write to your audience
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Write to your audience  
 
Write to an individual – it will most likely be an individual reading it. 
Use YOU not we/us/our – check your copy. If ‘YOU’ appears less times than 
we/our/us then rewrite it. 
Remember the earlier focus on knowing your audience. Write what they want 
to read. 
They will be asking ‘what is in it for me?’ 
You have 4 seconds. 
 
When a visitor comes to your sire it is all about them. They are focussed on 
their own needs and desires. The focus is not about you, your business or 
your products/services. 
 
Example from Richard Mack’s Web site 
The introduction is clearly written to an individual. 
‘you’ and ‘your’ make up almost 10% of the text. 
It reads as though it was written specifically for me.  
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DO… Make it easy for 1st time visitors
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Make it easy for first time buyers  
 
Don’t make 1st time buyers register unless absolutely necessary – but do 
provide ways for them to get more information if they want to. 
Never presume visitors know how to find what they want on your site. 
Keep each page simple. 
Make it obvious what they are supposed to do.  
 
Business events calendar – clear instructions and areas identified by type of 
visitor: click on map or networker or event organiser. 
You can also test the value of the content as a 1st time visitor before having to 
register. 
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DO… Give them a reason to act now

From tesco.com
For a limited time only, all Champagne 
and Sparkling Wine will be at least 20% 
off at Tesco Wine Club!
Stocks on certain lines are limited so 
don't miss this opportunity to stock up on 
fizz for 2007! This deal is exclusive to 
Tesco Wine Club and will end at 
midnight on 14th February 2007.
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Give them a reason to act now  
 
Time limited offers 
Free gifts with orders – maybe state a minimum spend. They may increase 
their order to qualify 
 
If they have got through to the final stage before ordering – ask them for the 
order. This is a commercial relationship. 
EBay ‘Buy it Now’ button is a good example. The visitor has done 
search/review list/selected product. They could go for the auction and see 
what happens, but this simple button compels many people to buy now rather 
than wait. Some research done suggests the % of people using buy now is 
between 21% and 75%. 
‘Buy It Now’  works. 
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DO…Be honest and polite
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Be honest and polite  
 
Does this seem to good to be true? 
If you see a web site promising something that appears to good to be true you 
lose confidence in what they are saying. 
Never promise more than you can deliver. 
 
You will build a good or bad reputation based on whether or not you keep your 
promises. 
 
Good manners cost no extra and can go along way to making the customer 
feel valued. 
When you say thank you for an order you actually have a chance to ask for 
further orders!! Show them something that might be of interest based on the 
purchase they have already made. 
Example: 
Thank you for purchasing our XYZ garden spade. Did you know there is also 
a rake and hoe in the XYZ range? Buy now and have the entire range 
delivered together. 
Amazon: People who bought this book also bought… 
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DO… Use key words and phrases
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Use keywords and phrases  
 
There are 2 good reasons 
•  Your visitors want to see that the content is relevant to them. 
•  Search engines rate your relevance according to your content. 
 
Decide on the topic. Select the keywords you want to use. Incorporate them 

into your copy. 
 
Praise example 
What do they do? Keywords shown – hymn book for Christian churches 

including psalms. 
Incorporating keywords helps search engine ranking for the relevant search 

terms. 
Keywords are used 19 times in these 2 short paragraphs. 
Note: the sentences must still make sense. 
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DO…Have a target for each page 
and make it obvious

Banana?
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Have a target for each page and make it clear  
 
You must have a target for each page. 
It must be clear. 
In The Big Red Fez – by Seth Godin. Talks about the banana. 
When training monkeys they do what you want when they can see the 
banana. 
 
Decide what your banana is (desired action) and make sure your visitors can 
see it easily. This is your call to action. If you do not tell your visitors what you 
want them to do how do you expect them to find out? 
 
On the big red fez web site the banana appears to be the ‘buy the book’ box. 
It stands out. Seth Godin has followed his own advice. 
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DO…Make sure the grammar, 
spelling and punctuation are correct

������������	
����

Make sure grammar, spelling and punctuation are cor rect  
 
We work closely with Matthew Male of Future Perfect to offer this service to 
our customers. 
There is strong evidence that search engines give higher ranking to sites with 
technically well written content. 
Also, errors can impact the perception visitors have of your company. 
 
Just as we are not all web site experts, or accountancy experts and so on, we 
are not all English language experts. 
If you want to get it right, use an expert. 
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Don’t…
1.Use jargon

2.Have a splash page

3.Leave error message pages 
blank

4.Ignore feedback

5.Include company history in your 

Home Page introduction.
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5 Don’ts  
 
Don’t use jargon – this is a rule of thumb NOT set in stone. If your target 
audience are specialists in your area of business this could be appropriate. 
 
Don’t have a splash page – sorry if you have one – but why??? They are a 
barrier to visitors. It is extra time waiting. Another click to get to the relevant 
information. If you want to have one make sure you have a very good reason 
for it. 
 
Don’t leave error message pages blank – even error messages need to be 
managed. More than half of all searches on business web sites fail – i.e. they 
return no results. Add an apology and a link back to a page that keeps them 
on your site and moves them closer to what they are looking for. 
 
Don’t ignore feedback – your customers can tell you why they bought from 
you. Why not focus on this in your copy? It has worked before. Listen very 
carefully if someone is telling you about problems with your site. If the site is 
difficult to use it will prevent sales! 
 
Don’t include company history in your Home Page introduction – this 
information is often needed to build confidence in you and your business, but 
not at this stage. 
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Don’t…Include company history in 
your Home Page introduction.
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5 Don’ts  
 
Include company history in your Home Page introduction 
 
This is one of my pet hates. 
 
Unlike the examples of things to do I was carefully to choose a site of a company that would 
not be here this morning as an example of a don’t. 
Harner Plumbing and Fire Protection. 
Read the introduction – it does go on further down the page to list some services, but I was 
bored after line 1. 
It is all about the company and how great they are and so on. 
Someone searching the Internet for a company to deal with blocked toilets (a service they 
provide) does not want to know how long you have been trading. 
They have an urgent need – can the company meet that need, how quickly and at what cost. 
State this as early as possible. 
 
This information should be in an ‘about us’ section. 
There would be no harm in using ‘about us’ as the web page you promote to people you have 
already met. They know what you do and so the next stage may be to convince them you are 
a company they can trust. Therefore, this information is RELEVANT to them. Relevance is 
always the key: ‘What’s in it for me?’ 
 
If you do nothing else after this morning – I would strongly urge you to make changes to your 
site if your Home Page reads like an About Us page. 
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Which way now?  
 
Confused? 
 
Do you write your own copy or get someone else to do it? 
Do you have to redo all of your web site copy. 
Do you need to start again with your web site. 
Who are my audience? 
 
Recommendation: 
Do your own copy – you know your business best. Maybe you could use a 
professional to refine your work. 
Start on your home page and rewrite it. 
Then measure statistics and performance. Make changes and measure again. 
You will find the best copy to use by measuring and changing: experiment. 
The best copy rarely has a better than 2% success rate. So don’t have overly 
high expectations. Also – write for this 2% NOT the other 98%. It is much 
easier. 
 
You believe that everyone could use your product/service AND benefit from 
using it. Do NOT write for everyone. Write to the type of people that generally 
buy from you – if you do not know who this is, ask your existing customers. Do 
some market research. 
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Heading Contact Us

Introduction

What’s New/Products

Privacy

Policy

Menu

Copyright

Notice
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Home page structure  
 
This is the minimum we would advise on a Home Page. You can have more, 
but keep it simple and uncluttered. 
 
Heading 
Introduction 
Menu 
What’s New or product list 
Contact Us 
Privacy Statement 
Copyright Notice 
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Summary
-Make that 
jump into the 
unknown.
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Summary  
 
Make the jump. It may be a leap of faith, but the results will be worth it. 
 
Start simple – work on your Home Page first – and experiment. As you get 
better at it work on the rest of your site and marketing material. 
 
Doing nothing should not be an option if you want to get more from your web 
site. 
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Further Resources
Books:

•The Big Red Fez, How to 
Make any Web Site Better. 

Seth Godin

•The Online Copywriter’s 
Handbook

Robert W. Bly

•Teach yourself Copywriting

Teach Yourself Series

Web Sites:

www.bnet.com

Business Link

www.marketingprofs.com

www.Ecademy.com

www.clickz.com

www.websitesthatsuck.com

������������	
����

Further Resources  
 
Books: 
The Big Red Fez, How to Make any Web Site Better. By Seth Godin 
 excellent book. Easy to read and lots of practical easy to apply tips. 
The Online Copywriter’s Handbook by Robert W. Bly 
 more detailed for anyone wanting to go deeper 
Teach yourself Copywriting by Teach Yourself Series 
 as the title suggests, it covers all marketing copy 
 
Web Sites: 
www.bnet.com – general business info with good marketing resources 
Business Link – lots of resources 
www.marketingprofs.com – excellent marketing resources 
www.Ecademy.com – online networking. Peer support. Opportunity to test 
copywriting skills in blog and article sections 
www.clickz.com – marketing resources 
www.websitesthatsuck.com – Web sites hints and tips 
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Thank You
blog.saratogauk.com/archives/51

Thank you for listening 
This presentation will be on the BXC Business Scene site 
and is on the Saratoga Blog - blog.saratogauk.com/archives/51 
 
There will also be notes on Laura’s summary as usual 
 
I am also planning to publish an e-book to cover these items in more detail 
and all the stuff I had to leave out!! Watch this space. 
 
Q and A 


