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Introduction
I was doomed to becoming one of those
scammy, info-product copywriters.

Or so I thought…
When I started out, I was constantly faced with the thought
of having to write hundreds of thousands of words that
would end up on some of those flashy, blinking and
scammy infomercial-style web pages that look like they
were made back in 1992. I was learning direct response
copy, and the thought of using my newfound skills, plus
the prospects of making bank, were super attractive. Thing
is, I dreaded entering that industry. 

It all sounded like a giant Ponzi scheme.

Selling “placebo supplements”, golden business
opportunities, manipulative dating hacks, or crazy
financial secrets, didn’t exactly feel like the ultimate
example of integrity. Some of these guys (not all of them)
were promising the world to people in serious pain - and
likely, credit card debt. I love freedom, money, and
flexibility, but that wasn't the idea of the business I wanted
to get into.



Yuval Noah Harari, Sapiens

Then, I stumbled on Conversion Copywriting and realized
that you could actually write copy to sell useful, legit, real
products that made an impact. And that I actually bought a
ton of those, including software, over the course of the
years, without even knowing that - behind the scenes -
there were people paid handsomely, to write the words
that persuaded me. 

What fascinated me the most, was not only
the words though. It was everything that
surrounded them, too.

“Telling effective stories is not easy. The
difficulty lies not in telling the story, but in
convincing everyone else to believe it. Much of
history revolves around this question: how
does one convince millions of people to
believe particular stories about gods, or
nations, or limited liability companies? Yet
when it succeeds, it gives Sapiens immense
power, because it enables millions of strangers
to cooperate and work towards common
goals.”



It was the combination of design, the strategy behind how
everything was laid out, and the mechanics of how, some
random person sitting on their couch, would browse a
website and end up taking their wallet out. Without even
having to deal with a real human. The whole process felt
like magic. 

And I needed to learn how to do that. I got obsessed with
the craft.

So I started my talent stacking journey: from conversion
copywriting, conversion rate optimization, and user
experience design, to user interface design and even some
basics of coding. And, ultimately when it came time to
build my own business, to sales and marketing.

It’s a journey that led me to ask and learn about the depths
of human behavior, decision-making, and psychology.
One that keeps me glued to books on books to this day,
and that will likely never end.

What is copywriting to me?

See, the way I view copywriting is a bit unconventional. 

As the gurus say, it’s salesmanship in print, yes. 



But, to me, it’s also a mindset, it’s empathy. It’s
understanding context, emotions, and there’s also a part of
creativity that has its own place. 

Copywriting (and dare I say, writing in
general) to me is true alchemy.

Alchemy
/ˈalkəmi/ noun 
a seemingly magical process of transformation, creation,
or combination.

It’s alchemy because copy literally has the power
to transform a person. 

From someone with a desire to someone who’s able to
acquire what they want.
From someone with a pain or problem, to someone who
can overcome it.
From a past you, to a future you. 

It’s also the incredible power of transferring someone’s
thoughts into the head of another person.



Rory Sutherland, Alchemy 

One of my mentors and Chairman of the advertising
agency Ogilvy & Mather, Rory Sutherland, goes so far as
to equate this to magic:

“...no one believes in magic anymore. Yet
magic does still exist – it is found in the fields
of psychology, biology and the science of
perception, rather than in physics and
chemistry. And it can be created.”

How freaking amazing is that??

And the best part of it is, with technology, the
challenges, and the rewards have only gotten
more stimulating. 

We’re not just dealing with direct mail and coupons
anymore. But with digital assets that millions of people
have access to, every single day, and that need to act as
your salesperson - on autopilot, 24/7. 

With all the complexities of figuring out what makes
people tick, plus fighting the insanely increasing
competition, and differentiating from the increasingly
lower barrier to entry. 



Oh, and while keeping into account the toddler-like
attention spans people are developing.

But hey, I love a good old challenge.

Why this book?

Ok, so why write this? 

Why the hell not?? But I have to preface this first…

What you’ll read here is nothing new.

In fact, a lot of people have already read it. But it’s been
kept private for around 2 years. Because the secrets you’ll
learn inside could make the wrong people too powerful.
And we don’t want dictatorial world domination, do we?

Jokes aside, this book is nothing new because it’s a
collection of some of the best issues from my Conversion
Alchemy Journal daily newsletter back in 2021/2022. 

The one you just signed up for.



Seth Godin, The Practice

At the time of this writing we’re around ~250 issues, so
almost a full working year of daily writing. Way too much
for you to digest if you just stumbled on me.

So I thought, why not give you the creme de la creme so
you can dip your toes and start getting a ton of value even
before you start receiving my first email?

You’re welcome. 

The way that I write the emails that make up this book, is
to sit down every single day and use the time to think
deeply about what I’m working on, the ideas that circle
through my mind, the life experiences I’m going through,
and the lessons I learn along the way. 

“Our commitment to the process is the only
alternative to the lottery-mindset of hoping for
the good luck of getting picked by the
universe.”



If my newsletter Conversion Alchemy Journal
is my private diary, The Alchemist’s Journal
is the polished and public version of it, with
some nice perks and extras to make it all
even more actionable and practical. 

I wanted these short essays to be what I would have
gorged on while I was starting out as a copywriter. Back
then, I would have given anything to sit next to a pro. To
get a mentor I could absorb from and observe. But I
wanted someone who actually did the work, a true
operator.

Someone who didn’t shy away from telling me when,
where and how I fucked up. So I could get better.

Hopefully, this sounds familiar.

Who is it for?

If you’re into selling anything online, either
for your own business or for clients, this is
for you. 

But not only…



The CEO, founder, or executive at a bootstrapped
SaaS/Ecommerce company
The Marketer or Salesperson at a startup
The agency owner or copywriter
The freelancer or spiring up-and-comer

If you’re into persuading humans, this is for you. 
If you’re into making decisions this is for you.
If you’re into learning this is for you.
If you’re into living your best life…

This is for you.

However, I put together this collection with a couple of
folks in mind:

All of you have something in common if you’re here:

You want to learn how to persuade more
effectively online. To turn your leads into
customers or clients. Not only with words,
but with everything that goes into their
journey on the internet. Whether it’s
websites, emails, landing pages, ads, etc….
Here, you’ll find ideas that can literally
change the way you see the art and science
of persuasion.



Conversion Rate Optimization
Copywriting
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Or at the very least, lead you down different paths where
you can expand your knowledge and feed your curiosity.

What you will learn

This book is divided into 6 chapters.
1.
2.
3.
4.
5.
6.

Each chapter contains a few of the best emails I sent to my
private list on the topic. I put them together and curated
them so you can get the most value out of each lesson and
story you’ll find. 

You don’t have to start from chapter 1 or even go linearly
through each. Hell, if a title looks interesting, feel free to
dive in. But I’d recommend consuming one chapter from
the beginning, as in some cases one essay might lead into
the next, and the context is helpful. 

Need to work on your copy chops and want a fresh
perspective on things? Start from Chapter 2.

Are you focused on Sales this quarter? Head on to Chapter
4, etc.



John Carlton, Simple Success Secrets No One Told
You About

Or just start from the top and enjoy the ride.

I kept the last chapter for a couple of life lessons. More
personal and “holistic” in general, but still powerful for
any business owner or operator.

Something special just for you

I didn’t want this to simply be a rehash of my emails
though. I wanted it to be thought-provoking and actionable
too.

Reason why I’ve included some homework
for you. 

“Putting things in motion is the difference
between the successful entrepreneur and the
info-junkie who can’t let the curtain go up.”

At the end of each chapter, you’ll get an assignment.
Nothing that takes hours, I know you’re busy (and you
already have my daily emails to read!). But Just a couple
of tactical and strategic step-by-step tasks you can do to
implement the ideas you will absorb.



But wait, there’s more… How to get $299+
value for FREE

As a big thank you for signing up and for your
commitment to implementing what you’ll learn, I’d love to
help you out. 

When you’re done with your homework (whether for one
chapter or all of them), just reach out to me at
chris@conversionalchemy.net and share what you’ve
worked on.

I’ll get back to you with a 10-minute screencast video to
provide you with my feedback on any questions or doubts
(I normally charge $299 for a 10-minute teardown).

Ok, enough blabbing on about this.

Time to get nerdy and get to work.

Chris

The Conversion Alchemist

mailto:chris@conversionalchemy.net
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CHAPTER 1

"Chris has more than just copy
chops. He understands user
experience, information architecture,
and how to make this work together
with copy to make websites convert."

Quinn Zeda, Founder - Conversion
Crimes

The art and science of squeezing the
most out of what you have
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What makes people say yes?

Where should you start if you want to improve
conversions on your site?

Chances are you'll get it wrong.

We've been talking about customer psychology in the
previous issues and this is where it all begins. 

A very useful framework to think about how to prioritize
your CRO efforts is this:

List, Offer, Copy

In other words, touching your copy, before your offer is
optimized is useless, and optimizing your offer before you
have a list of people to sell to, well...you get it.

So is your list, your potential customers, where you should
start from?

Not really. 

One of the best pieces of advice I've heard from a
"marketing guru" comes from Flint McGlaughlin at the
MECLABS Institute. The guy has spent the past 30 years
studying what makes people say yes.
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Talk about focus.

Damn, he equates marketing to philosophy!

His advice when it comes to start thinking about
conversion optimization?

It doesn't even start from your prospects. 

It starts with you.

You as the marketer or the business owner. 

Because what you have to get right first, is your approach
and mindset.

You have to find a way to obliterate any preconceived
notion or bias or baggage you carry when it comes to
looking at your web pages. And get into your prospect's
shoes.

It's basically like wiping your mind. And that's why as a
consultant I'm always starting fresh, every time I approach
a new client project.

New audience, new psychology, new mindset. 
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And at the beginning this mindset will just be a blank slate
that you fill up with research data.

The trick is to not let your own personality
and mental models creep in again after
you've done the research.
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This equation explains how to sell to
more people

I hated maths.

All the way through my teenage years I coasted the
subject, trying to get the bare minimum to pass in my
assignments.

I still believe all that stuff was pretty useless in retrospect.

And don’t get me wrong, if you plan on becoming an
engineer, solving complex equations might make or break
your success.

But me, nah.

What if they taught us more about social skills? Money
management? Productivity? Sales??

All things you can apply to life.

But no, we were forced to chug a big gulp of meaningless
numbers and even weirder symbols.
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So, I was pretty shocked when one day, I stumbled on an
equation that can actually have a huge impact in almost
every aspect of life.

How’s that possible?

Because it’s about people’s psychology and human
behavior.

Admittedly the equation format is just an easy way to
visualize the concepts.

But still, this is the perfect use case for my shitty math
skills and I have been using it in every single client project
since.

It’s the MECLABS heuristic (I’ve already mentioned how
highly I think of Flint McGlaughlin, head of the institute)
and goes like this:

C= 4m + 3v + 2(i-f) – 2a

Meaningless, yes, until you learn about what each of those
letters mean.
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C: Conversions
m: Motivation
v: Value
i: Incentives
f: Friction
a: anxiety

And the number multipliers next to each letter give you a
sense for how important each of these factors are when
persuading someone on a web page.

We’ll dig deeper into this stuff in the next emails, but for
today, I want you to pay attention to just 3 of these:
Motivation, Value and Anxiety.

If you ever want to understand what a web page is doing
(whether it’s a competitor or your own site) in terms of
strategy, you just need to know these 3 elements.

Motivation simply means what people are looking for.
What brings them to the page. Is it a pain they’re trying to
solve? Is it a desired outcome they want to reach?

Value is what your product or service is going to provide
for them. And it’s made of any features, benefits or needs.
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Anxiety is any element that on the page counters
objections, alleviates fears or clarifies things for the
prospect.

Understand these 3 and you understand how people are
persuaded online. Because they create a narrative arc, a
story that grabs the reader and moves them to taking
action.

Forget all copywriting formulas or templates.
Start with these basics and you’ll get way
further.
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What most websites get wrong

What makes people want to look at a website?

Not talking about buying, just wanting to stick with it,
give it a chance.

We've talked about the 3 factors you should consider when
looking at any website that influence conversions. 

As a recap they are: Motivation, Value and Anxiety.

What is it that makes someone who just landed on a
website, want to scroll or click to another page to learn
more? 

That's Motivation. 

Motivation is in short, anything that prompted the visitor
to look for a product, their desired outcomes or pain
points.

And as we've seen in our conversion optimization equation
C= 4m + 3v + 2(i-f) - 2a, Motivation (M) has the strongest
impact. 

It's not writing about you or your business. Not about your
motivations, but the prospect's. 
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A good way to differentiate it is also the difference
between content writing and copywriting (and the skillset
involved in each).

I was listening to a podcast with Morgan Housel, great
writer and author of the book "The psychology of money". 

The way he goes about writing his posts is (paraphrasing),
he asks himself what he thinks is interesting to him.
Chances are the excitement will carry over to the reader.
This is a good approach for content writing. 

But for sales copy?

Nope. Instead your copy should read like your audience
speaks. Sometimes the weirder and more unusual it
sounds, the better. 

Trust me, I learn new ways of saying things every day at
my job!

An example is the golf industry or by contrast, the
developer market. All the slang terms, all the super
specific lingo. 
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What do visitors need to see? (Research your
customers.)

You want to make it so that your copy is
automatically and simultaneously repelling
the outsiders. And attracting the right people.

Anyway , this is how you recognize good motivation copy.

Most of the times it's in your main headline, but also
sprinkled through the pages in important points of the user
flow.

If you are familiar with bounce rate (a user who lands on a
page, doesn't do anything and exits right there), the main
cause of it, is the inappropriate use of motivation in your
copy. 

Meaning a user was expecting to see something that
resonated and that was relevant to his purpose, but didn't. 

90% of websites get this wrong. 

Want to fix it?

Always ask yourself: 



12

What did they see before landing here? (look at your
traffic)

How can I first match their expectations (usually in
the first 10% of the page) and then exceed them
(remaining 90%)? (combine 1/2 and create compelling
copy/UX)

If you think about it, it's something we all do.
We have an idea, a goal, we type into Google
(or click an ad), we land on a website and we
internally run a check to see if that's what we
wanted or not.
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How to make people want and need
what you sell, now (and ethically)

Moving on from yesterday's email where we talked about
what motivation is and how to match it on your website.

If motivation is the "What", the next step, Value is the
"How.

In fact the simplest way to think about the flow of
information on your page is always this:

1. What do you do for people like me?

2. How do you do it (in a way that's different from anyone
else)?

3. Why should I trust you?

We'll get to the "Why" sometime soon. 

But what is really Value when it comes to a product, or a
business?

Rory Sutherland, chairman of the ad agency Ogilvy &
Mather UK, says:
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"We don’t value things; we value their meaning.
What they are is determined by the laws of
physics, but what they mean is determined by
the laws of psychology."

So you can see that value can be separated into 2 distinct
"Whats", what your product or business is and what your
product or business means.

The second is the most important as it's anchored in
psychology.

Wondering why, when listing all your features nobody
buys? You're just telling them what your product is.

So let's add in the benefits right? Still not enough, that's
what your product does (and how). 

What's even more powerful and that almost no business on
their own gets right, is finding out what your business and
product means.

Value is not just listing bullet points with features and
outcomes. 
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For one client in the golf niche, their audience wanted
to buy used golf balls because they were much
cheaper than new ones, but still they wanted premium
quality balls. The way we positioned them was to tell
visitors that they could find "premium golf balls they
could afford to lose". 

For another client selling a subscription to an
Instagram growth platform, their prospects were
trying to grow their accounts, but every single time
they posted they were worrying about the void, about
their post bombing. So we sold them "a way to take
the stress out of growing their IG account".

It's also about deeply understanding your audience and
figuring out their thought processes, their beliefs and
subconscious needs. 

Now I won't pretend I can psychoanalyze people for my
clients, but through research you can truly get insights that
set you apart. Because they are not surface level, but lay
deep in people's minds.

Examples:

How do you get these kinds of insights into people's
minds? And how do you phrase them on your site?
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By interviewing people, running surveys, doing
competitive research and more. After a while you start
seeing patterns emerge.

And you simply use their own words as copy. 

This is not about tricks, or growth hacks. It's about
understanding human behavior and presenting what you're
selling in its truest form.

It's really about honesty and transparency.

Getting the Value part right is what makes
people interested and wanting your product.
It keeps them reading.

But then you have to make sure they don't
run away.
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How to talk about your competitors (in
business and life)

Competition moves business forward.

You can have good competition and bad competition.

Good competition is when all companies are growing,
innovating, pushing each other to do better and ideally, in
the long run, branching into different segments or sub
niches of the market. True win win.

Bad competition is when products just stagnate,
companies are spreading false rumors or even downright
lies about what the other company does.

One thing matters though.

Competition is about attention. 

And today, attention is currency. The more attention you
can garner the more powerful your brand is.

An example from current events? Journalism.
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Acknowledge what the competitor does right
State what your product does differently
Finish with why your product is better for a certain
target audience or solution

1) Focus on solutions – don’t just expose problems but
include potential solutions
2) Cover nuances – avoid portraying issues as black or
white but include the many shades of grey

News media are fighting a fierce battle for attention, for
new and more eyeballs on their content. Some do it right,
others play dirty. Spreading misinformation, click baiting
people into reading and so on.

I was thinking about competition as I'm currently writing a
few comparison pages for software products. 

The structure is pretty straightforward:

And while writing these, I stumbled on the concept of
"constructive journalism", proposing to be the solution to
the current news shitstorm. 

Its principles are:
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3) Promote democratic conversations – consider
journalists not as aggressive prosecutors but unbiased
facilitators that fuel curiosity and dialogue.

Look at these in the lense of writing about two competing
products. This is ethical, good competition. And good
principles to keep in mind when talking about your
competitors. 

Because your potential customers don't care about hating
another company, they just care about what's in it for them
and what you can do about it (that others can't). 

Plus honesty and transparency obliterate
skepticism.

Good principles to use every single day, in conversations
or when debating on something. 
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Stop staring at them!
The other day I was buying new glasses.

I know random, but follow me here for a moment.

Follow me like the dude who was trying to recommend the
ultimate glasses to me in the shop.

Now, I appreciate the advice. Must have been an expert.

But if there’s one thing I can’t really stand, is when shop
owners decide to become your shadow.

Never losing track of you. Always one step ahead. Onto
your every single move.

So anyway, this guy kept recommending and staring at me
while trying different glasses out. It was stressing as hell.

In the end I think I’ve found the right ones, but man, the
pressure.

This is what you should avoid doing on your website.

You know all those pop ups? Or the spinning wheels, the
contests, etc?
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All effective…when used at the right time and place.

One client before we started working together was using 3
pop ups at the same time, overwriting each other, in the
first 5 seconds after landing!

Big no.

Look at your analytics and figure out how much time
people spend on that page on average. Delay that stuff as
much as possible. Or remove it.

Unless you have a really targeted promotion going on,
something specific and short term, distracting users from
their natural experience is always dangerous.

The thing is…

…people want to know they can get your help
if needed and if they ask for it. But they don’t
want to feel like you’re staring at them. They
don’t want to feel observed.

Friction and pressure are your enemies.

Your job is to remove them (and yourself) from the
equation.
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The home decor rule that explains why
your conversions are so low
There’s a lot to learn from real estate, especially the luxury
market, when it comes to conversions.

I watch a lot of youtube videos of home tours, from real
estate agents like Ryan Serhant, Eric Conover and others. I
think you can learn a lot about design, sales and how the
two intersect there.

These are homes where only your kitchen counter top goes
for tens of thousands of dollars. Buyers expect quality and
thought-through design.

And they pay top dollar for it.

The tours themselves are great example of taking
somebody who’s never seen a house, through how it
would feel like to live there. Reason why I like studying
how these guys (who are also Youtube influencers with
millions of subscribers) do it.

Most of the times though, the home does a lot of the work.
It’s something about the particular vibe, the setting, the
mood. And a lot of it is about colors and how they are
used.
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A popular rule in home decor is the 60 30 10 color rule:

– 60% should be a primary color
– 30% a secondary color
– 10% the accent color

Very simple and also very effective. Not only in home
design, but in design in general, (even cinematography)
and web design.

Look at any website and you’ll find that the best ones, the
ones that convey a sense of professionalism and
credibility, but also the ones that are the easiest to use,
follow this rule. One main color, a secondary one and one
that’s mostly used for your CTA buttons (accents).

This made me think, what if we apply this rule to copy?

If you read past issues, you know I’m a big fan of the
MECLABS conversion formula. If you haven’t, you can
check this one out here where I go through it.

In the equation you have the 3 main factors influencing
conversions, Motivation, Value and Anxiety.

What if we map these out with the 60 30 10 rule?

https://christophersilvestri.com/blog/journal/this-equation-explains-how-to-sell-to-more-people/
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I think it fits pretty well. 60% Motivation, 30% Value,
10% Anxiety.

In other words, a lot of the work in conversion
optimization is about matching and exceeding users
expectations (Motivation + Value). The remaining 10% is
about countering their objections and addressing their
doubts or fears (Anxiety).

Business owners should keep this in mind next time they
spend the majority of their time throwing testimonials out
there and almost none crafting their value proposition.

Like a lot of things in human behavior and
psychology, as humans we carry a ton of
stuff over from one field to another. From the
way we look at and get a feel for a house, to
the way we assess a website.
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Is your funnel stuck with cobwebs?

Sign up (lead)
Purchase (customer)

Fact: a lot of businesses build their funnels and onboarding
processes little by little, with the resources they have.

It’s rarely a clean cut process, where you sit down, design
your user flow from scratch into the fully fleshed out final
version.

That is because every business learns along the way.

And the best ones iterate, improve and optimize.

But these are the minority.

The others tends to leave stuff behind, and they realize
they have problems, only when the cobwebs become too
big and disgusting to ignore.

True story, a client of mine has two flows:

The problem? They didn’t know why they had these two
separate flows in the first place.
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Why for example visitors would want to sign up if they’re
not sure about buying yet? Ok, they can get a look into an
empty dashboard, play around with their account
information, but then what?

To convert these guys the client had to force feed them
generic email automations that might (but likely might
not) fit them.

Or hope that they just made up their mind to add a product
from their dashboard on one fine day.

What I would do is, optimize their current purchase flow
to convert leads directly. Chunk their sign up and checkout
process into digestible sections and make it as easy as
possible for them to start using the product right away.

It’s far more profitable to spend your energy optimizing
for the high intent prospects, rather than trying to capture
every single lead, and then desperately trying to convert
them.

If you want to do that, fine, but at least have a specific
why and goal in mind.
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Anyway, this speaks to the need to revisit
your systems and processes. Every quarter,
every month… just do it.

Chances are you’ll likely find areas you can optimize and
others you can just clean up and discard because they’re
not useful anymore.
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A polymath's advice on persuasion

I like to listen to polymaths speak and get into the weeds
of their complex minds.

Sometimes I get lost, have to confess, but when I really get
into what they’re saying, that’s when my mind cracks
open.

They have a very interesting way of explaining things
from first principles, that helps you make connections with
totally unrelated concepts.

Anyway, I was listening to a podcast with Balaji
Srinivasan, an angel investor, tech founder and author.

He was going through his life story and what worked for
him along the way in his career.

Two lessons stood out, that I think very much relate to
copywriting and persuasion.

1. The art of making concessions

Making a concession implicitly means you compromise.
But he talks about it in a really interesting way
(paraphrased):
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You should always be able and willing to give
something that, to you it’s not super important
to others. Especially when to them it’s highly
valuable.

This speaks to how persuasion is about sacrificing some
part of you to gain what others really want.

Meaning sometimes, it’s not a win-win. You lose, but in
the long run, you’ll eventually gain everything back. And
more.

It’s all a matter of being clear on what you can give up and
how long your time horizon is.

2) Your credentials are like a product’s
features and benefits

Anything you achieve in life ends up building your
credentials.

Your “virtual” (or written) resume.

Balaji divides these credentials into 3 different categories:
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Legible bottom up credentials: what you achieved
starting from scratch, on your own (investing or
starting a company, taking the company to $100M
etc.)
Legible top down credentials: the stuff that you
accomplished starting from a position of authority,
following a conventional institutional path (teaching
at a university, being named for an MIT tech review
etc.)
Illegible credentials: all the stuff that you achieved by
going through steps the public can’t really put a finger
on (internal mental processes, overcoming challenges,
changes in mindset etc.)

I believe you could categorize your product features and
benefits in a similar way.

What are the credentials/features that make you different?

What are those that are legible and those that aren’t?

Chances are your audience will need to know about the
former.

What about top down, vs bottom up?
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Bottom up, or carving your own path, is
where your biggest differentiators lie.

Use top down, or what is easily absorbable
and more familiar with prospects, to give
them some quick bites to chew on as they go
through your website.
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Why UX is as much (or more) important
than conversion
If you’re familiar with my work you know pretty well how
I try to inculcate the importance of UX.

Not only for your app, or checkout flow, but also for the
rest of your marketing website.

A lot of copywriters don’t make the connection because
they think words alone are supposed to persuade people.

But they forget what Claude Hopkins said in the classic
“Scientific Advertising”:

“In mail order advertising the pictures are
always to the point. They are salesmen in
themselves. They earn the space they occupy.”

Pictures (read: design), like words, should earn its space.

But let’s not only look at the past.

What about human behavior in today?

Many think that we’re driven by a surge of dopamine
whenever we get what we desire.
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It’s actually not true.

Dopamine, the chemical responsible for the excitement
and craving we feel whenever there’s a reward involved,
starts building up when we embark in the act of acquiring
or working for that reward.

And it drops to basically zero when we get it!

It’s a phenomenon called “Dopaminergic anticipation”
and as Dr. Andrew Huberman mentioned in a really good
podcast with Jordan Peterson, “it’s a representation of
how safe and secure you are” (for example knowing that
you have food in the fridge and desiring food).

I’m way too familiar with it lately.

Having started a quite strict cutting diet, my daily calories
are way limited compared to what I was used to.

The anticipation is always there. Reason why I keep on
planning what I will eat throughout the day.

It makes me feel secure and safe.

Something inside of me wants to keep feeling like that
reward is coming.
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So what does this have to do with UX on your website?

When you curate your pre-sale user
experience your visitors can get to their
maximum craving even BEFORE buying.

Only when you make them feel safe and secure with clear,
purposeful UX design.

And that can be very powerful.

Because it removes all the friction when it comes to taking
out the wallet. At that point it will just feel like a release
valve.
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CRO starts with you as the marketer or founder. Obliterate any preconceived
notion or bias or baggage you carry.
Forget all copywriting formulas or templates. Know the 3 elements of any story
arc for conversions: Motivation, Value and Anxiety.
Messing up with the wrong Motivation in your value proposition is one of the
main causes of a high bounce rate.
Getting the Value part right is what makes people interested and wanting your
product. It keeps them reading.
Competing for conversions is all about focusing on solutions, covering the
nuances about your product and promoting "democratic conversations".
People want to know they can get your help if needed and if they ask for it. But
they don’t want to feel like you’re staring at them. 
When it comes to human behavior and psychology, as humans we carry a ton of
stuff over from one field to another. You can learn CRO from any field.
Revisit your systems and processes. Every quarter, every month... just do it.
"Bottom up credentials", or carving your own path, is where your biggest
differentiators lie. 
When you curate your pre-sale user experience your visitors can get to their
maximum craving even BEFORE buying.

Pick a piece of copy or a page that you want to optimize or think of one you
want to write from scratch (whether for your business or for a client).
Write and lay out your 3 core story arc sections keeping in mind the lessons
from this chapter. Here's a recap:

Motivation simply means what people are looking for. What brings them to
the page. Is it a pain they’re trying to solve? Is it a desired outcome they
want to reach?
Value is what your product or service is going to provide for them. And it’s
made of any features, benefits or needs.
Anxiety is any element that on the page counters objections, alleviates fears
or clarifies things for the prospect.
Remember the 60, 30, 10 home decor rule: 60% Motivation, 30% Value,
10% Anxiety.

Share your work with me at chris@conversionalchemy.net. I'll shoot you some
feedback on a quick video.

Recap

Homework
1.

2.

3.

mailto:chris@conversionalchemy.net
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CHAPTER 2

"If you're serious about finding the
content and site structure that will
get your prospects to respond, hire
Conversion Alchemy. They put in the
research to understand your ideal
personas, your product, and how to
get prospects to convert."

Matt Aiello, VP of Marketing -
ServiceCore

How to get people to do stuff for you 
(and why words are not enough)
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Should you use humour in your copy?

Yesterday I finished watching the latest Spiderman movie.
(potential spoilers incoming)

I say I finished because lately you need at least 3 separate
viewing sessions to watch a movie.

When was the last time you had 3 uninterrupted hours to
sit down and watch a movie??

Anyway, a lot of people claim it’s epic, the best
Spiderman movie ever and so on. It is quite good, even
though the storyline is mixing and matching basically all
Spiderman movie ever made since 2002.

But something else rubs me the wrong way.

It’s the comedic part of it.

Let me correct myself: the movie is basically a comedy.
That’s right, 85% of lines have some kind of joke in them.
To the point where you start wondering whether it’s
actually a parody of a Spiderman movie (i.e. Scary
Movie).

And it got me thinking about the way we, in marketing,
use humour to promote our brands.
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Should you really go hard on the funny pedal?

How hard? How often?

As you probably know if you’ve been reading these for a
while, the answer is only one…

Go back to your audience.

One thing I do with clients which is part of my process, is
to create “snapshots” of what potential customers are
thinking and saying before, during and after buying.

Simple paragraphs containing what real people we
interview and survey said, that give us a clear idea of how
they speak and think about the business and product. So
we can make quick decisions about our voice and tone.

A lot of it is also branding. An enterprise brand will have a
different, more serious tone than an ecommerce selling
delivery BBQ meat.

And there’s a way you can take it too far. See Spiderman.

It happens when you lose touch with your peeps.
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A more positive example I’ve seen recently is the new
Batman with Robert Pattinson. Loved it.

It does have some funny (very subtle) bits in it, but they
are sprinkled out and intelligently used. It’s so dark and
consistent throughout its 3 hours.

The keyword here is consistency.

Once you’ve nailed down your voice and tone,
keep them consistent. Not only throughout
your site, but through each different media
(ads, emails, social media posts etc.).

SO next time you’re wondering whether you should be
funny in your copy, ask “Would my customer resonate
with this?”.
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What is copywriting? No, really...

What is copywriting?

The gurus say "salesmanship in print". Well, used to be in
print, now it's for the most part digital.

Anyway, I was thinking about it as I start new projects.
New things to learn, new markets, new products, new
audiences. All pretty exciting if you're a learning nerd like
me.

And also the other day someone made a comment about
what they thought copywriting was... "oh, those annoying
pop up banners!"...

Let's destroy the misinformation. 

So what is my job exactly? If it's selling, what's one of the
most effective ways to sell?

Referrals. 

That's when a customer recommends your product and you
get instant credibility, authority and proof. And the sale.

So again, how, as a copywriter could I channel this power?
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I think that more than sales, copywriting is the art of
referring.

And to be able to refer, you have to become part of the
audience. That's why we go through months of research,
we speak with customers, we read hundreds of reviews,
we try the product, we study competitors etc.

Our ultimate aim as copywriters is to (if even just for a
while) become the customer. So we can speak their
language, so we can feel their pain, so we can dream about
their goals. 

The best skill you can learn to help with this, if it's even a
skill at all, is empathy. 

"Empathizing = to understand and share the
feelings of another."

So again, what is copywriting in its purest form? 

It's not the word you use, the storytelling, or the formulas
(those almost never work when used blindly).

I think copywriting is empathic communication. 
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Something we all do every single day. But harder to do
when you think you have to persuade someone to buy
from you. 

Words like persuading, and selling, they all imply friction
and having to overcome an obstacle. 

The customer's mind. 

Reason why companies hire people like me. We basically
help them forget all the BS they know about what they
"should" do and take them back to the source. Their
audience. 

Copywriters don't overcome any obstacles.
They simply align with what people think. 

Copywriters are shepherds! 

Ok I'm pushing this too far, but you get the gist. 
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How to "quickly" tell what good copy
looks like

Specificity
Clarity
Proper voice and tone
Conversational nature
Emotional component

How do you tell apart good copy from bad copy?

There’s a term we use in copywriting a lot: “swipe”.

When copy is really good, it’s “swipable”.

You can keep your own “swipe” file where you save any
piece of copy that you think is worth saving for reference.
And you can “swipe” pieces from customer testimonials or
reviews (and use them almost verbatim in your own copy).

As I was asked how you can deem copy swipe-worthy, I
stumbled on a roadblock.

It’s not that easy to define.

It can be a mix of a few factors that are at the base of
copywriting:



44

Proof rich
and more…

But if it was just a checklist, anybody could get it.

No.

It’s more of a gut feeling. A hunch you get if you’ve been
in the field for a while. Some copy just sounds better and
more effective.

I think it’s a lot about developing an intuition for what
good copy sounds like.

From “The daily laws” by Robert Greene:

“The great chess master Bobby Fischer spoke
of being able to think beyond the various
moves of his pieces on the chessboard; after a
while he could see “fields of forces” that
allowed him to anticipate the entire direction
of the match.”

This is a good way of putting it. When you’ve been
spending every single day either looking for or writing
sales copy, you can see the “force field”.
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It makes the piece kind of magnetic in a way.

How do you develop the skill specifically?

Hand copying successful sales letters is one way. I did it
for the first year when I was working on copy as a side
hustle. I still have my old notebooks.

Hundreds of pages filled with my shitty calligraphy (when
I started I had almost forgot how to write in cursive! It was
crazy), where I copied and re-copied the same direct
response letters over and over.

In a way it’s almost like wearing the shoes of the
copywriter who wrote them and walking in their footsteps
as they sweated every single word.

Another way is reading a lot and especially a lot of sales
pages, customer reviews, case studies.

To me this came pretty naturally as I’m a big fan of online
courses (if you can pick the right teachers). Can’t even tell
you how much I spent on courses. But I can tell you the
sales pages that sold me. I still remember a lot of them.
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And that’s what stays with you. The techniques, the
language, the not so correct grammar (which makes copy
conversational) and the use of emotions.

Obviously for all of these to work, you need time. Months
or years of absorbing good copy.

The fastest way to a grasp what swipable
copy sounds like, is probably to think of what
you got sold on. And reverse engineer how
they did it.
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The lowest hanging fruit in any
relationship

Followup: reaching out after a request or discussion
Follow through: doing what you said you were gonna
do
Follow back: checking in, out of curiosity or interest
for the sake of the relationship

What’s the easiest way to curate your relationships? Either
personal or professional…

It’s not sending gifts, wishing happy birthday or adding
them on Facebook.

It’s much simpler.

It’s following up.

Reaching out with sincere and sometimes selfless
intentions, to show that you’re there for the other person.
And that you care about your relationship.

Billionaire real estate broker Ryan Serhant would go even
further with his 3 Fs:
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It came to mind as I’m reaching out to a few past clients,
both because I’d like some feedback on our work together,
and because I want to offer my help (even for free if it’s
simple advice).

We often underestimate the value in each relationship. But
they can compound and turn into a cascade of new
connections, projects, interests and opportunities.

It’s the same when it comes to your email and with your
customers.

One thing I always do when I plan and write email
automations is to add 1, 2 or 3 followup emails. They can
be time-based or event based. As long as we followup.

Especially with email where customers are bombarded and
it’s super easy to miss one. It’s important to show up and
remind them that you’re there.

It’s part of what makes context so vital in your
communications.
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Your customers won’t remember a specific
email maybe, but they’ll remember the
overall context of their experience with your
brand. And following up increases the
chances for providing positive context.
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How I hacked my way into copywriting

True story time.

I started in copywriting back in 2015/2016, first with lots
of studying and practicing on my own. But then I needed
to actually do some real work. 

So, with no portfolio to speak of I headed to Upwork.
 
If you're not familiar, it's a really good platform to find
freelance talent without breaking the bank and from all
over the world. 

I started applying to jobs, but nothing really worked at the
beginning. 

My proposals (job applications you have to submit) ended
up into the void.

I had to change my approach. But most of all, it would
require a mindset shift. 

A shift from trying to systematize and playing a numbers
game, to doing things that don't scale so I could stand out.



51

I'm talking about personalizing the pitches, offering to get
on a quick call before even talking about porftolios or
skills etc. And sometimes, yes, doing some work for free.

Here's what happened.

The client: a Colorado concrete flooring company.

The project: rewriting their brick and mortar company
website, starting from their homepage.

My experience: just course exercises I did for myself.

My portfolio: non-existent. 

How it went? I offered to get on a call. They obviously
asked for my portfolio or examples. So I decided to do
things that don't scale. I offered to re-write a section of
their homepage for free. 

It took me 30 minutes and I got the job. For a whopping
$15 per hour too (a dream when I started).

Just like that, after the project I had my first portfolio
piece.
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The point here is, at the beginning of
anything new, doing things that don't scale is
almost the only solution.

And you have to suck it up.
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Stop rushing the sale

Most businesses try to sell with their headlines. They
mistakenly believe that the job of the first few words on
the page is to have people click on that big button. And
buy. 

Wrong.

Or better, it can be the case only when you have the
perfect conditions.

Your customers know about your product category as a
solution, they know about other similar products and they
know about your product and brand specifically. 

They just need to know the price and the offer. If they like
it, they might buy right away.

But in most cases, your headline, subhead and CTA button
have another purpose. It's to match visitors' expectations
and to give them a reason to scroll down the page and read
more.

How you do that (once you know what your customers
want and expect) is you get their attention with a powerful
headline, and then establish continuity with your subhead.
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Using the wrong headline reminds me when a couple
months ago I was walking in town and someone stopped
me to ask if I wanted to do take a survey about ice cream.
In January! 

Who the hell eats ice cream in January (in England at
least)?! 

Wrong timing, wrong setting, poor results.

A good headline grabs you in because it's
what you want to see. And opens up a
discussion that can be filled in by the
subhead.

The important point here is the discussion. It's a sort of
continuum and if you break it, you risk losing readers.

For example, if you're a non profit and in your headline
you write about how you help the poor get back on their
feet financially, but then transition into writing about how
you are an award winning organization in your subhead -
that's when people start wondering whether you really care
or not. 

Instead, dig deeper into how specifically you help people.
Use numbers, vivid details etc.
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Keep the discussion going and don't rush the
sale or boast (there's a time and place for
that, too). 
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Hollywood settles the copy vs design
debate
I've been going down a rabbit hole lately.

It's the blockbuster cinematography design and storytelling
hole. Look up a guy named Mike Hill on youtube, he's an
awesome designer for movies like the new Blade Runner,
or games like Horizon Zero Dawn.

In his talks he goes over how blockbuster movies like
Jurassic Park, Terminator 2 or The dark night, use the
hero's journey to captivate people into their stories. And
why a lot of today's movies fail to do so. 

If you're not familiar with the hero's journey, it was
formulated by Joseph Campbell and it's basically the
underlying steps that a main character goes through in
every story done well. 

The reason why the hero's journey works and sync up with
our brains so well, is that it's the foundation of every myth
ever told. And our minds learned to spot patterns and
follow that story arc super effectively.
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To make things work even better, movie directors like
James Cameron or Christopher Nolan started using
archetypes in their stories. Archetypes are a set of qualities
and behaviors that all humans have. Like the mother or
father archetypes, the warrior, the magician, the lover or
the king. 

All characters we've seen in a ton of movies. The
combination of archetypes and the hero's journey turned
these movies into blockbusters for a reason.

It wasn't just the story and the actors to make them
memorable. It was the subliminal visual, psychological
and emotional cues.

It's about the details that our conscious mind
doesn't pay attention, but that our
subconscious never forgets.

Things like using a bridge in a scene to represent a
threshold in the story arc. And repeating the same scene
with a different spin towards the end of the movie to
convey closure. 

Or even details like deliberately using colors in clothes,
actions and camera angles to communicate specific themes
or motifs that are part of the story.
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You'd never pause the movie and say: "oh right! This is
about these people coming together and becoming a
family" (terminator and Jurassic Park). But your brain
absorbed all of that in the background. And you're loving
every minute of it.

What's the point when it comes to your website?

The debate on whether copy or design is
more important, is usually framed badly. 

Copy should come first in the sense that the research
behind it informs the story arc, the narrative, the
positioning. But UX and branding have their place
alongside it, because they subconsciously communicate
trust, ease of use and credibility (when done right).

None is less important than the other. They complement
each other.

Reason why a lot of modern movies are not
as memorable. They fail at either the
storyline or the emotional, subconscious
elements.
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Tugboat copywriting

When you think about copywriters and advertising, you
can't avoid associating it with the classic Mad Men,
Madison Avenue era. 

The 60s, cigarette-smoking, whiskey-sipping, late-night
office hours pondering on the big ideas, until a stroke of
genius hit you.

It was David Ogilvy and the golden years of copy that
engulfed the minds of consumers and skyrocketed sales.

There was another side to it though. 

Enter Leo Burnett, the guy who came up with the
Marlboro man ad.

Not from fancy New York, but from blue collar Chicago. 

In Ogilvy's biography "The king of Madison Avenue" the
author shares something Burnett said once about how his
agency did things differently:
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“Its ad-making ranks are filled with folks
whose heads are stocked with prairie-town
views and values . . . our sod-busting delivery,
our loose-limbed stand and our wide-eyed
perspective [makes] it easier for us to create
ads that talk turkey to the majority of
Americans. . . . I like to imagine that Chicago
copywriters spit on their hands before picking
up the big, black pencils.” 

Love it. It's the perfect image for getting your hands dirty
and digging into your market. 

It's also a great point about how being part of your market
sometimes is the best thing that can happen to you. You
speak their pains, their worries, their desires, their
motivations. 

You match their expectations, their style, their voice and
tone.

This does not mean that your job is just writing a couple
lines of copy and call it a day though. 
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It's what spitting on your hands before
picking up your pencil means, I think.
Knowing there's always work to do, before
writing even a single line of copy.

Never thinking you know enough, or that you're blessed
with a god given talent for generating big ideas. Never
thinking you're immune from confirmation bias. 

Because you're not. 

It's a contrast with the idyllic and almost mythological
view of copywriting and advertising that most people
have. 

One of Burnett's employees called it "tugboat
copywriting", for their tugging on consumers' heartstrings.
Not luring them in, not hypnotizing them with fancy or
"magical" words.

Just pure, rugged and real language their people would
use.

Keep it real.
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What if you had to start from scratch?

My younger brother is thinking of getting into freelancing.

So, yesterday he was asking for some advice on how to get
started. I already shared some of the courses I've taken and
he's already learning some of the tools of the trade.

But one big piece is missing...

...he doesn't know how to set goals for himself. 

Ah! The good old side hustle.

Back when I started out around 2015, I wondered how you
even forget the initial steps, the struggles, the complete
silence after applying for a job and all the learning.

Now, I have a hard time remembering what I did and how
I approached things.

It's the course of knowledge (and the hedonic treadmill in
part).

Rather than the practical how tos, rather than each step, we
are left with a foggy memory because we know "too
much". 
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In hindsight I wish I kept a journal back then. I used to
have a to do list on paper, but it was very hit or miss and
not a habit.

Nowadays I journal every morning and keep a running list
of tasks on my laptop that I could go back to anytime (I
wrote about it in my monthly newsletter). 

It would be gold if I did it back then and had to start from
scratch (or teach someone how I did it). 

Instead what I can do is to try and transfer the mindsets
that took me where I wanted to go, and the major
milestones I went through.

I saw a youtube interview a while ago where 80 year old
millionaires where giving advice on what they'd do
differently if they could go back. One of the guys said he'd
"write more stuff down".

I agree. In business and in life, documenting your progress
is fundamental if you want to learn from your mistakes,
but also from your successes, so you can repeat them.

Even if you just write whatever comes to mind, I find it
frees up a lot of mental "RAM" and gets your idea
machine working.

https://ckarchive.com/b/e5uph7hxgkko
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This very same newsletter is a meta example of writing
stuff down. I'll be able to revisit these in the future and get
an idea for how my thinking and writing evolved.

It's the same when it comes to writing copy
and researching your customers. Keep a
running log of everything they say, every
review, every piece of feedback (chat
transcripts are a goldmine), especially if
negative.

You'll want to address that in one way or another.

Then, make it a point to do something with it. 

Whether it's adjusting some of your messaging to
incorporate direct wording from customers or
brainstorming a different pricing structure if you see the
same complaints about it over and over.

In the end our only weapons to defeat the
course of knowledge are external feedback
and our own recorded thought process.
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My flight attendant was a comedy
genius (and what that has to do with
copy)

If you're used to flying, you know that's not the most
exciting thing ever.

After a while it's the same process and you're just waiting
for the next step in a pretty boring sequence of events. 

Take the preparation for take off. 

Show passport and boarding pass, walk to plane, find your
seat (praying the one next to you is empty), seat belts on
and the never ending safety procedures. 

Over and over, every flight, the same stuff. Couldn't they
make a free course you do once and then you're done?

And then give you a badge that says you've gone through
the course and now you're good for life.

Anyway, one of the reasons why they repeat that stuff over
and over is probably straightforward... 

...it's boring as hell. Nobody pays attention (yes you know
you don't).
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So I was amazed when yesterday boarding my flight back
to the UK, I witnessed a moment of pure magic.

My flight attendant was an entertainer! 

He threw subtle but super funny jokes around, like he was
on a stage.

For example: "Once we're ready for departure, we'll head
off in the wrong direction, like everybody else is
apparently doing" hinting at the delay we were having.
 
Or the fact that he presented each person in the crew
before demonstrations and invented a funny background
story for each (must have been rehearsed!).

To end it all with "I'm sure you'll carefully listen to the
safety procedures".

All of it with a straight tone, dead serious.

Genius. 

This made me actually pay attention to that stuff. Because
now I was humanly connected to the crew, to the
"presenter"... he disrupted my automatic behavior and he
made me care.
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That's what a lot of copy out there doesn't do.

Not talking only about the enterprisey stuff you see in the
wild. It happens often, because companies rarely take the
time to dig deeper into what resonates with their audience.
 
They don't even try to make them care. They just want to
tell, rather than show.

In humour writing there's a spectrum for picking your
style and format.

I find it pretty useful for understanding how
to use not only humour, but also personality
when it comes to injecting your copy with
that extra ooomph (after you've done the
research of course). 

This is what makes people care and it's how you disrupt
their automatic "zombie" behavior on websites.
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Speak to them where they are
Yesterday I shared how my flight attendant was the
funniest dude ever.

Great personality, timing and delivery, with jokes that
disrupted our typical "zombie" behavior of just putting on
our headphones or snoring our way through the safety
procedures demonstration.

But being able to disrupt automatic behavior and get
attention from people, is not only about personality and
delivery. It's also about knowing where your readers or
listeners are, and catching them right there.

We already mentioned that in copywriting you first and
foremost learn the stage of awareness your prospects are
in, before writing any words.
 
They might be completely unaware about their problem,
about solutions and about your product, or they can know
some of those. 

The more they know, the shorter the copy and usually the
easier the sale (not always).



69

The same way, in humor writing there's a spectrum that
you should keep in mind when approaching your audience
if you want to inject some fun in your copy.

You can see it here.

From the book "How to write funny":

"Just like visible light and audible sound exist
on a spectrum, beyond which humans can’t
see or hear, humor also has a spectrum....
humor produced at the highest end of the
spectrum with overtones and undertones that
resonate across the entire perceptible
spectrum of humor will produce the most
hilarious humor."

This spectrum goes from the most simplistic type of
humor (that even chimps could understand), to the most
elaborate (for aliens or futuristic humans).

What the flight attendant did well other than adding his
personality and perfecting his delivery, was to pick the
perfect spot in this humor spectrum. 

https://cln.sh/8ntE0d
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In this case it was a mix of conversational with a touch of
snark humor. Something that could grab the attention of
the random person on a plane, busy in their thoughts or
bored to death.

And it was effective!

All this is to say that you can write the most
compelling, clear and concise copy ever, but
unless you can interrupt people's thoughts by
matching their awareness and sophistication
levels, you're dead in the water.

Keep that in mind, especially next time you try getting
someone's attention.

Catch them where they are.
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My client begs me to launch their new
copy ASAP!

Bit of a celebration today as yesterday I presented the
copy and wireframes to a client I've been working with for
the past couple of months.

Long story short, they made the (fatal) mistake of
redesigning their website without thinking about the copy,
too.

So they hired a big branding and design agency who told
them they were gonna do the research and write the copy...
when in the end, although they did a good job at the
design, when it came to copy, they simply took what was
previously there and laid it out in the new design.

So that's when I came in, doing all customer research
while they were launching the site and writing the copy
right after.

I had to prove myself since I sold them on the need to do
this project, rather than simply go with the redesign. 

And on yesterday's call I think my client understood what
research, copy and a thought-through layout can do for
your business.



72

Right after my presentation (which usually it's me going
through the research and the wireframes for 1.5 hours), the
client was like (paraphrased):

"Being in the target audience myself I have to
tell you... I got excited while going through it!
Can we replace everything we currently have,
right away please?"

And I wanted to gradually introduce the new copy/layout
and AB test it...

...I guess we'll go ahead.

Now, it doesn't happen often that your client is also the
audience you've been writing and designing for (they
scratched their own itch), but when it happens it's like
running a user test, live.

And this is the kind of feedback you want to get.

It's the feedback that tells you you're onto
something, that you were able to enter the
customers' minds and give them exactly what
they want.



73

The secret copywriting technique from
Charlie Munger

You might have heard of a guy named Charlie Munger. 

He's Warren Buffet's associate at Berkshire Hathaway, one
of the biggest investment firms around.

These two guys have become popular in the
entrepreneurial world not only for their investment
successes, but also because of their thinking.

They are two very smart fellows and popularized the term
"mental model" when it comes to decision making. 

Well, one of their mental models could be applied not only
to your business, but to your copy and UX, too.

It's the concept of "inverted thinking".

In short, when you want to get ideas and
solve problems, instead of thinking of all the
ways you could do it, all the things you want
to happen, you invert it. You start thinking of
all the things you don't want to happen, of all
the ways your problem could get even worse.
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How could you make it so that every single visitor
bounced (landed on the page and exited right away)?
How could you make your value proposition as
confusing as possible?
What visual elements should you remove to make
your branding untrustworthy?
How could you present your product in a way that's
not enticing to your target audience?
How could you make navigation as hard as possible to
use?
And so on...

The theory behind it, is that humans evolved to be better at
thinking of the worst case, rather than the best one. To
survive.

We want to avoid bad stuff from happening, more than we
want the good stuff. That's why when you start thinking
this way you get a LOT of ideas.

How do you apply it to copy and UX?

Let's say your website is not converting as you wanted.
And let's focus on your homepage.

A few thought experiments using inverted thinking:
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Try it.

After the initial friction, you'll likely find that you come
up with ideas you weren't thinking of before.

Not all will be great, but the exercise alone is worth it to
get out of your own head and into the visitors' shoes a bit.

This is where a lot of the value in working with a
consultant comes from.
 
The outside, unbiased perspective and
decision making skills.
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The copywriter's red flag all clients
should know

"Fun fact: I ask them for examples of good
content/blogs they like when creating an editorial
calendar."

A dilemma I stumbled on recently:

Should you as a copywriter ask clients for examples of
copy (web or sales pages) they like?

And as a client, should you trust a copywriter who asks for
it?

Well in the second case it all sounds pretty good doesn't
it? They want to align with your expectations, write
something you will truly love...

But when it comes to web pages or any conversion
focused asset... do you really need something you'll love?
Or do you need something that will sell?

Two different scenarios.

So I went to Twitter and asked other copywriters for their
opinion and experiences. A couple of replies I got:
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"I do as well. It's a great way to Guage whether or not
you're aligned"
"I get your point, but yes. Some things are subjective,
and if I can work them in without hurting things it
builds their comfort. It's also a chance to educate.
Why should we be different?"
"I show them swipes I've curated as suggestions. Do
you do this?"

Apparently it's the thing you do as a copywriter. But first a
premise...

...most of these guys are "content writers". Which means
they focus more on the education vs the sale. Higher up in
the funnel, vs down below.

That's a big difference and asking clients for examples of
blog posts they like is a good idea, because it's a lot about
branding, voice and tone. All factors they probably have a
good intuitive feel about.

But when it comes to sales and conversions?

In my opinion, you should ask, only if you can be specific
and know what feedback you're looking for.
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When we need to decide on layout for the wireframes
When we already know the sales argument we're
making and the wording, but we want to match the
overall "vibe" and "feel" of the page.
When it's a competitor site (because they might have
some insight into their strategy)

It's a matter of giving clients what they "want"
vs what they "need".

What they want might be one thing, but it might not
necessarily be good for them. I want to eat double burgers
and pizza all the time. But is it good for me?

You get the point. 

I would ask clients for examples of a sales page or home
or pricing page, only in a couple of cases:

You can see that these are very specific and with each I
know what kind of feedback I'm looking for.

After all as the copywriter, you're not there to
just write words. You're there to do a lot of
the strategic work and to be your client's
trusted advisor. If something is against their
interests, you should avoid it.
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Or at the very least, if you get into it, you should know
how to interpret whatever they give you with your
professional insight and outside perspective.
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How to lie in an interrogation

The spotlight is on you, it hurts the eyes and you can't see
a damn thing.

From the dark, a voice...

"Let's start from the beginning".

You're under interrogation. And you know you're guilty.
 
Would you be able to lie convincingly?

If you're familiar with the work of a copywriter, you know
it's a lot like being a detective.

But sometimes it's useful to try and wear the shoes of the
"accused". 

It's a great frame to help you make your copy rock solid.

What if your prospect was an investigator asking the
questions?

Now, I'm not saying you have to lie in your copy, quite the
opposite. But think of it in terms of your life being at
stake. It's either a convincing story, or a life sentence.
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Recent studies pointed out that rather than using body
language hints as cues for identifying liars, it's more
effective to be proactive about it. 

For example, by asking the person to re-tell their story in
reverse. Truth tellers are able to do it, even adding in more
details. Liars struggle.

You're increasing their cognitive load. 

From an article I read, "liars often provide fewer details
about time, location and things they heard. They also
speak more slowly, with more hesitations and grammatical
errors."

The busier their brains, the harder to fill in stories with
details.

Other ways to be active in detecting lies is to encourage
people to dig deeper, say more about their story, or to ask
unexpected questions. Liars inevitably have a hard time as
they work with premade material.
 
What are the lessons here? As the accused you have a
story to tell and an argument to build. 



82

You're pressured into failing. You only have so much time
and so much space.

Always think in terms of reducing cognitive
load and be prepared to be flexible with your
story. To jump from one point to the other,
based on what type of listener/reader you
encounter (are they fast, slow, emotional or
logical?).

And you have to know each and every single
question your prospects might have for you.
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How to get more of the right customers
(and kick out the rest)

145% increase in conversion rate.
15.5% increase in $ sales per day
14.5% increase in average transaction value
Not much of an increase in actual sales (0.96%)"

A client shared a message yesterday.

They launched the new copy and layout a week ago so
they started measuring results:

"There are 3 periods because we implemented Live
Capture verification where people have to take a photo of
themselves with their ID (previously they just had to
submit an ID), this was to combat increasing fraud
transactions.

The first period is before Live Capture reduced conversion
rate. The second is with Live Capture implemented but no
copy changes (this would be the benchmark). Then with
your copy improvements and Live Capture still enabled.

So:

Pretty cool. 
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Not only for the conversion increases after a single week
of the new copy going live, but also for another, more
nuanced reason.

The new copy is compensating for the friction that the
added (but necessary) Live Capture step introduced. I can
only imagine what conversions would look like if the sign
up process remained untouched.

And mind you, this was a complex project. The client just
recently launched their new design, but they didn't run the
proper research and the copy was a mess.

So we had to do the research and inject the website with
the new copy. Not a linear and clean process, and not
100% perfect implementation of my wireframes, but we
were able to make it work. 

This is what understanding your audience can do for your
business. 

When you absolutely need to filter out who
signs up and add friction in the process, good
copy and UX help you get more of the right
people.
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It's like you're restricting the top of your funnel, but then
you pressure pump good leads right in. It's magnetic. 

Or like going on a lead diet. You eat less, but it's better for
you. 

Pick whichever analogy you like.
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Should you be persuasive or clear in
your copy?
Ever asked yourself this question?

I still do, even after years of writing. It's part of my
subconscious self-editing checklist.

It's an important question, because most of us are unlikely
to try to convert cold leads into customers. 

So informing people on what you do, how and why it's
unique, is critical. Then you can think about persuading.
Or actually, let me rephrase that...

...being clear and informing is the first step to persuading
people.

You wouldn't want to educate them (you'd probably be
writing to the wrong audience - that is if we're talking
about conversion copy), but you have to be clear, concise
and make your point. Make a point.

Even at the MECLABS Institute they say "Clarity trumps
persuasion". 

But why?
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I like to think one of the reasons comes from software
engineering.

Ever heard about "negative engineering"? 

From an article I recently read: 

"Negative engineering is the time-consuming
and sometimes frustrating work that engineers
undertake to ensure the success of their
primary objectives.... You might think about
negative engineering like auto insurance.
Purchasing auto insurance won’t prevent you
from getting into an accident, but it can
dramatically reduce the burden of doing so."

Same with clear copy.

It won't necessary make the sale, but it prevents readers
from asking you (and themselves) questions. It's their
insurance against doubt, confusion, and anxiety. It's your
insurance against the friction that all of these inevitably
introduce. 
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And it's true that this negative engineering of clarity
comes at a cost to you. It is time consuming to edit for
clarity and conciseness. But it's work that pays huge
dividends and compounds over time.

Bonus, if you can be clear and consistent. All over the
media you use.

It's the way you create your "read thread" for
people to follow. 
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Once you’ve nailed down your voice and tone, keep them consistent. Not only
throughout your site, but through each different media (ads, emails, social media
posts etc.).
The fastest way to a grasp what swipable copy sounds like, is probably to think
of what you got sold on. And reverse engineer how they did it.
A good headline grabs you in because it's what you want to see. And opens up a
discussion that can be filled in by the subhead. Don't rush to selling right away.
A good copywriter knows there's always work to do, before writing even a
single line of copy. That they never know enough, and that they're not blessed
with a god given talent for generating big ideas. They know they're not immune
from confirmation bias.
In the end our only weapons to defeat the course of knowledge are external
feedback and our own recorded thought process. Keep a running log of
everything customers say.
Like in humour writing, you can use a spectrum of emotions to connect on a
human level with your audience. It's not black and white. This helps you disrupt
their automatic behavior and makes them care.
Unless you can interrupt people's thoughts by matching their awareness and
sophistication levels, you're dead in the water. Catch them where they are.
We want to avoid bad stuff from happening, more than we want the good stuff.
Use inverted thinking to come up with optimization ideas for your copy and UX.
What customers want might be one thing, but it might not necessarily be good
for them. I want to eat double burgers and pizza all the time. But is it good for
me? Want is different than need.
Always think in terms of reducing cognitive load and be prepared to be flexible
with your story. To jump from one point to the other, based on what type of
listener/reader you encounter.
Negative engineering of clarity in your copy won't necessary make the sale, but
it prevents readers from asking you (and themselves) questions.

Use the concepts of "Inverted thinking" (along with the questions provided on
page 74) and "Negative engineering" with the copy you wrote as homework in
Chapter 1.
Share your work with me at chris@conversionalchemy.net. I'll get back to you
with my feedback.

Recap

Homework
1.

2.

mailto:chris@conversionalchemy.net
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CHAPTER 3

"We wanted a UX designer who
*understood* SaaS & eCommerce,
nailed copywriting AND that was
technical... This was Chris! 100%
would work together again."

Rodolphe Dutel, Founder - Remotive

Follow me into the rabbit hole and you'll
realize how deep it goes
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Can data make or break your business?
Ahh data. 

Whether you're a nerd or not, there's beauty to its order
and to making sense of it.

Quantitative or qualitative, you need both.

Running AB tests to validate your headline or button
copy? 

Scouring the depth of your analytics platform to get to the
gold that will increase conversions 100x?

Sending an email survey to your customers in hopes of
understanding why they churn?

All interesting data points.

But no data can be the solution 100% of the times. 

Sometimes it's very hard to prove our point merely using
data. 

One example comes to mind.

https://app.convertkit.com/campaigns/8316912/report
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Ever heard about the Riemann hypothesis? In a nutshell, it
says that, in theory, we should be able to predict where
every single prime number in existence lies, up to infinity.
 
Something nobody has been able to mathematically prove,
yet.

The issue is that to prove it's validity, you'd need to find
the only case that doesn't match. Which would require a
computer capable of calculating to infinity. 

Not in the foreseeable future.

It's kind of like saying, just because you can't prove that
ghosts don't exist, it doesn't mean they do exist (or
viceversa).

My point here?

Numbers and probabilities help with fixing conversion
issues up to a point.

The work that makes a difference is studying the
innumerable facets human beings present. 
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What separates good analysis from an
amateur job, is the nuance behind it. The
understanding of human behavior and
decision making. The psychology. 
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How to let your customers decide
I stumbled on a bit of dilemma in a client project. 

Their pricing page (software company) is broken and
research confirmed it. The problem? They have a lot of
products and each product has 6 or 7 tiers. Which makes it
confusing for users to understand. 

Fact is, it's mostly my client's fault.

When looking at a pricing table from a usability
standpoint, it's important to always consider what's strictly
necessary and what's not. And also how users are
supposed to consume it to compare the different plans.
 
The issue here is that although the products are different
and it's correct to separate them, each tier only differs in 2
factors: price and usage limit. The client made it 100x
more complex by showing all the features included in each
plan in a huge table.

Right if each tier had very different features, but here
there's nothing really to consider apart from those 2
factors. 

https://app.convertkit.com/campaigns/8316912/report
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So how can we simplify it? Using a slider that visitors can
move left or right. No scrolling to compare (since all
features are included in all plans there's nothing really to
compare), no massive amounts of vertical space taken. 

True, users wouldn't be able to click on an advanced tier
right away like they did before, they would have to slide to
it. But the guidance would make up for the overwhelm and
confusion.

This brings up a good consideration when it comes to user
experience.

Do you allow users complete freedom or do you limit
them?

I always loved how companies like Apple can be so
deliberate in "limiting" their products. The result is often
users' frustration in the short term, but loyalty in the long
term. It's like they're saying "We know what's right for
you, take it and trust us". 

Compare for example iOS with Android. Limited, but
super easy to use, vs completely free (and hackable). Ok,
I'm biased here...
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But this is a choice any business owner has to make at
some point. Whether you sell software, services or
physical products. 

What amount of freedom and flexibility do
you want your customers to have? And
what's right for them to truly enjoy it?

Like they say, "kill your darlings".
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Your "About" page is not about you
What's your "About" page really about?

Most companies think it's their little corner of the web to
share their mission, their values, their story.

But it's actually not about them at all.

I'm working on one for a client, so I thought I'd share my 2
cents on these kinds of pages. 

Look a couple up online and you'll find a plethora of "we
do...", "we are...", "our XYZ..." and on and on. Trouble is,
when you make it all about you, that's when visitors start
to glaze over and leave.

Yes, they want to learn more about who's behind the
product they're about to buy...

...but they only care about whether or not your team and
your expertise or skills are relevant to what THEY want.
And how that's all different / better than anything else
around.

Most business treat their about page as a passive piece of
content. Something to complement everything else. A vase
of flowers on a window sill.

https://app.convertkit.com/campaigns/8316912/report
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Almost like it's not part of the customer journey.

Start running some user tests or look at your heatmaps,
and you'll find that your About page is often in the top 3 or
4 most visited on your site.

People value personality and the additional context a good
About page provides. 

Treat yours as an active step in the customer journey.

Keep the frame on your customer, avoid using "we", or
"our" as much as you can and for f#*k's sake tone those
values and mission down!

Chances are you're not trying to save the world. You have
a good product and want to sell it. Be clear and honest
about it. People value transparency.

And if you really want to spice it up and make
it powerful, address the competition. Your
About page is the perfect (and most
underused) place to answer the question
"Why you and not someone else?".

No need to directly mention competitors. 
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Even just using language from their negative customer
reviews will do it. Especially certain words that are used
often. It's what a lot of the customers that aren't right for
your competitors (but are right for you), have accepted as
truth. And you're entering their minds.

Next time you're about to go on a tangent
about your market-leading, best in class blah
blah blah, remember, be proactive and keep
the frame on your customers - even on your
About page.
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Expectations vs reality
I often talk about 2 of the most underrated skills in
marketing, sales and business in general.

Setting expectations and providing context.

If you don't do one of the two, you're cutting your chances
of success by half.

If you do both, you reduce risk (real and perceived),
control the situation (in a way that doesn't feel controlling)
and almost guarantee you'll get the result you want.

Whether it's persuading someone, getting buy-in,
communicating your ideas or just simply having great
human interactions, expectations and context are vital.

Which brings me to today's rant. 

The mechanic who's inspecting my car (I recently
imported a Dodge Challenger in the UK) doesn't know
about this little secret of ours.

Hence why I'm getting frustrated and why I won't
probably refer him to anyone.

https://app.convertkit.com/campaigns/8316912/report
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My car has been with him 1 month now and after our
initial call, it's like I have to beg him anytime I want an
update. 80% of the times I message him, he doesn't even
reply!

Now, I'm the first to say you should protect your time. I
only have calls on Mondays and Wednesdays for example.
 
But managing expectations and providing context to
someone on the outside, doesn't have to mean you break
your boundaries. 

A simple "Hey checking in with a quick update", or "Hey
so after this step happens, we'll do this and this..." would
be great.

But all I get is silence.

What this does is creating unnecessary FUD (fear,
uncertainty and doubt).

You never want this to happen, especially
when it comes to your customers. And
reason why you should always ask yourself:
"What's the best way to manage expectations
and provide context here?".
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You can do it with copy and design. Your
branding does it too, in people's
subconscious. 
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Imagine if they sold software in the
70s?
Advertising in the 70s seemed to work like magic. Or at
least that's our perception of it.

These ad men, stuck in their office day and night to come
up with their big ideas. Almost like math geniuses nobody
can understand.

But in reality they followed a very formulaic process.

At least the pros, the OGs. Like Eugene Schwartz.

In his legendary book, "Breakthrough Advertising" he
goes into two of the most powerful ways of framing and
selling a product.

First, intensification. Taking what your product does and
expanding on it, using social proof, showing how it works,
making your guarantee as powerful as possible etc. 

But most of the big ideas of the time were based on the
other principle. 

Identification. 

https://app.convertkit.com/campaigns/8316912/report
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The appearance
The components and structure
The background and "making of"

It's about turning your product from a mere tool, to a
portal of sorts. Allowing your customer to identify
themselves with a character or role they aspire to be. The
product being the bridge that took them there. This is how
advertising was able to expand markets and even resurrect
defunct ones.

But going deeper, a really good mental model for thinking
about how you extract as much value out of your product
as possible is to divide it into 3 areas.

Go look at any of the most popular ads for physical
products of the 70s, and you'll find they picked one of
these 3 areas. Then dug as deep as possible to extract as
much ooomph they could out of the products they were
trying to sell.

This made me wonder: can we apply this strategy or way
of thinking to modern products? What about software for
example?
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Does software have an appearance? What about the
components? We might do something with the
background. The founder's story and the hustle. 

But a lot of this model only takes into account physical
products.

I think we can still use it. We just need to adapt it.

For example the appearance for software could be all
around branding, visual identity, but also the UI, the
interface. Is it minimal? Is it easy to use? Is it complex on
purpose because you're catering to high sophistication
experts? Your appearance today might be called "visual
impact". 

What about the components then? 

Back in the 70s they used to create rich persuasive stories
around where materials were sourced from, or what
chemicals a product contained. You had departments
whose only job was to research these facts (and make sure
they weren't fooling people).

With software I'd say the components is the tech behind it.
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Not the physical tech (unless you're talking about cloud
infrastructure maybe), but mostly its features. What did
you build into your SaaS that makes people's lives easier,
more productive, smarter, more efficient etc.?

And most importantly how do those features bridge the
gap between where prospects are and where they aspire to
be? How do they help them identify themselves with their
"dream role"? 

An example with note taking apps. 

A lot of them focus on the vision that productivity nerds
(like myself) have of, one fine day being on top of every
single task, remembering every line from books they read
and reaching all their goals. 

The more vividly you can make your potential
customers visualize that promise, the easier
it will be for them to identify with the image
you gave your product.
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How to make your website visitors love
buying from you
Imagine if your website visitors were players in a
videogame. 

The game is: going through your website and get a crystal
clear idea of what you do and who you do it for, what's in
it for them and then, final objective, to buy from you.

If you ever played a videogame, you are familiar with
gameplay difficulty modes. You usually have easy, normal
and hard.

Well, most websites out there (those who don't do the
work of understanding their audience), force their visitors
to play on hard mode every single time.

What if you gave them easy mode instead? 

They would land on your homepage, read your value
proposition and immediately think you're reading their
minds. They would get curious, excited even, and your
page would clearly highlight the ideal path for them to
find the bits of information they need to learn about you.

https://app.convertkit.com/campaigns/8316912/report
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And ultimately, they would crush the final boss (buying!)
without breaking a sweat. Easy mode, 100% game
completion.

That's why most games define easy mode as the best way
to enjoy the storyline. There are no distractions and little
to no friction. 

It should be the same on your site.

This came to mind as I was reading a recent post by Leo
Babauta of Zen Habits ("How to Put Life on Easy Mode").
His way of defining what makes life easier? A few points
that seem to be taken out of a user experience book.
 
Things like doing one thing at a time, putting space in
between things, cleaning as you go, doing less, eat slowly,
move often, doing things as simply as possible, having
focus sessions etc.

Important things to keep in mind both in business and life.
 
Next time you think about how to improve
your website, ask yourself "How can I give
people the "easy mode"?
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But don't overdo it. Some commitment is still
required to filter out the bad apples. 

After all, when using cheat codes are you truly enjoying
the game?
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We're all doomed

Let's spread some doom and gloom on this nice Friday
morning.

I just stumbled on something that was a mixture of
disturbing and fascinating.

It's worth commenting on.

A lot of Twitter has been bashing this idea. But the
productivity nerds love it. And they bow to the new "god"
who invented it (if you're in the circle there's a lot of cult
mentality).

I'm talking about "Bionic reading".

The idea is, since our brain is faster at processing written
information than our eyes, why not let it do most of the
work when we're reading?

Which basically means using bold text for the initial letters
of all words, so the eyes can focus only on those and let
the brain complete the rest. The theory? Faster reading and
increased retention.

This is what it looks like if you're curious.

https://app.convertkit.com/campaigns/8316912/report
https://share.cleanshot.com/YsuYds
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Now, what do I think about it?

One thing is sure, when I try to read it, it feels like I'm
sliding through words much faster. But do I remember
what I read? Not sure, maybe I'd need to try and read a full
article or book with this system.

What I feel also is that my mind is entirely focused on
performance, rather than enjoyment or full immersion.
And I know that's a problem.

I tried speed reading courses in the past but all they gave
me was headaches. Reading for me is a moment of
complete and utter immersion in another world, another
person or character's life. Into another way of thinking.

You can back this stuff with how much research you want,
but just because research tells us something works, it
doesn't mean that's the direction we're supposed to go.
 
At the end of the day, data is only good when we need to
optimize something. Do we really need to optimize
reading? I think first we should optimize our attention.
 
I like how someone on Twitter put it:
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"This is an abomination, a sickening
technoperversion of the human experience of
reading with leisure and thoughtfulness,
turning it into another soulless act of efficiency
and speed, and calling this "progress. You'd
finish a book if your mind wasn't so damnably
broken."

Extreme and a bit funny, but true.

It's also a personal preference I guess. Some
people learn from audiobooks, I can't. But the
point is, look at the root problem, before you
solve for the wrong one.
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Self-help guru teaches persuasion

It was a cloudy Sunday. 

As usual, even though my list of books is always
overflowing, I felt like I needed another one.

There's this really cool book shop in town. Books are free,
you just pop in, take whatever you like or leave any of
your used books and leave. You can always find cool
gems.

Anyway, I started looking and one book caught my
attention. On the cover (that looked like it was from the
80s) this guy smiling.

"Awaken the giant within" by Tony Robbins.

I was familiar but never gave a chance to know this guy.
What I knew about him, were mostly the huge fanatic
following and expensive seminars. He's like the rockstar
of self help gurus.

I opened the book and inside, found a piece of paper from
the previous owner with a few lines of text. One line said
"leave my husband". It was a list of her goals.

I had to get it.

https://app.convertkit.com/campaigns/8316912/report
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Opinion
Belief
Conviction

Turns out the book is really quite good. Some of the
concepts are phrased in a way I rarely hear them
explained.

One concept that I really paid attention to is the concept of
beliefs as he explains it, and how to change them. Beliefs
are those ingrained "truths" that we come to accept and
use day in and day out whenever we make a decision. 

He specifically divides beliefs in 3 categories that I think
are useful to keep in mind when thinking of how you can
change what your prospects believe to be true or not on
your website.

After all if Tony Robbins can create so much excitement
and change in one single seminar (literally, people are
screaming, like they are possessed), no matter how
scammy that sounds, I will be paying attention and trying
to learn from it.

The 3 categories or degrees of belief are:
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An opinion is loosely held and can be quite easily changed
or influenced. A belief is already set deeper in one's mind,
and requires gradual and consistent effort to sway in one
direction or another.

But a conviction, that's what you want from your
prospects.

They will land on your site with an opinion, sometimes
with a strong belief. And it's your job to write copy that
prepares them and bridges the gap between what they
believe and what they should believe, to accept your offer.

Eugene Schwartz called it the "readiness to accept your
claims" in "Breakthrough Advertising. 

Your goal is not only to change their beliefs
(either removing limiting or creating more
empowering ones), but also to create
conviction. 

During and after the sign up process, or check out. You
have to convince them and confirm to them that their
decision was right and most convenient at the time.

How?
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Good UX, copy and user flow. And an understanding of
how logic and emotion interplay.

Do that right and you'll gain a cult-like following. 

Do it wrong and something will inevitably go wrong in the
process. 
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Just because you can't prove that ghosts don't exist, it doesn't mean they do exist
(or viceversa). What separates good analysis from an amateur job, is the nuance
behind it. The psychology.
What amount of freedom and flexibility do you want your customers to have?
And what's right for them to truly enjoy it? You have to choose.
Next time you're about to go on a tangent about your market-leading, best in
class blah blah blah, remember, be proactive and keep the frame on your
customers - even on your About page.
To avoid creating Fear, Uncertainty and Doubt, always ask yourself: "What's the
best way to manage expectations and provide context here?".
The more vividly you can make your potential customers visualize that promise,
the easier it will be for them to identify with the image you gave your product.
Next time you think about how to improve your website, ask yourself "How can
I give people the "easy mode"?
Take a lesson from "bionic reading"... Look at the root problem, before you
solve for the wrong one.
Your goal is not only to change your prospects' beliefs, but also to create
conviction.

What amount of freedom and flexibility do you want your customers to have?
Think not only about your product, but about your customer's journey, even
before they buy or sign up. Maybe it's your pricing options? Or the number of
filters for search? Pick two areas you think you should limit them more in and
two where they should have more freedom. List the first action step towards
fixing them.
Do a quick cmd/ctrl+F on your About us page. How many times are you using
"we" or "our" or "us" in your copy? How many times are you using "you"? Edit
it to prioritize the latter.
Look at your product page (or How it works in case of software). How can you
make it more vivid and strong? Use the lenses of:

The appearance 
The components and structure 
The background and "making of"

In your checkout or sign up process, are you creating conviction? What do
prospects need to believe to take their wallet out? Answer and compare with
what you currently have in your copy and UX.
Share your work with me at chris@conversionalchemy.net. I'll get back to you
with my feedback.

Recap

Homework
1.

2.

3.

a.
b.
c.

4.

5.

mailto:chris@conversionalchemy.net


Sales & Marketing 

118

CHAPTER 4

"Chris has massively improved our
customer messaging and delivered
real results without any hand holding.
Highly recommended."

Sam Cross, Founder and Proxy
Specialist - ProxyRack

Uncomfortable truths every copywriter
(and their clients) should know
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In defence of teasing

When was the last time you watched a movie trailer on
Youtube until the end?

If you're anything like me (or the privileged people on
earth who can afford watching Youtube), chances are it
almost never happens. 

Why?

Movie trailers nowadays spoiler the entire movie. 

Even worst, often the trailer is much better than the movie
itself!

I think it's because with our attention spans cut in half and
all, these people need to grab us with an almost full
narrative arc. Or they know we're gone onto the next reel
or short, pretty fast.

It's pretty sad. 

I grew up in the 90s and back then, we had VHS tapes. Or
Sega Mega Drive cartridges! Good ol' times. 

https://app.convertkit.com/campaigns/8316912/report
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I still remember like it was yesterday, going into the store
and even choosing something to watch or to play was in
itself engaging. You looked at the covers, pieces of art
really and you imagined the worlds you were about to
enter. 

But it was just a teaser. You didn't really know what to
expect. And you couldn't go watch a trailer or a review on
Youtube. There was no Youtube! Oh no wait, there was no
internet!!

So where am I getting with all of this?

We're forgetting the art of teasing. 

And forgoing it for an all you can eat buffet of content on
a thousand different platforms.
 
That's why I like email in a way. It feels much personal
and "old school".

And that's why when it comes to your
website, when you do teasing the right way, it
makes a difference. 
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Bullet points or how direct response copywriters call them,
"fascinations", work wonders for it. Often times people get
sold simply by a single bullet point that matches their
dream outcome or counters an objection. 

Teasing your process and anticipating how easy, or
frictionless it will be, is also a great way to tease.
 
Teasing is creating vision for your prospects
without giving it all away. 

How can you infuse what you do with some of it?

But be careful not to over do it. People are not fools, and
too much can quickly turn into sleazy. 
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Pricing lessons from a murder scene

How much do you charge for your product or service?

Do you charge based on the value you offer?

Based on the time and resources it takes you to produce it?

Or what?

I was watching Ray Donovan the other day, a TV show
about a "fixer" in Hollywood, cleaning up after celebrities
and their messy lives. 

There's one scene where people are after a murder tape
where you could identify the killer (a famous rapper).
Obviously this rapper is willing to pay any amount of
money to get his hands on it.

Enter Ray Donovan, in charge of collecting the tape from
the people who filmed it. Thing is, they contacted an
intermediary, a news agency and these guys are asking $2
million dollars for the tape.
 
Ray being the ruthless, unemotional guy he is, goes
directly to the people who filmed the tape, a kid and his
dad, and asks them how much they want for it.

https://app.convertkit.com/campaigns/8316912/report
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They don't know the agency is asking $2M.

First the dad throws out a $20k. And the kid $$2k.

Different perceptions come in different layers. But you
have to uncover them.

We have the agency, higher awareness of how the
"industry" works and sophistication in the subject matter
(they know the tape is worth any amount of money to the
killer).

Then we have the family, the kid totally unaware of what
that could be worth and the dad, slightly higher awareness
but still no way near the mark. 

It's a great example of what selling something to the right
buyer can do for you. 

Do you want to sell to to the people who know what your
product is, know about your competition and are ready for
you to tell them why you're different so they can just go
ahead and click that buy button?

Or do you want to have to educate your buyers on how
much your product is worth, why it's worth it that much,
why it's the right solution and why they should buy it? 
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That's a lot of work.

And you could save yourself a lot of it if you target the
right people.

That is, you should take awareness and
sophistication into account not only when it
comes to crafting your value proposition, but
also when it comes to your pricing strategy
and structure.

Do what you can to learn what your prospects know about
the industry and how your competitors price themselves.
And what they offer for it.

Then, position yourself in the sweet spot.

Then by the time people stumble on your
product page, they will resonate and align
with your pricing so well, that buying will be
an afterthought.
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Ok, let's be honest...

Addressing the competition is hard.

Sometimes it's the fear of legal issues, sometimes it's the
fear of them getting back at you. 

Other times it's just "not wanting to look like the
aggressive brand".

That's why I like it when clients trust your approach and
insight.

Because you need insight and an outside perspective a lot
of the times, to do this right. 

But what if your features or your service are not better?
What if you are a small fish in a big ocean of huge
whales?

When all else fails, you gotta be honest.

Honesty and transparency work wonders when it comes to
addressing the competition in a subtler, more nuanced
way.

In part it's because of the "Pratfall effect". 

https://app.convertkit.com/campaigns/8316912/report
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Studied in the 60s, it simply states that "people who are
considered highly competent are found to be more likeable
when they perform an everyday blunder than those who
don’t."

When you lay your shortcomings out for
everybody to see, you stand out. Mostly
because everybody else is probably too busy
shouting how great they are.

Result? More and more consumers become skeptics.

Another reason why being honest is good?

Big lesson I learned from Steven Spielberg's
documentary...

When he was shooting scenes for "Jaws", the mechanical
shark broke. They needed to do something to keep going
without it. So Spielberg came up with the brilliant idea of
having the shark drag a yellow plastic barrel with a cord
around. You can only see the barrel being moved on the
surface of the water, but that freaks you out. In your mind
you know where the shark is.
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Point is, as Spielberg says: "What you don’t see is
generally scarier than what you do see".

In other words, people can smell fishy (pun intended) stuff
a mile away. And most of the times it's better to be upfront
about it.

How you do it is another matter though. 

I mentioned that you need to get an outside
perspective, because you can only find the
insight you need in your market. Only then
you can "confess" your weaknesses in a way
that resonates deeper.

That's where you start seeing themes emerging, stuff that
the majority of your prospects think, but rarely see
mirrored for them.

Example: my client was in a pretty shady field, but their
product was legit.

All competitors used a the same value proposition. To me
as an outsider it felt overused, and speaking with real
customers I quickly learned how they all thought the same.
They didn't believe any of those claims!
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So what we did with my client, was to address that. We
clearly stated that everybody was saying the same thing,
but we actually cared about doing things differently (and
better).

Result? Instant credibility and trust.
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Why I did 15,000 pushups in 30 days

Yesterday I watched the movie Hustle with Adam Sandler.
It's about this NBA scout who discovers a talented Spanish
guy and tries to get him into the NBA.

One question came up again that's been on my mind since
forever.

Are successful people successful because
they are good, or are they good because they
are successful?

Chicken and egg problem.

In other words, is it skill that kickstarts a successful career,
or is stumbling on success (good timing, connections,
luck) that pushes one to get better and better at their skill
and become world class?

It came up because, as I was watching the main character
in the movie train 24/7 and sacrifice his family and time
for what he wanted to do, I couldn't stop telling myself
"Well if I had someone discovering me back when I was 14
or 16 playing basketball and literally pay for me to train
24/7, I could be that guy!". 

But really?

https://app.convertkit.com/campaigns/8316912/report
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Back in 2020 I started replacing the gym with bodyweight
workouts, exclusively outdoors. Full covid times, so it
made sense and I wanted a challenge.

One challenge was to do at least 300 burpees and 300
pushups every day for a month (I usually do minimum
one-pushup burpees so it comes together).

I ended up with a total of 9,350 burpees, 15,180 pushups
in 31 days.

Why the hell would I be that crazy?

In one word, which I think kind of answers my chicken
and egg question...

...consistency.

I truly believe that to be successful at something, you have
to embrace being consistent with it, first.

And to test my previous assumption, would have I loved
playing basketball 8 hours a day for a year (of which the
majority could have simply been technical and physical
drills, no actual playing)?
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Probably not. Basketball was and still is synonym with fun
times and a cool group / team activity.

Not something I would do day in and day out.

And I've been playing for almost 25 years now, so I'm
pretty sure. 

I was successful with my workout challenge not because
with luck I stumbled on it or because I'm naturally gifted
physically. I just embraced being consistent and made it
my new normal.

I think it's the same with your marketing and copywriting
efforts.

When you make research consistent, asking
for feedback, looking at your market and
thinking deeply about what your prospects
want, that's when you start making it the new
normal. When that's part of your systems and
processes, you make it a success.

And others will watch you, wondering if they
could be in your place. 
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Selling performance cars in a post
apocalyptic world?

Since getting my dream car, a 2013 Dodge Challenger, I
started watching loads of Youtube videos and stumbled on
a great series, straight from the 70s, the golden era for
muscle cars.

It's a few videos made by Dodge dealers to educate their
salesmen.

One is about a performance package called "Scat Pack",
available on a lot of different cars.

These guys had to know their stuff.

They had to dig deep into what the car does, what they
offered to make it more powerful and to make it more
powerful looking.

I find it fascinating, especially in times like this when fuel
costs are soaring. 

It shows that, even when price is not a make or break, you
have to know what you're talking about.

https://app.convertkit.com/campaigns/8316912/report
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their performance cars
their market (and competition)
their prospect
their sources of information
what's happening at the races

It goes back to what David Ogilvy used to say about
consumers:

"The consumer isn’t a moron; she is your wife.
You insult her intelligence if you assume that a
mere slogan and a few vapid adjectives will
persuade her to buy anything. She wants all
the information you can give her.”

In particular, according to the video, these car salesmen
needed to know:

And so they recommend all sorts of guides and industry
magazines they can read to keep in the loop. 

And one last piece of advice?

"Make a run to the drag strip and watch the
action".
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In other words, always do your best to know
what your product looks and works like in the
real world.

It's the same, even with software.
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Hit it out of the park with your sales
calls and demos

Yesterday I wrote about the importance of knowing
everything about your industry, product and customers. 

And about how important product demos are in SaaS.

For customers and for the copywriter, to understand the
product.

Well, I just stumbled on a great example of a software
demo. 

I know it's great because it got ME excited and 1) it's in an
industry I knew nothing about 2) the target audience is the
complete opposite of me, and 3) I felt extremely at ease,
even with the massive amount of new knowledge I was
absorbing.

(And if my client M. who's on the list is reading this, just
know your team is doing an excellent job).

Ok so what makes these demo calls so effective?

In my opinion is 3 core factors:

https://app.convertkit.com/campaigns/8316912/report
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Expectations are set, met and exceeded.
Every single objection is brought up, even before the
prospect asks
The demo tells a compelling and personalized story

Keep in mind too, that the audience here is brick and
mortar business owners. They either hate technology or
want to have to deal with it as little as possible.
 
Someone even feared that the software would take so
much off his staff's plate, that they would have nothing left
to do with the extra time!

Talk about good problems...

Anyway, when I talk about setting, meeting and exceeding
expectations, what I mean by that is that the sales person,
other than knowing their industry and product to a tee,
knows exactly what prospects need and want to hear to
feel at ease and in a safe space. And knows how to instill
hope in their minds for a future where all their problems
vanish, thanks to this product.

Prospects are not left wondering what's gonna happen, not
in the product and not on the call. Everything is laid out
and transparent.
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Second, objections. Here's where knowing the industry
comes in. You can clearly tell that the salesperson has
done this a lot. 

When someone can go into the specifics of different use
cases and into the nuances of explaining the use of a
software product in the moment, based on a prospects'
question, you just feel like they're one of your own.

And the sales call becomes a conversations between peers.
That's what you want.

Lastly, the story element.

From using the web platform and showing it in a linear
way from the perspective of the user (and even different
roles in the team), to switching to the mobile app and
showcasing a specific use case, and ending up talking
about the different integrations...I felt like there was a
story arc throughout the call.

I felt like I was actually sitting at the prospects' desk on a
normal work day and using the software myself. It was
great. And that's what you want your potential customer to
feel. 
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You don't just want to throw a bunch of data
and screens at them and tell them it's gonna
work.

You want to enter their day to day and take
them through a journey where everything will
be easier, faster and more effective. Thanks
to your product.
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Writing copy to sell your idea
Just hopped off a very interesting call.

Usually potential clients reach out with the need to re-
write their copy. They likely built their businesses
stitching up copy as best as they could, with little to no
process.

And they need help doing it seriously, without guessing.

But this time it was different.

First, this is not a new client. We worked together last year
on two big projects and had great results.

Now they're thinking of branching out, from B2C into
B2B with a product related to their main one.

Thing is, they are not sure it's worth the money. Or even if
the market would respond well.

There are many challenges when it comes to writing copy
for a "test" website like this.

It's all about validation.

You have no customers to ask questions to. 

https://app.convertkit.com/campaigns/8316912/report
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You have no business or product to look at.

But you need to pre-sell it to validate your idea.

So what should we do?

First it will be a lot of competitor research work. This will
help us gain insight into what others in the space are doing
with their marketing and product strategy.

Then it will come to me extracting as much knowledge
and information as possible from the founder.

A lot of listening.

And I expect I will have to do a bit of coaching with the
client too.

My job in this case is yes, to sell the idea, but to also make
sure we have an idea worth selling.

And my experience can come in handy.

I will have to call BS on some things. Like a good
personal trainer calling you out when you're trapped in
your limiting beliefs or excuses.
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And then it will come to being clear about this product's
positioning and uniqueness. Otherwise why would they do
it? 

Finally, we will have to set the right expectations for
prospects with our copy and flow.

Especially because the product is still not live yet!

Nobody wants to buy an idea. They want the
realization of that idea. 

And we'll have to show it to them, not just talk about it.

You do that with specific language that filters
the bad prospects out and attracts the right
ones.
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Why is my opinion worth $400+ per
hour?

On to a bit of a controversial topic today.

Yesterday I shared how I started in copywriting at $15 per
hour. Today I want to investigate what makes people pay
$400 or more per hour for my time nowadays.

First, it's important to note that only the right people will
pay the right price. As I said over and over, your market
dictates the rules. 

But what makes these people value our services and
products soo much more? 

Entrepreneur Alex Hormozi has a great model for thinking
about value:

Value= (Desired outcome x likelihood of achieving it) /
(time it takes x effort or sacrifice required).
 
So first it's important you nail what people want (their
desired outcome). That's your value proposition. Without a
specific and compelling one, you're doomed. 

https://app.convertkit.com/campaigns/8316912/report
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Second, the likelihood they'll achieve that outcome. That's
dictated by your experience, proof and authority. Reason
why I would charge $15/hour seven years ago and why I
charge way more today. 

Outcome and likelihood are counterbalanced
by the time it takes for people to achieve it
and the effort they will have to put in. This is
how you phrase the unique value your
product or service offers. 

The less time and effort it takes my clients, the more they
will pay. 

I would charge $400 /hour for done for you work, but I'd
charge way less for a course (also the course would
require much less of my time). 

If you think of it in these terms, it's pretty easy to see why
some of the millionaire entrepreneurs would charge
unbelievable sums for their time. More often than not, you
can't even buy it. 

They amassed so much proof and authority in helping
others achieve their desired outcome, that time and effort
are not even factors you'd consider. 
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It's like that story about a woman who approached Picasso
in a restaurant, asked him to scribble something on a
napkin, and said she would be happy to pay whatever he
felt it was worth. Picasso complied and then said, “That
will be $10,000.”

“But you did that in thirty seconds,” the astonished
woman replied. 

“No,” Picasso said. “It has taken me forty years to do
that.” 

And it's why when I spend a couple of minutes looking at
a website for someone I get these kinds of replies.

Sometimes I feel guilty! But it's simply because we,
ourselves struggle to see and value the intangibles. 

The wrong people too (like the woman with
Picasso), won't see and won't think about the
intangible value you bring to the table. 

But the right ones will and will gladly pay for
them.

https://cln.sh/LrcDpl
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Teasing is creating vision for your prospects without giving it all away. How can
you infuse what you do with some of it?
Do what you can to learn what your prospects know about the industry and how
your competitors price themselves. And what they offer for it.
As Spielberg says: "What you don’t see is generally scarier than what you do
see". "Confess" your weaknesses in a way that resonates deeper.
When you make research consistent, asking for feedback, looking at your market
and thinking deeply about what your prospects want, that's when you start
making it the new normal. 
Always do your best to know what your product looks and works like in the real
world.
In your sales demos or calls, enter your prospects' day-to-day and take them
through a journey where everything will be easier, faster and more effective.
Thanks to your product.
Nobody wants to buy an idea. They want the realization of that idea. Use
specific language that filters the bad prospects out and attracts the right ones.
Outcome and likelihood are counterbalanced by the time it takes for people to
achieve it and the effort they will have to put in. 

Pick your top 3 competitors and list out their pricing model or pricing ranges.
Next to it list what they offer for it. Answer: How can you position yourself in a
sweet spot if you're not already there?
Is there any way you can be more honest and open about your flaws in your
copy? (works best towards the top of the funnel) If yes, how can you improve it?
How can you increase the perceived likelihood of achieving the outcome you're
promising? How can you reduce the perceived time and effort it takes to achieve
it? 
Share your work with me at chris@conversionalchemy.net. I'll get back to you
with my feedback.

Recap

Homework
1.

2.

3.

4.
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CHAPTER 5

"Chris' advice was always driven by
the study of the market segment and
of our AI product itself to highlight
the differentiation factors... The
feeling was that he cared for our
company. Personally, I learned a lot
from his passionate approach."

Anna Elisabetta Ziri, Founder -
Nemoris

How irrationality guides your life 
and you don't even know it
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Where are you going?

What do they know about your product and market?
(awareness)
How much do they know? (sophistication)
How willing and able are they to buy? (intent)

When trying to understand how people make decisions
you have to discover a couple of things.

But there's one often underrated factor at play.

Without considering it, you risk missing the mark entirely
in your messaging and branding.

Earl Nightingale said that there are only two
ways of doing things: goal achieving or
tension relieving.

Think about it, everything you do in life is because you're
either moving towards a goal (you want something) or
you're trying to relieve some kind of tension (you don't
want something). 

I love it, it's such a simple mental model. 

https://app.convertkit.com/campaigns/8316912/report
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Even going waaaay back to the practice of meditation. In
Vipassana, the type of meditation I practice, they teach
you how the causes of "suffering" in life are either
cravings or aversions.

You either want something so badly it hurts or don't want
it and run away from it. 

We could even say that human behavior is
dictated by our attachments (yes, even
aversion, or not wanting something to happen
is a form of attachment = you're attached to
the way it is without that thing).

The way most businesses go wrong about this is that they
fail to understand the "direction" their audience is heading
towards. 

Talk too much about reaching a goal to someone who's
running away from something negative, and your message
won't resonate. 

Lean heavily on copy that points out pain points to
someone who wants to get a positive outcome, and you
won't reach them as effectively.
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How do you find out?

By asking questions to the right people (your
customers) at the right time (right after
purchase). 
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Don't make this "inhuman" mistake
with your website visitors
I just finished watching one of the best TV series in a
looong time. It's called "Severance" and Ben Stiller
directed it.

Just because Ben Stiller is a comedy genius don't expect it
to be a comedy though. The story is more of a drama that
really makes you think. And I love those.

Without giving it away, it's about how this company
allows their employees to be "severed", meaning by
installing a chip in their brains, these people basically will
have two separate "lives".

There's the "outie", the personal life outside work. And the
"innie" the life at the office. 

Thing is, the you that's working wouldn't know or
remember anything about your life outside work, and
viceversa. The you outside work would be in control of it,
meaning they could accept your resignations (which never
happens).

https://app.convertkit.com/campaigns/8316912/report
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It's a super interesting look at the reality of most of our
jobs. A lot of people hate what they do at work and would
do anything to just disconnect and not have to think or
worry about it. In fact, in the show each persona's
experience is a continuum. 

Imagine this: you get to work, split second break and
you're getting out of work. 

The same is true for the innie. They get to the elevator at
the end of the work day, split second break and they see
themselves already entering the office again for the new
day of work.

One is trapped so the other can enjoy the freedom.

Apart from the many philosophical implications, I thought
it very insightful of how a lot of websites treat their
visitors. 

They don't think about their lives "outside" of their
websites. They don't think about what's going on in their
minds when they land on a page or what brought them
there in the first place. 
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A lot of websites just throw everything they got at their
visitors, like they're all the same, robotic personalities,
merely there to scroll, click, buy.

Big mistake. And it can cost you a ton of conversions.
 
Instead, treat visitors like the humans they
are. Give them multiple paths to help them
make a decision. Give them multiple ways to
make that decision. Then, help them focus on
the decision that's right for them. 
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Why would you trade a diamond for a
bottle of water?

Here's something we all give for granted but we don't
really think about...

Why is water, which so essential to life, valued less than
diamonds (which have very little practical use)?

In economics this is known as the "water / diamond
paradox". 

Before economists were able to formulate a theory for why
this is, they simply thought in terms of all or nothing. 

People either valued water or diamonds. 

What they got to was a fundamental way of thinking that
influences how everyone makes decisions.

Including your prospects.

It's called "marginal thinking": people don't make
decisions based on all or nothing, we decide to have a bit
more or a bit less of something, based on what we value at
the time. And we do so "at the margin".

https://app.convertkit.com/campaigns/8316912/report
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For example, when you're changing a habit, you don't just
decide to jump into it. You slowly build on it, piece by
piece, day by day.

You decide to add just another unit to that habit (whether
it's a couple of pushups or a few minutes of meditation and
so on...).

When it comes to drinking water you wouldn't think of its
value in terms of the entire water supply, but just in terms
of another glass, or bottle.

Marginal theory explains why understanding
your prospect's situation and their journey to
the moment they reach you, is critical if you
want to convert them. 

And why you should try to get a good picture of where
they were 5 years, 5 weeks and 5 seconds before they
found you.

It all gives you a full understanding of their decision
making process and how it changes or how it's influenced
over time.

You start seeing what they value, when and why. So you
can mold your messaging accordingly.
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There are only two ways of doing things: goal achieving or tension relieving.
Treat visitors like the humans they are. Give them multiple paths to help them
make a decision. Give them multiple ways to make that decision. Then, help
them focus on the decision that's right for them.
People don't make decisions based on all or nothing, we decide to have a bit
more or a bit less of something, based on what we value at the time.

Answer these questions to see how much you know about how your customers
make decisions:

What do they know about your product and market? (awareness)
How much do they know? (sophistication)
How willing and able are they to buy? (intent)
Are they running away from pain or heading towards a goal?
Where were they 5 years, 5 weeks and 5 seconds before they found you?

Don't know the answer to one of those? Set a date to draft a few questions and to
book at least 5 interviews.
Share your answers from Q1 with me at chris@conversionalchemy.net. I'll get
back to you with my feedback.

Recap

Homework
1.

a.
b.
c.
d.
e.

2.

3.

mailto:chris@conversionalchemy.net
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CHAPTER 6

"I was impressed by how quickly
Chris was able to get an in-depth
understanding of our product and
customers. He exceeded our
expectations."

Jim Belosic, CEO - ShortStack

Your next big breakthrough is right
behind the corner
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The one who got away

Ever had that moment in life when you thought you lost a
huge opportunity?

Of being with someone? Or working with someone? 

In hindsight they were "the one". 

Perfect match. 

But life throws us curveballs and sometimes we're just not
ready.

Not ready for them, or not ready for the opportunity.

Our world view, our mental model of reality just doesn't
fit.

And we pass it up.

Well, it's probably happening right now to one of my
clients.

See, last year I was referred to them by another
copywriter.

https://app.convertkit.com/campaigns/8316912/report
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Everything looked good on paper. It could have been a
really cool (and profitable) project for the both of us.
 
But something got in the way and they decided to ghost
me.

Fine, I thought, after the 2nd followup with no reply. 

One thing that's stamped in my mind, especially after an
entire year of working basically just on referrals, is that
neediness always backfires. 

So, cool, didn't need them and they obviously didn't need
ME.

Or did they?

Well... it's 4 or 5 months past that now and something very
interesting happened.

I sometimes do work for a pretty established marketing
agency who basically just works with contractors to keep a
small internal team for strategy. 

This agency usually reaches out when they need help with
their own clients. and I just come in, do the work and get
out.
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Spec ops kind of shit.

I love it, no time wasted, and it's very profitable.

So they reached out and guess what? They are now
working with that infamous client...

...and I'm going to work with them!

Indirectly, but still, you get the point. 

There's two big business lessons from this:

1) The digital marketing world is very small. Especially if
you pick a niche. 

So...

2) Never burn bridges. As billionaire real estate Ryan
Serhant says, "Keep multiple balls in the air".

Also bonus lesson is, be very clear on what's
a good fit and what isn't. 
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In this case this client is probably paying the agency 10x
what they would have been paying me, but that's also
because they needed a lot more stuff (ppc ads, content
strategy and writing etc.). 

Would have we gone further directly and we might have
realized we weren't the best fit.

Reason why after a few followups I let it go.
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Why making your bed first thing will
keep you broke

Ever heard any of the success gurus say "make your bed
first thing in the morning"?

It's from a speech an admiral gave once to the University
of Texas. 

And I agree.

I always make my bed first thing in the morning. 

But I have a beef with it. Let me explain. 

For context, I had a chat with a friend who's constantly
thinking about getting his life and priorities straight.

He bought countless books and probably reads once every
3 months. 

With this pace he'll probably take 2 lifetimes to read all
the books he got.

Anyway, one of the books he was thinking about is "Make
your bed" by the same admiral who gave that popular
speech. 

https://app.convertkit.com/campaigns/8316912/report
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I see the allure. 

"A successful guy says that's the trick! Let's
start making my bed and everything will fall
into place (determined wojak meme)."

One thing my friend and a lot of people don't get though is
that there's a factor at play when it comes to success (life,
business, learning, any area really), that not many people
talk about. 

That secret factor is priority.

And following the proper sequence of actions. 

An example I'd give my friend:

"Ok, you will learn that making your bed puts
you into a positive and productive mindset for
the day...

...but you first have to get up and off the
fucking bed!". 

Following? 
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It doesn't make sense to focus on making
your bed if you wake up at 12 pm and half of
your day is gone. 

In this case, the priority my friend should focus on, is
getting up at a consistent time, every day (job permitting)
instead of sleeping in when he's off. 

Then, and only then, focus on making his bed and getting
things in order. 

Point of all of this is...

When it comes to your business there are always tasks that
should be done first, before others. 

A lot of SaaS and ecommerce businesses are guilty of
redesigning their entire site, taking months to make sure
their SEO metrics are safe, and then they want to re-write
their copy. 

Wrong order, wrong priorities. 

Copy first (along with research), design second.
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There are nuances to this, stuff I've learned working at a
startup myself. Being able to balance copy with layout and
so on.

But the big stones need to be put in before
you pour the sand, if you want to get the
most out of your jar.



165

36

Today's my 36th birthday. 

And I'm taking half a day off, so let's get moving with this.

How would I sum it all up?

There's a great scene in the TV show The Sopranos, where
Tony, the family's boss asks his old uncle Corrado
"Junior" Soprano for advice on a big decision. 

What should he do? What's the best way to go about it
(can't remember but it's probably about killing someone as
you would expect... gotta love Italians!)

And Junior's reply is a masterclass on what being a boss is,
in a few sentences:

“You steer the ship the best way you know.
Sometimes it's smooth. Sometimes you hit the
rocks. In the meantime you find your pleasures
where you can.” 

100% accurate.

https://app.convertkit.com/campaigns/8316912/report
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This past year of being my own boss taught me a lot of
lessons. I won't do a "36 lessons for my 36" but I can
totally do a 3+6= 9 lessons.

Here we go in no particular order:

1. Life is a lot about relationships, and the way you
relate to people says a lot about the quality of your life.
When the number of people I hate, envy, am jealous of or
resent is as close as possible to 0, that's when I can say my
quality of life is highest.

2. In today's attention sucking world, you get ahead
when you produce more than you consume. Useful to
ask myself every time I'm doomscrolling social media -
"Why am I not the guy publishing this stuff?"

3. Create your own narrative or others will make one
up for you. Relates to the previous point, but especially
when it comes to your brand (or personal image), unless
you control how people perceive you with strong
polarizing messages, they're gonna assign you their own
image of you. 

Also...
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4. People will project, let them. No matter how hard you
try to convey your message, some people will hate and
project their own issues on you. The trick is to not hold
them responsible for your own emotions.

5. Embrace the suck. As Jocko Willink says, try this: for
one week, for anything that happens to you, especially the
bad stuff, just say to yourself "Good". And move on with
your day. Tough in negative situations, but also tough
when all goes well cause you keep composure. It's "good",
not "fuck yes!!". 

6. Go deep rather than broad. Want to stand out
nowadays? Go deep. Whether it's in your chosen skill,
profession, relationships, experiences, fun... there's more
value now than ever for truly digging into what makes life
exciting for you vs a ton of shallower adventures.

7. Skin in the game or nothing at all. In ancient Rome,
after a bridge was completed, the designer had to stand
under it while chariots drove on it. That's what I call
having skin in the game. I've been working on referral this
entire past year. How? By trying to care more about my
clients businesses than they do.
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8. Fundamentals over fancy, all the way. Whether it's
copywriting and UX, or basketball or drums... mastering
the fundamentals should be the priority. 

9. Keep it fun. I have this phrase on my bedroom's wall:
"What's the point of being free, if you're not having fun"?
It's a good reminder. Freedom is not the ultimate goal. The
ultimate goal is to engage with life, have responsibilities,
great experiences, problems (yes, can't avoid those) and
memorable adventurers. 

As Junior said "In the meantime you find your pleasures
where you can".
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What a 10 day silent meditation
retreat taught me about UX

Back in 2019 I spent 10 days meditating 10 hours a day
without any electronics, and without speaking to anyone.
 
It was a Vipassana meditation retreat here in the UK. And
marked the start of a big journey to making meditation a
solid part of my daily routine.

But apart from the benefits of meditation, I got a couple
more important lessons I was able to apply to my career
and business. It all starts with the way these retreats are set
up...

First, they are super standardized. Vipassana is a global
non-profit organization. You can find their meditation
centers all over the world and most importantly, they all
work exactly the same.

From the type of location (usually in the isolated country
side), to the center's buildings (a welcome house, living
quarters, meditation hall and garden) and especially the
daily schedule.

https://app.convertkit.com/campaigns/8316912/report
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Consistency (schedule, location, etc.)
Low friction (super low barrier to entry)
Trustworthiness (reputable organization)
Understanding of users (they perfected it over 46
years, even trying it in American prisons)
Rigid guidelines (no electronic devices, no exercising,
no reading, no note taking allowed... and eating only
vegetarian food)

You're provided with a hourly timeline of everything
you'll be doing each day from 4am to 9 pm. You're told
when and where you'll be meditating, when you'll be
eating and when you'll be having breaks. Everything
works like clockwork. And it's the same everywhere you
go.

Your only goal? To focus on the meditation and on
learning the technique (it's an actual course where you
learn it little by little).

The best part? It's all donation based.

I love it and it's a great example of an ideal user
experience. 

It's got every trick in the book:
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Clear expectations (on the first day and even before
that they are super clear of what you can expect)

And finally a big one... commitment. 

If you want to see the results and fully learn the technique,
you have to go through all the 10 days. You're free to
leave at any time (freedom and flexibility!), but you have
to invest, if not money, time and effort.

You can take these factors into account when
it comes to the UX of your site or app. Adjust
them up or down like levers, and make your
users happy.
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The digital marketing world is very small. Especially if you pick a niche. Never
burn bridges. And be very clear on what's a good fit and what isn't.
When it comes to your business there are always tasks that should be done first,
before others. The big stones need to be put in before you pour the sand, if you
want to get the most out of your jar.
Life is a lot about relationships.
Today, you get ahead when you produce more than you consume.
Create your own narrative lest others will make one up for you.
People will project, let them.
Embrace the suck.
Go deep rather than broad.
Skin in the game or nothing at all.
Fundamentals over fancy, all the way. 
What's the point of being free, if you're not having fun?

Answer these questions every quarter (or just as an exercise now):
How can I make sure my important relationships are kept alive?
Where/How are we consuming more than we produce?
How can we make our narrative stronger than it's perceived?
Where are we trying to avoid doing work that "sucks" but it's required?
Where are we going too broad and not enough deep?
Where should we have more skin in the game?
Where are we trying to be fancy rather than embracing the fundamentals?
Where should we have more fun?

Create a checklist you can use to evaluate the UX/flow of your page or website
using these core fundamentals and distribute it to your team:

Consistency 
Low friction
Rigid guidelines
Clear expectations
Commitment

Share your work with me at chris@conversionalchemy.net. I'll get back to you
with my feedback.

Recap

Homework
1.

a.
b.
c.
d.
e.
f.
g.
h.

2.

a.
b.
c.
d.
e.

3.
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You made it here! What’s next?
First, before you go (and to show you that I practice what I
preach) it’d be super helpful to get your feedback on this
ebook. Have 1 minute? You can share it here. 😊

Second, if you’ve completed all the homework at the end
of each chapter, that means we’ve worked together on
your materials or website, and I might be able to help you
even more directly. 

Need a more in-depth look at your website or page,
with specific recommendations on what to improve in
your copy & UX to boost conversions? Let’s book a
quick website audit. You’ll get actionable insights and a
plan without having to spend weeks and a ton of $$$ on a
full copywriting project.

Or…

We can work 1-on-1 so you get the confidence and
personalized support you need to take your business to
the next level. Just head over here.

Thank you again for signing up for Conversion Alchemy Journal and for
going through this book. Learning from and sharing ideas with amazing
folks like you makes my days. 

And don’t be a stranger. Reply to my emails (I read and try to reply to every
single one) and feel free to connect with me here.

https://app.convertkit.com/campaigns/8316912/report
https://forms.gle/6bXk8kFUUxvMoxkG8
https://christophersilvestri.com/get-started/
https://christophersilvestri.com/consulting-for-saas-and-ecommerce
https://christophersilvestri.com/consulting-for-saas-and-ecommerce
https://christophersilvestri.com/consulting-for-saas-and-ecommerce
https://linktr.ee/conversionalchemy
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Work with Chris and Conversion Alchemy
to convert more of your website visitors
into qualified leads, demos, or excited
customers.
Throughout the book I hopefully sparked a couple of ideas
that can change the way you approach conversion rate
optimization and copywriting. And if we’ve worked on the
homework together chances are you’re likely already
seeing how this stuff works.

But obviously, there’s only so much we can do in a book.

Here are a couple of ways I can help you…

Testing & Validation 
Did you just launch a new page, funnel, checkout, or
onboarding experience and want to make sure the
messaging and usability are on point? Or are you looking
for ideas on how to fix a few low-hanging fruits? We’ll
run a usability test and track + analyize user interaction
data on your page or user flow. In 3 weeks you know
exactly what to do to optimize your conversions. Get a
report with prioritized recommendations and the usability
testing videos with the data to back up every suggestion.

https://app.convertkit.com/campaigns/8316912/report
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Full website audit and breakthrough session
Do you need an expert to look at your website and spot
opportunities for conversion boosts? I’ll run a
comprehensive review of the core pages, write a report
with my notes and we’ll jump on a 30-minute, 1-0n-1 call
where you can ask for any clarification or additional
guidance. You’ll receive a comprehensive implementation
plan based on years of experience, testing, and real-world
data.

Landing page copy & UX teardown
Want quick feedback and an outside professional
perspective on a piece of copy or an entire landing page?
I’ll take an in-depth look using my “Alchemical
Transformation Process™ ”, record a 10-minute video
analysis, and share my notes. So you have a step-by-step
roadmap to optimize your asset.

1-on-1 copy and CRO guidance
Need help with anything copy, UX or conversion rate
optimization for your SaaS or ecommerce? Or maybe
you’re a freelancer (or aspiring) and are looking for a
mentor? We’ll jump on a call and you’ll get the help you
need from someone who’s in the trenches helping other 7
or 8-figure businesses every day.

https://christophersilvestri.com/blog/thoughts/alchemical-transformation-proces/
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Custom copywriting and redesign project
Let’s take out the big guns. When you need a full re-brand
or re-design, this is your go-to. Over the course of 2 to 5
months depending on the scope, we’ll work together to
transform and crystallize your positioning, copy, and
branding. Go from research to final pixel-perfect design.
Without spending the 6-figure budget that a huge agency
would charge you. And with a deeper understanding of
your audience (even deeper than they know themselves!).

Ready or just curious? Head over here:
conversionalchemy.net/get-started

https://christophersilvestri.com/get-started/

