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4C	
  The	
  7	
  Steps	
  to	
  Writing	
  
Headlines	
  that	
  get	
  Great	
  Results	
  	
  



	
  
HOW	
  TO	
  DOWNLOAD	
  THE	
  APP	
  
•  Get	
  the	
  Android	
  app	
  via	
  Google	
  Play	
  App	
  

Store	
  
•  Get	
  the	
  iOS	
  app	
  from	
  the	
  Apple	
  App	
  Store	
  
	
  

Login:	
  your	
  email	
  address	
  used	
  to	
  register	
  
Password:	
  melbourne	
  

Associations	
  Forum	
  
Conference	
  App	
  



	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  

The	
  7	
  steps	
  to	
  wri-ng	
  headlines	
  
that	
  get	
  great	
  results	
  

	
  
-­‐	
  how	
  to	
  write	
  copy	
  for	
  

associa-on	
  and	
  member-­‐based	
  
organisa-on	
  

	
  
	
  
	
  
	
  





 

 
What	
  business	
  are	
  you	
  in?	
  

	
  





Travel	
  Cards	
  



Phone	
  cards	
  



Websites	
  and	
  hos-ng	
  



Online	
  shopping	
  portal	
  















 

 
Here’s	
  why	
  ge4ng	
  it	
  	
  

right	
  pays	
  off:	
  



	
  
	
  
	
  
	
  
	
  
	
  

	
  	
  	
  	
  	
  



	
  
	
  
	
  
	
  
	
  
	
  

1994	
  =	
  
$500,000	
  
	
  
1999	
  =	
  	
  
$57	
  
million	
  	
  	
  



 

 
Wrong:	
  What’s	
  the	
  next	
  big	
  thing?	
  



	
  
	
  
	
  
	
  
	
  
	
  



 

 
Right:	
  What	
  problem	
  is	
  yet	
  to	
  be	
  

solved?	
  







	
  	
  
	
  

	
  Leasing	
  cars	
  
	
  to	
  Uber	
  drivers	
  

	
  
	
  
	
  
	
  
	
  
	
  
	
  

	
  Source:	
  The	
  Age	
  April	
  	
  2016	
  



Managing	
  AirBnB	
  proper-es	
  



Uber	
  now	
  delivers	
  food	
  



…and	
  parcels	
  



 
Be	
  on	
  the	
  look	
  out	
  for:	
  

	
  
• Wouldn’t	
  it	
  be	
  great	
  if…	
  
•  They	
  oughta	
  a…	
  
•  I	
  wish…	
  
 





 
Be	
  on	
  the	
  look	
  out	
  for:	
  

	
  

•  Wouldn’t	
  it	
  be	
  great	
  if…we	
  could	
  take	
  a	
  photo,	
  

see	
  it	
  for	
  10	
  seconds	
  and	
  delete	
  it!	
  

	
  

 





 
Be	
  on	
  the	
  look	
  out	
  for:	
  

	
  

•  Wouldn’t	
  it	
  be	
  great	
  if…we	
  could	
  take	
  a	
  photo,	
  

see	
  it	
  for	
  10	
  seconds	
  and	
  take	
  a	
  snapshot	
  of	
  it	
  

before	
  it’s	
  deleted!	
  

	
  

 





 
What	
  am	
  I?	
  

	
  

•  I	
  wish	
  there	
  was	
  an	
  app	
  that	
  told	
  me	
  where	
  all	
  

the	
  whi-ng	
  were	
  swimming	
  today.	
  

	
  

 





 
What	
  am	
  I?	
  

	
  

•  I	
  wish	
  there	
  was	
  an	
  app	
  that	
  helped	
  me	
  

compare	
  insurance	
  policies.	
  

	
  

 







 
What	
  problem	
  is	
  yet	
  to	
  be	
  	
  

solved	
  for	
  your	
  members/customers?	
  

1.  Wouldn’t	
  it	
  be	
  great	
  if...	
  
2.  They	
  oughta…	
  
3.  I	
  wish…	
  

	
  

	
  

 



•  What	
  copywriters	
  do	
  and	
  why	
  words	
  maWer	
  
•  The	
  wri-ng	
  success	
  cycle	
  
•  The	
  2	
  main	
  types	
  of	
  copywri-ng	
  
•  7	
  steps	
  to	
  wri-ng	
  great	
  copy	
  for	
  websites,	
  sales	
  
leWers,	
  newsleWers	
  etc.	
  	
  

•  Top	
  formulas	
  for	
  wri-ng	
  headlines	
  that	
  work	
  
•  How	
  to	
  adapt	
  them	
  to	
  any	
  business	
  
 

7	
  steps	
  to	
  wriEng	
  great	
  headlines:	
  











 

 
4	
  reasons	
  why	
  we	
  don’t	
  we	
  write:	
  

	
  











Copywriters	
  solve	
  problems...	
  



•  Get	
  a	
  response	
  

•  Get	
  people	
  to	
  take	
  ac-on	
  
–  Buy	
  a	
  service	
  
–  Change	
  an	
  opinion	
  
–  Change	
  an	
  ac-on	
  -­‐	
  stop	
  smoking,	
  save	
  water	
  
	
  

•  Tell	
  people	
  what’s	
  in	
  it	
  for	
  them	
  
	
  
•  Mo-vated	
  by	
  self-­‐interest	
  

Copywriters	
  seek	
  to…	
  







The	
  WriEng	
  Success	
  Cycle	
  
Increase	
  
your	
  

confidence	
  

Write	
  more	
  
easily	
  

Write	
  more	
  
quickly	
  

Write	
  more	
  
o\en	
  

Make	
  more	
  
sales	
  



  
 

Conceptual:	
   Direct	
  
Response:	
  

Two	
  Types	
  of	
  AdverEsing:	
  



  
 

Conceptual:	
  

Awareness	
  
Expensive	
  
Mass	
  Media	
  
Long	
  Term	
  

No	
  ac-on	
  needed	
  

Direct	
  
Response:	
  

Selling	
  
Cheap	
  

Small	
  Business	
  
Short	
  Term	
  

Ac-on	
  needed	
  



  
 

Conceptual:	
  









Straight	
  Headline	
  



Bent	
  Image	
  



Alone,	
  they	
  mean	
  nothing.	
  
Together,	
  they	
  make	
  sense…	
  





Straight	
  Image…	
  



Bent	
  Headline…	
  



Alone,	
  they	
  mean	
  nothing.	
  
Together,	
  they	
  make	
  sense…	
  





Straight	
  Headline…	
  



Bent	
  Image…	
  



Alone,	
  they	
  mean	
  nothing.	
  
Together,	
  they	
  make	
  sense…	
  



Example:	
  	
  Straight	
  Headline	
  
Straight	
  Image	
  –	
  boring…	
  



  
 

Direct	
  Response:	
  
…examples	
  to	
  

come…	
  



Great	
  Direct	
  Response	
  AdverEsing	
  	
  

•  Has	
  7	
  building	
  blocks/components	
  	
  	
  
•  Not	
  every	
  ad	
  has	
  all	
  7	
  	
  
•  Conceptual	
  =	
  1	
  or	
  2	
  components	
  
•  Direct	
  response	
  =	
  6	
  or	
  more	
  components	
  	
  



 

Secrets	
  To	
  WriEng	
  	
  
Successful	
  Copy	
  



•  Headlines	
  
•  Websites	
  
•  Blogs	
  
•  NewsleWers	
  
•  Emailers	
  
•  Sales	
  LeWers	
  
•  Brochures	
  
•  Adver-sements	
  

Here’s	
  a	
  7-­‐point	
  structure	
  	
  
for	
  wriEng	
  anything	
  





   Sub-headline 
 

Headline 1

2

5
6
7

4

3

Features & Benefits   Features & Benefits 
Features & Benefits   Features & Benefits 
Features & Benefits   Features & Benefits 



•  Gives	
  you	
  a	
  star-ng	
  point	
  –	
  a	
  ‘way	
  in’	
  
•  Helps	
  overcome	
  procras-na-on	
  and	
  writer’s	
  block	
  
•  The	
  formula	
  is	
  the	
  basis	
  for	
  all	
  great	
  direct	
  response	
  

adver-sing	
  
•  Delivers	
  a	
  beWer	
  result	
  than	
  ‘flying	
  blind’	
  
•  Overcomes	
  the	
  need	
  to	
  ‘be	
  crea-ve’	
  
•  Can	
  write	
  any	
  component	
  at	
  any	
  -me	
  –	
  no	
  need	
  to	
  write	
  it	
  in	
  

any	
  order	
  	
  

Why	
  use	
  this	
  template? 



One	
  component	
  at	
  a	
  Eme…	
  



  

Headline	
  1





The	
  Top	
  5	
  
Headline	
  Formulas	
  



1.  How	
  To…	
  
2.  Here’s	
  How/Learn	
  How…	
  
3.  Ask	
  A	
  Ques-on	
  
4.  The	
  Lists	
  	
  	
  
5.  Numbers	
  
	
  	
  	
  
 

5	
  Formulas:	
  



























•  “A	
  Strange	
  Experience	
  Saved	
  Me	
  From	
  Bankruptcy.”	
  

•  “How	
  A	
  Strange	
  Experience	
  Saved	
  Me	
  From	
  
Bankruptcy.”	
  

Compare	
  the	
  two	
  



•  2.	
  The	
  ‘Here’s	
  How’	
  Headline	
  /	
  	
  ‘Learn	
  How	
  To’	
  
Headline	
  
	
  

 Add	
  a	
  twist…	
  













Adapt	
  It	
  To	
  Suit	
  You…	
  



How	
  To	
  Get	
  Members	
  	
  
To	
  Pay	
  Their	
  	
  

Subscrip-ons	
  In	
  Advance..	
  	
  



How	
  To	
  Get	
  Delegates	
  	
  
To	
  Take	
  Up	
  “Early	
  Bird’	
  	
  

Registra-ons.	
  
	
  	
  



	
  

Here’s	
  How	
  AHA	
  Members	
  	
  
Can	
  Get	
  Free	
  Legal	
  Advice	
  

	
  
	
  
	
  
	
  
	
  
	
  	
  



Here’s	
  How	
  To	
  Get	
  Free	
  Money	
  
From	
  The	
  Government	
  To	
  Run	
  

Your	
  Associa-on	
  Event.	
  



Here’s	
  How	
  To	
  Get	
  A	
  Mee-ng	
  	
  
With	
  A	
  Senior	
  	
  

Government	
  Minister	
  



Learn	
  How	
  	
  
To	
  Run	
  Your	
  	
  

First	
  Not-­‐For-­‐Profit	
  	
  
Board	
  Mee-ng	
  

	
  	
  





 
Write	
  a	
  few	
  headlines	
  for	
  your	
  

organisaEon	
  using	
  one	
  of	
  the	
  formulas:	
  

1.  How	
  to…	
  
2.  Here’s	
  how…	
  
3.  Learn	
  how	
  to…	
  

	
  

	
  

 



3.	
  ‘Ask	
  A	
  QuesEon’	
  Headline	
  













Adapt	
  To	
  Suit	
  You…	
  



Do	
  You	
  Make	
  These	
  	
  
Mistakes	
  When	
  Running	
  	
  	
  

A	
  Board	
  Mee-ng?	
  



Do	
  You	
  Make	
  These	
  	
  
Mistakes	
  With	
  Your	
  	
  

Associa-on	
  Volunteers?	
  
	
  



Is	
  Your	
  Associa-on	
  
Insolvent?	
  

Would	
  You	
  Know	
  	
  
What	
  To	
  Do	
  If	
  It	
  Was?	
  

	
  
	
  	
  



Are	
  You	
  Tired	
  Of	
  	
  
Running	
  Events	
  	
  

That	
  No-­‐one	
  AWends??	
  



4.	
  The	
  ‘Lists’	
  	
  
	
  
	
  

5.	
  ‘Numbers’	
  headlines	
  	
  
	
  





Add	
  a	
  twist…	
  







Add	
  a	
  twist…	
  















Adapt	
  To	
  Suit	
  You…	
  



	
  
11	
  Powerful	
  Ways	
  To	
  Build	
  	
  
Your	
  Membership	
  Base.	
  

	
  



Hiring	
  A	
  Lobbyist:	
  
The	
  30	
  Crucial	
  Ques-ons	
  	
  

You	
  Need	
  To	
  Ask 

	
  



3	
  Powerful	
  Reasons	
  	
  
Why	
  You	
  Should	
  	
  

Join	
  The	
  REIV	
  before	
  Nov	
  30.	
  
	
  
	
  



The	
  7	
  Habits	
  Of	
  Highly	
  Successful	
  
Associa-ons	
  

(What	
  They	
  Do	
  That	
  	
  
Most	
  Don’t.)	
  

	
  



10	
  Ques-ons	
  To	
  Ask	
  A	
  Web	
  
Developer	
  Before	
  	
  

You	
  Sign	
  The	
  Contract	
  
 

  



 
–  Use	
  a	
  zero	
  in	
  the	
  number	
  	
  -­‐	
  10,	
  20,	
  30	
  
–  Use	
  an	
  odd	
  number	
  –	
  3,	
  7,	
  9,	
  101	
  etc	
  

•  “93%	
  of	
  people	
  who	
  consult	
  a	
  die-cian	
  lose	
  weight.	
  	
  ie	
  
sounds	
  more	
  believable	
  than	
  92%	
  

•  93.7%	
  sounds	
  even	
  beWer	
  
   

 

Tip:	
  



Headline	
  1

2



•  Of	
  you	
  
•  Staff	
  
•  Icons/Graphics	
  of	
  what	
  you	
  offer	
  
•  Premises	
  
•  The	
  Product	
  
•  Loca-on/Map	
  
•  Imagery	
  
•  Make	
  it	
  relevant	
  
•  If	
  not,	
  leave	
  it	
  out…use	
  the	
  space	
  wisely	
  

Could	
  be…   



   Sub-headline 
 

Headline	
  1

2

3



The	
  7	
  Habits	
  Of	
  	
  
Highly	
  Successful	
  	
  
Associa-ons	
  

	
  
(What	
  They	
  Do	
  That	
  	
  

Most	
  Don’t.)	
  
 

Learn	
  how	
  to	
  secure	
  the	
  future	
  of	
  your	
  associa-on,	
  increase	
  
your	
  membership	
  base	
  and	
  retain	
  your	
  sponsors. 



7	
  out	
  of	
  10	
  people	
  over	
  50	
  have	
  
trouble	
  reading.	
  

	
  
If	
  you	
  squint	
  to	
  read	
  this,	
  you	
  may	
  need	
  glasses.	
  

 
Here’s	
  how	
  to	
  find	
  out.	
  

Find	
  an	
  optometrist	
  near	
  you	
  now	
  with	
  our	
  Suburb	
  
Locator	
  Guide. 



   Sub-headline 
 

Headline	
  1

2

4

3

Features	
  &	
  Benefits 	
   	
  Features	
  &	
  Benefits	
  
Features	
  &	
  Benefits 	
   	
  Features	
  &	
  Benefits	
  
Features	
  &	
  Benefits 	
   	
  Features	
  &	
  Benefits	
  







Case	
  Study:	
  
•  Wri-ng	
  copy	
  that	
  changes	
  behaviour…	
  

•  What’s	
  in	
  it	
  for	
  the	
  Target	
  Market?	
  
	
  













Here’s	
  why	
  we	
  don’t	
  sell	
  
features…	
  



FD&C Blue Dye #1 
& 2

Lauryl 
Sarcosinate

Tetrasodium 
Pyrophosphate

Hydrated Silica

Ammonium 
Lauryl SulfateAllantoin

Sodium Fluoride



	
  
Sodium	
  fluoride	
  	
  

	
  
FD&C	
  Blue	
  Dye	
  #	
  1	
  &	
  2	
  	
  

Allantoin	
  
Tetrasodium	
  pyrophosphate	
  

Hydrated	
  Silica	
  

Ammonium	
  Lauryl	
  Sulfate	
  

Lauryl	
  Sarcosinate	
  



Feature: 	
   	
   	
  Benefit:	
  	
  



High Fructose Corn 
Syrup (HFCS)

Yellow #5
Calcium 

Pantothenate

Pyridoxine 
Hydrochloride

HydrochlorideZinc Oxide

BHT (Butylated 
Hydroxytoluene





 
                 Cereal: 
         BHT (Butylated        
         Hydroxytoluene) 
 Also	
  used	
  in:	
  

	
  
•  jet	
  fuel	
  
•  embalming	
  fluid	
  
	
  
“…reasonably	
  an-cipated	
  to	
  be	
  a	
  human	
  carcinogen”	
  

Source:	
  	
  Na-onal	
  Toxicology	
  Program	
  (NTP),	
  2005	
  	
  



Feature: 	
   	
   	
  Benefit:	
  	
  





   Sub-headline 
 

Headline	
  1

2

5

4

3

Features	
  &	
  Benefits 	
   	
  Features	
  &	
  Benefits	
  
Features	
  &	
  Benefits 	
   	
  Features	
  &	
  Benefits	
  
Features	
  &	
  Benefits 	
   	
  Features	
  &	
  Benefits	
  









“It	
  was	
  sensa-onal.”	
  
-­‐	
  J.	
  D.	
  Caulfield,	
  VIC	
  

OR	
  

“It	
  was	
  sensa-onal.”	
  
-­‐	
  Joan	
  Dunstan,	
  Managing	
  Director,	
  Consolidated	
  United,	
  

Caulfield,	
  VICTORIA.	
  

Which	
  tesEmonial	
  has	
  	
  
more	
  credibility?	
  



Be	
  specific!	
  	
  Give	
  details!	
  
	
  
Bad:	
  
She	
  has	
  been	
  working	
  in	
  the	
  corporate	
  
training	
  field	
  for	
  a	
  number	
  of	
  years	
  and	
  her	
  
client	
  list	
  is	
  substan-al.	
  
	
  
Good:	
  
She	
  has	
  been	
  working	
  in	
  the	
  corporate	
  
training	
  field	
  for	
  15	
  years	
  and	
  her	
  client	
  list	
  
includes	
  blue-­‐chip	
  companies	
  such	
  as	
  BP,	
  
Cadburys	
  and	
  the	
  Na-onal	
  Bank.	
  
 

The	
  devil	
  is	
  in	
  the	
  detail…	
  



   Sub-headline 
 

Headline	
  1

2

5
6

4

3

Features	
  &	
  Benefits 	
   	
  Features	
  &	
  Benefits	
  
Features	
  &	
  Benefits 	
   	
  Features	
  &	
  Benefits	
  
Features	
  &	
  Benefits 	
   	
  Features	
  &	
  Benefits	
  



















   Sub-headline 
 

Headline	
  1

2

5
6
7

4

3

Features	
  &	
  Benefits 	
   	
  Features	
  &	
  Benefits	
  
Features	
  &	
  Benefits 	
   	
  Features	
  &	
  Benefits	
  
Features	
  &	
  Benefits 	
   	
  Features	
  &	
  Benefits	
  





   Sub-headline 
 

Headline	
  1

2

5
6
7

4

3

Features	
  &	
  Benefits 	
   	
  Features	
  &	
  Benefits	
  
Features	
  &	
  Benefits 	
   	
  Features	
  &	
  Benefits	
  
Features	
  &	
  Benefits 	
   	
  Features	
  &	
  Benefits	
  



Example	
  of	
  the	
  7	
  steps	
  in	
  acEon:	
  

















   Sub-headline 
 

Headline	
  1

2

5
6
7

4

3

Features	
  &	
  Benefits 	
   	
  Features	
  &	
  Benefits	
  
Features	
  &	
  Benefits 	
   	
  Features	
  &	
  Benefits	
  
Features	
  &	
  Benefits 	
   	
  Features	
  &	
  Benefits	
  



•  How	
  To	
  Write	
  Headline	
  -­‐	
  Top	
  20	
  Formulas	
  (ebook)	
  

•  Copy	
  of	
  the	
  slide	
  deck	
  

•  Free	
  sample	
  chapter	
  of	
  my	
  book	
  –	
  ‘Secrets	
  of	
  Online	
  
Entrepreneurs’	
  

Free	
  resources:	
  



4C	
  The	
  7	
  Steps	
  to	
  Writing	
  
Headlines	
  that	
  get	
  Great	
  Results	
  	
  



Associations Forum National 
Conference	
  
4th	
  –	
  5th	
  	
  July	
  2016	
  


