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How to write copy 
that people and 
search engines love.
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To have an effective website, you need content (also called copy) that keeps visitors on 

the webpage they’re reading. If they glance at your page and go back to the Google 

search results where they found your webpage, Google will not rank you as high the next 

time they return you in the search results. This penalty from Google is applied if hundreds 

of visits bounce back to the search results and don’t read your webpage, rather than 

individual visits bouncing back to the search results.

Introduction

Before you know it your traffic could increase by 

500% and you can focus on what really matters 

to your business INCOME! 

With the right approach, webpage copy can be improved to keep viewers engaged.

Once your webpage copy is improved, it’s time to turn to improving your webpage for 

search engines. This ensures your webpage (or website home page) will be found in 

the search engine results pages.

In 7 steps you can improve your copy for humans.

In 4 steps you can improve your copy for search engines.

www.insightdesign.com.au
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BAD EXAMPLE

“We are a full-service agency started in 2003 committed 

to satisfying our customers business needs and creating 

conversion utilities. We strive to specialize in ecommerce 

driven products and have extensive backgrounds in the 

subject spanning over 15 years of combined experience.”

GOOD EXAMPLE

“If you have a Shopify ecommerce site, we make it sell more 

products in less than a week. Just download our Shopify App 

by clicking here.”

Key Takeaways

• Everyone’s favorite subject is themselves. Talk about what’s 

in it for THEM.

• Don’t talk about yourself right away, unless the readers 

already know you.

• Focus on what THEY will get. Focus on how THEY will feel 

after buying. Focus on how THEY can benefit from buying 

your products. Focus on what THEY will get if they take the 

action you want.

Part 1: 
Copy that People will love

Step 1: Get in the Copywriter’s Mindset

www.insightdesign.com.au
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Before you know it your traffic could increase by 

500% and you can focus on what really matters 

to your business INCOME! 

Be Creative
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Step 2: Let’s make some headlines

Now that we’re in the right state of mind, let’s start with a headline. We first start with the headline 

because:

1. The headline is usually what makes people decide to read an article or not. (Super important).

2. We can make the whole article laser-focused around that headline. (Having a strong focus for the 

article makes it easier to write).

EXAMPLE

Version A: Median theory of particle physics explained.

--vs--

Version B: Scientists just discovered “The God Particle” in worlds most expensive scientific test.

If you saw the first version, you might skip over that unless you’re a particle physicist. But if you saw 

Version B, it might’ve actually caught your attention enough to give it a quick read. Point is, the 

headline gets people in the door.

Now go through and fill in those 4 spaces. This always helps jog your memory. I do up to 15 titles to 

get my brain jogging. When I re-read them and share them with others, ONE headline usually jumps 

out.

ROT FORMULA HEADLINE GENERATION USING ROT

If you aren’t creative with headlines, here’s 
a great formula to follow: The ROT formula 
(Results - Objections - Time).

You can also mix and match R, T, & O to get a fast 
headline.

Results 
they’d want

Learn to speak Spanish R - T - O Learn to speak Spanish in 20 days even if 
you have poor English skills!

Objections Even if you have poor English 
skills

T - R In 20 days, you can learn to speak 
Spanish

Time frame In 20 days O - R - T Have poor English skills? You can still 
learn to speak Spanish in just 20 days.

Results 
they’d want

Get on the New York Times 
Bestsellers / Become a best-
selling author

T - R - O This year, we can get you on the New 
York Times Bestsellers List even if you 
don’t have a large following.

Objections Don’t have a large following 
/ Don’t have experience 
marketing books

T - R Want to become a best-selling author 
this year? Let us help you become a best-
selling author.

Time frame This year / Start today R - T - O Did you know that you could still become 
a New York Times Bestselling Author 
in one year without having a large 
audience? We can help

HEADLINE EXERCISE

Fill in the subject lines by mixing & matching them. Like this:

R - O - T

T - O - R

O - R - T

R - T - O

After making the first 4 subjects, try getting creative on your own, your inner headline-writer will be 

warmed up by now!

Exercise
Start by writing down at least 4 subject 

lines like this:

• Subject 1: words

• Subject 2: words

• Subject 3: words

• Subject 4: words
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STORY

We tested two headlines before writing an article about starting your own business. 800 people were 

polled, and the results were clear what people wanted:

HEADLINE PREDICTED CONVERSION

Ten insane business ideas you can do starting tomorrow 21.38%

Stop wanting to be an business owner. Here’s how to get going on your 
very first business

12.96%

That means if we sent out that article to 10,000 people:

• Version A: 2,138 people would have read it.

• Version B: 1,296 people would have read it.

So just knowing Version A was more appealing to people BEFORE we wrote the article, we could get 

65% more traffic from the same amount of effort.

Key Takeaways

• The purpose of a headline (or subject line) is to attract the RIGHT person to read the article.

• Never “trick people” with misleading headlines. It will work the first time, it angers people and 

trains them to ignore you.

• Start by writing out the headlines first. It will give you a laser-focus for the article.

• Quick headline test: Write multiple headlines, show them to others, ask them what jumps out at 

them and makes em wanna click. It’s simple as polling people with a Google Form or posting the 

question on your Facebook page.

Be Heard

www.insightdesign.com.au
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Step 3: Lay down the plan for your article with AIDA

This tiny little formula has helped bring in millions of dollars to companies when they start using it. It 

works for emails, magazines, TV, podcasts, sales pages...everything. Tattoo this on your forehead, it’s 

super valuable to memorize: Attention - Interest - Desire - Action.

You already gave a headline and general idea of what you’re writing, so let’s make an “AIDA Outline”. 

It’s helpful to start with a blank form like this and write out the AIDA formula:

Headline: My headline here.

Attention: Get them interested with interesting facts, uses, stories, case studies.

Desire: Show them what their life can be like with this, or the results.

Action: Lead them through the process of taking action.

Now go ahead and start filling in document with your own copy. It doesn’t matter what your subject or 

action you want them to take. This formula works. See for yourself:

Headline:

Get an instant energy-burst in 1 minute with zero coffee

Attention: (Get their attention)

I’m gonna teach you how to get a head-rush feeling that will wake you up... in just one minute!

Interest: (Give them some interesting facts)

This is a breathing trick accidentally learned by musicians who play wind instruments like the clarinet.

When they do this specific warm-up exercise, it not only improves their breathing capacity before a 

performance, but the extra oxygen it generates

Desire: (Make them desire the results)

So if you’re feeling low at the office, and don’t wanna pump yourself up full of caffeine, try this 

technique right now.

It’s called the “Seven-Eight-Ten” technique, and it’ll get you pumped!

Action: (Hand-hold them to take the action you want)

A
Attention

Get their  

attention

I
Interest

Keep them interested 

with interesting facts

D
Desire

Make them really 

WANT to buy it

A
Action

Get them to take the 

exact action you want
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Did I get you to follow along?

It’s not because I’m a good writer, it’s simply because I followed that simple little AIDA formula to 

psychologically string you along into taking the action I desired!

PERSONAL STORY

Till this day I write in this AIDA-template fashion. It’s also the #1-way other people have learned 

to write properly structured copy. So, give it a try in an email, in a relationship dispute, or in your 

business copy. It has literally changed lives.

Step 4: Finding the right tone to write in

Just steps 1 - 3 alone usually help people improve their writing drastically… and hopefully it did for 

you too. But let’s dive deeper to some common problems into a problem I see when teaching:

PROBLEM

A lot of people can eloquently explain to me in ONE sentence what their company does. But when 

they sit down to type it, a stream of confusing buzzwords dumps on the keyboard!!

BAD EXAMPLE

This is a real piece of copy that’s almost comical to read, because you’ll have NO IDEA what this place 

sells!

Before you know it your traffic could increase by 

500% and you can focus on what really matters 

to your business INCOME! 
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...if people see that confusing lump of text on a page, they’d have no clue what you’re talking about 

and leave!

Here’s how WhichBoxMedia could have easily explained what they do, if the CEO and a friend were 

chatting in the coffee shop:

If you have an offline company that makes content… like a newspaper, radio station, magazine, or 

book publisher… we can publish all your stuff online. 

We do everything for you. Our clients usually see a 75% growth in total revenue just in the first month.

That’s the benefit of taking your business online.

While you sit back and relax, we build your webpage, maintain your Facebook pages, update your 

Twitter accounts, and keep your online presence updated. And of course, we’re fully up to date on 

technology, so all your content will work on desktops, iPads, iPhones or any device.

Basically, we can be your whole “Technology Department”.

See how much clearer that was??

Simply get your phone out and record you having a conversation with your made-up-friend. You 

should be able to explain what you do in no more than 3 sentences. Preferably just one.

Remember: You don’t have to explain EVERY feature of your product, just the extremely high-level 

benefits. Such as: “We get your brick-n-mortar business online.”

Key Takeaways
• Write like you speak.

• Stay congruent with your personality, don’t try to be 

someone you’re not. It comes off odd in your writing, 

just as it would in real life.

• If it takes more than 3 sentences to explain, you’re 

making it too long.

Be effective

www.insightdesign.com.au
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Step 5: Tell a damn good story

My home in Perth once got robbed. The thieves stole $5,000 worth of my Mac laptops and desktops. 

I wasn’t even home when it happened, but then the strangest feelings started to take place: I felt 

extraordinarily violated in a deep way.

Every time I walked into my home, I searched every bathroom, closet, and bedroom… with an air-gun 

I bought that looked like a real pistol. I even started keeping a metal police baton by my desk, just in 

case.

Every single day I fantasized that the “Find My Phone” app installed on all Mac computers would kick 

in and reveal the thieves’ locations… and “something” would happen to them.

OK. PAUSE HERE.

This story is 100% true. And it caused me to act like a overly-suspicious crazy person. It also caused 

me to do something else: Install this software on my computers called “Prey” that tracks down the 

thief if your computer is ever stolen. It even takes a picture of them with your webcam and logs their 

activity.

I used the above story to sell the Prey software. Instead of just writing about the features of the 

product, I told an emotionally relatable story that happened to me, then explained how I could’ve 

used this software 

BEFORE I got robbed, and the importance of installing it now. It worked like crazy. Prey got more 

downloads in that single day than… ever.

This combination of telling a story mixed with selling works really well for products that need to be 

sold with an emotional edge. Here’s a simple formula to follow for it:

[Story that happened] + [how the product could help] + [how to buy product]

People learn by metaphor.

So even if you’re talking about YOURSELF (what I actively discourage in Step 1), people are 

subconsciously applying the experience to their own life. “If you want to sell and don’t know what to 

write, just tell a story about it.”

EXAMPLES

Here’s some quick examples of how you would weave a story into a product:

Golf: The ball cracked off the tee so fast it sounded like a gunshot. It had been happening every time I 

hit the ball that day. I hadn’t taken extra lessons, I hadn’t gained any muscle…. the only difference was 

the club I was using. The T85 club I bought has a solidified iron core, so with every swing I was hitting 

the ball with 70% more mass. No wonder my game got so good.

Weight Loss: That morning I tried putting my pants on and realized I couldn’t even fit into the XXXL 

size. Those were the biggest size pants they carry at the store. After years of denying it, I finally 

admitted to myself that I’d officially reached “fat ass” territory. The problem wasn’t going away….and 

that’s why I finally bought Mike’s eating course.

This combination of telling a story mixed with selling 

works really well for products that need to be sold with  

an emotional edge.
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People want to know if you’re the real deal. If they’re dealing with someone/something they can trust.

Do I EVER hesitate before ordering from Amazon.com? NO!

I know my credit card is safe with Amazon. I know that my order will arrive quickly. I know if something 

goes wrong they’ll take care of me.

But with businesses or products they’re not familiar with, people are more skeptical. And when people 

are skeptical, they don’t take out their wallets.

Just like you wouldn’t take out your wallet while in a sketchy neighborhood. So try putting them at 

ease by giving “social proof”.

If you’re selling a product, try linking the product to a more famous name, like this:

[your product] + used by                        + [big name]

                           mentioned by

                           trusted by

                           bought by

                           official brand of

                           got these results for 

EXAMPLES

“We’ve developed apps for HP, Dell, and Samsung”

“Some of our famous clients include HP, Dell, and Samsung”

“Zappos trusts our software to handle their 30,000 transactions a day”

Testimonials or case study results show your product works for everyone:

“Dr. Jason Zillow saw his total sales increase by 70% after installing our app”

“Aaron started his first business within 5 days of taking my course, and just quit his job”

“This training helped take Sharon from struggling freelancer, to successful business owner.”

How websites often use social proofing:

This greyed-out string of logos across the page always converts best. If you make them with color, 

they distract the reader too much.

Key Takeaways
• Borrow” credibility from larger brands that’ve been involved with your product/service.

• Add in testimonials and results. Often just one close-to-home testimonial can tip someone to buy.

• Know what’s cooler than saying you’re a rockstar?? SOMEONE ELSE pointing at you and saying, 

“That guy’s a rockstar!” (aka a testimonial).

• Drop in a “credibility bomb” by slyly mentioning you’ve done big things to gain their credibility. 

“When I was working at Google I headed up the Android department… so when I designed this 

app, I knew how to make it the fastest and easiest to use.”

Step 6: Throw in some social proof
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The ENTIRE point of writing something for your business is to get the person to take an ACTION. It 

can be to:

• Make them laugh

• Teach them something new

• Inform them of something they need to know

• Make them click a button

• Leave a blog comment

• Get them to call

• Make them feel a certain way

• Get them to buy something

That last one: “Get them to buy something” is usually what people want to learn. And the way we do 

that is leading them by the hand. So, this is the ‘Action” part of the AIDA formula. It’s the last part 

where we get people to take ACTION.

By this time you should have built up the case WHY someone should buy, and then close it.

You close the sale by telling them:

1. Get them to take action.

2. Telling them what will happen once they place an order.

3. Tell them to do it now.

That 2nd part is SUPER important if you’re selling something that’s not physically being delivered to 

their house. If it’s confusing AT ALL to the customer as to what they’ll be getting next, that wallet is in 

a “sketchy neighborhood” and they won’t pull it out.

*NOTE: If there’s something really obvious such as an “Add to Cart” button or filling out a billing 

form, you don’t always have to lead people through every step.

BUTTON ADVICE

A good call to action button should be BLAZINGLY obvious. I was in the airport in Japan, and a 

confirmation page for their free wireless came up on my phone. I can’t read Japanese, but take a 

guess which button was the “accept” button.

Clearly the greyed-out button was “no” and the bright orange button was “yes”. That’s a good 

button. This very much follows the “BFB Trick” I’ll teach you next.

Step 7: Bring it home: make the call to action super obvious
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THE BIG BUTTON THEORY

A friend quite high up at Google told me how get gets his design team to make pages where they 

want people to take an action. He said: 

1. Load up the page you’re testing on a screen. Even a laptop screen is fine.

2. Take 10 big steps away from the screen and close your eyes.

3. Open your eyes for 2 seconds and look at the page.

4. If you can’t tell what you’re supposed to click on the page… you failed.

His advice was to make a VERY obvious button that TELLS you what to do. He then showed me some 

highly-tested buttons that Google uses, and they all end up looking the same: A big blue button that  

instructs you what to do.

Based off his advice, I re-designed my own checkout button on an ecommerce site I owned to be more 

blue, bigger, obvious to click, and describe the action it will have. It got 20% more people to click 

“Add to Cart”, and it looked like this:

 Before:      After:  

Google Chrome 

download page

Google Wallet 

checkout

Google 

Offers

Before you write, here’s a quick cheat sheet you can review your copy with:

Copywriting Checklist

Step 1: Get in the right mindset: “No one care about you, they care about themselves.” Focus on 

what THEY will get. Focus on how THEY will feel after buying. Focus on how THEY can benefit from 

buying your products. Focus on what THEY will get if they take the action you want.

Step 2: Make an interesting headline. Start jotting down several using this formula, or mixing it up:

[Result they’d want] + [Objections] + [Time frame]

Step 3: One of the things people always take away the most when I teach them to write, is this little 

method of starting off a piece of copy. I make a Google Doc or Word file and make a little table that 

looks exactly like this one to the right before I write. Perhaps you can lay this out before you write 

anything. Just fill in the bold areas with your text, and your copy will be written.

Step 4: Write like you speak. Stay congruent with your personality. If it takes more than 3 sentences to 

explain, you’re making it too long. Beware of buzzwords that require thinking.

Step 5: Can you insert a really good story if needed? Use this formula: 

[story that happened] + [how the product could help] + [how to buy product]

Step 6: Throw in some “credibility bombs” (aka social proof) by “borrowing” credibility from larger 

brands/people that’ve been involved with your product/service.

Step 7: Remember to CLOSE the sale or make them take action at the end! Tell them what will 

happen once they place an order and tell them where to do it.
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Get a Baseline

The first step before conducting any SEO is to measure where your website is so that you 

can measure the impact and effectiveness of any SEO work you perform. Without getting a 

baseline, you don’t know if the effort you’re putting in is having any positive effect, so you 

won’t know if you should continue with what you’re doing or not

My suggestion is to sign up for Serp Fox at http://www.serpfox.com. Once logged in, enter 

your website URL(s), and the keyword(s)/keyphrase(s) you wish to be found for. The free 

account allows up to 10 keywords/keyphrases. After you’ve entered your keywords, leave 

Serp Fox alone for 5 minutes, then come back and refresh the page, and you should see your 

baseline rankings. You might want to record this in an Excel spreadsheet, but Serpfox will 

record this baseline for you also. 

Before you know it your traffic could increase by 

500% and you can focus on what really matters 

to your business INCOME! 

What is Search Engine Optimisation? 

SEO is the business of optimising your website so that search 

engines classify your website as more appropriate to rank 

higher in the SERPs (search engine results page) than it was 

before. 

How to do SEO simply. 

The process you can follow to improve your rankings is: 

1. Get a Baseline 

2. Find the keywords that your target audience are searching 

for

3. Put those keywords in your website home page title 

4. Get back links to your home page 

Part 2: 
Copy that Search Engines love

P
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Find the keywords that your target audience are searching for

Search engine “spiders” are continuously crawling the web of websites, indexing (like a librarian) the 

content on every web page they find. They find new webpages by following hyperlinks (commonly 

called just links) to new webpages, or by website owners submitting a new web page through a search 

engine management dashboard (e.g. Google Search Console, Bing Webmaster Tools). FACT: When 

spiders crawl a webpage, they take note of what words are in the webpage title, and headings (H1, 

H2, H3, H4, H5), and bold/strong words, and italics. The search engine considers the words in the 

webpage title and headings as more important than words in normal paragraph text, as the title and 

headings are much more likely to indicate what a webpage is about, and the search engine, being a 

robot, doesn’t automatically know what a webpage is about. 

The take away from this fact is: the keywords you want to be found on a search engine for must be 

included in the webpage title at the very least, and also in the headings of the page, otherwise you 

stand no chance of ranking for that keyword, as the search engine has determined that your webpage 

is about something else, mainly whatever is in your webpage title, which might just be your business 

name, which means little to the search engine – it being a robot. So, adding business industry + 

business location to your home page’s page title is a good start. This makes sense, because searchers 

most often use business industry location as their search term. 

Find Better Keywords for your website 

Better than business name – business industry, business location, you should also actively seek for 

keywords that a lot of people are searching for, and that competitors are not using on their own 

websites. 

The best place to find exactly what people search for on Google, and how often they search for that is 

using the Google Ads Keyword Planner. If you’re not comfortable using Google Ads Keyword Planner, 

an alternative is Market Samurai.

1. Click on the “search for new keywords and ad group ideas”. Here’s the screen that you’ll see: 

2. Enter a competitor’s landing page into the “your landing page” field. 

Technically, you’re supposed to put YOUR landing page here:

But there’s no rule against entering OTHER pages from the web in there, right? 

When you do, you’ll find a boatload of outside-the-box keyword ideas.  

Using the Google Keyword Planner doesn’t give us any fresh ideas when we used a seed keyword like 

“buy flowers online”. 

This combination of telling a story mixed with selling 

works really well for products that need to be sold with  

an emotional edge.
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Watch what happens when you enter a weird page…  

…like the homepage of a competitor (in this case 1800flowers.com): 

Bingo!

We have 3 long tail keywords that the tool doesn’t show most people.  

Because these are keywords most people never see, we can easily create targeted articles or landing 

pages around them…  

…and rank those pages without needing a lot of backlinks.  

Another example:  

Let’s say that you just launched a blog on your flower shop’s site.  You notice that a lot of your 

customer’s order flowers for weddings.  

So you decide to create a blog post around wedding tips and advice.  

What happens when you use the search results page on Pinterest for “weddings” instead?

Again, when you enter “wedding tips” into the Google Keyword Planner, you get dull variations of 

that keyword: 
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You get some AWESOME keyword ideas:

Those are some creative keywords…! 

Here are other pages you can use: 

• Blog posts  

• News articles  

• Wikipedia entries (surprisingly good!)  

• Press releases (search PRWeb for your keywords)  

Now, put those keywords in your webpage’s title (typically the home page – your website’s most 

important page, or whichever webpage you want to rank for those keywords), plus the headings 

throughout your webpage. 

How to edit your website’s home page title 

In Wordpress

If you’re using Wordpress, the home page title of your website is the page title of your front page. 

In Joomla 3 

The home page title is a combination of the site name, and home page title. It is usually site name - 

home page name. 

To edit the site name, go to System > Global Configuration > Site tab > Site name. 

To edit the home page title: 

1. Go to Menu > Main Menu (or similarly titled menu)

2. Find the article that has a yellow star in the Home column.
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3. Don’t click on that article name, but note what is written below the page title. In the example 

above, we see:

4. So, we visit Content > Articles

5. Click on the Status column header to sort by Status. Find the article that is featured, as indicated 

by the yellow star:

6. Click on the article name 

7. Edit the article title 

8. Once you’ve edited the site title and home page article title, your new home page title should be 

visible when you view the home page of your website. Just hover your mouse over your website’s 

tab in your browser, and the home page title will appear.

Using a different website platform? 

Let me know, so I can help you and other people using your platform.
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Insight Communication & Design is offering a website audit for 7 businesses per month.

The audit will cover 5 STEPS which are shown opposite

Website Audits
1. Website speed

2. Website mobile friendliness

3. Website design quality

4. Website user experience

5. Website search engine friendliness

www.insightdesign.com.au

If you’d like a multi-page report on how to improve your website, request a website 

audit by clicking the button below:

The audit will cover:

REQUEST A WEBSITE AUDIT
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Whether the situation calls for assistance to help define the problem, or to develop 

creative solutions, Insight has the equipment, expertise and people to execute the 

most appropriate approach.

View all our websites at:

View our WEBSITE WORK at:

About Insight 
Communication & Design

https://www.insightdesign.com.au/

https://brand.insightdesign.com.au/

https://digital.insightdesign.com.au/

Insight Communication & Design

47 Hay Street Subiaco,  

Western Australia, 6008

call +618 9381 5900

https://www.insightdesign.com.au/

flipbook/portfolio/insight-websites-2019

Since 1995, our award winning agency has developed visual communications 

for over 250 clients throughout the world in the :- education, oil & gas, mining, 

construction, property, finance, government, retail and manufacturing sectors.

The group has four specialised divisions :- Insight Branding, Insight Digital,  

Insight Reports, and Insight Displays & Signage.

Insight will effectively position your brand within today’s competitive 

marketplace and can offer you value through the strength of our relationship 

and the ability to design effective communication.

Build your brand and your business with Insight’s:

• Websites

• SEO & Digital Advertising

• Movie Presentations

• Annual Reports

• Branding

• Displays

• Signage

• Brochures

People you can rely on
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