
Take a look at your website or marketing collateral and answer 
these quick questions to see how effective your marketing copy is.
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No - I start with information about 
my company, its history and what 
we do.

Yes but you have to get to the 4th 
paragraph to really understand who 
my product/service is for.

Yes - the customer is the focus of my 
copy from the start and it's clear 
who my product/service is aimed at.

Is it clear from the start who you are 
speaking to?

Do you explain how you can help 
solve the customer’s problem?

Not really - I've covered what we do and 
why we are the best choice, that should 
be enough right?

Yes - I've highlighted how my 
product/service can help them.

Absolutely – I focus on ‘what's in it’ for 
the customer and why they need my 
product/service in their lives. I place my 
company into the customer's story.

Do you clearly define your customer's 
problem?

No - I'm still talking about me - how and when 
the company was started, why we think we're 
the best at what we do…blah blah…

I define how my product/service is a great 
solution but not exactly what the customer's 
problem is.

Yes - I capture the customer's attention by 
clearly defining their problem and 
empathising with it.

Continued…..



Awesome! You've got this. You understand that the 
customer and their problem should take the lead in 
your copy. You've shown you care about their 
problem and positioned your product/service as the 
one to solve it. The customer easily recognises what 
they can avoid, what they will gain and what action 
they now need to take. Sit back and let the words 
continue to work hard for you.

You’ve shown good intentions by making the 
customer the focus of your copy but your 
messaging could do with some clarification. If 
customers have to think, decode a meaning or put 
any effort into translating ‘what's in it’ for them -
it's likely you've lost them before they've finished 
reading. Clarity over confusion wins every time.

Your copy needs some work. Specifically, you need a 
focused message so your customer knows you are 
talking to them about a specific problem you can fix. 
Customers don’t care about your company's story or 
you - they care about themselves and their story. 
Shift your copy's focus to the customer and you’ll 
have taken a big step in improving the effectiveness 
of your marketing copy.

Do you ask the reader to take a specific action?

There is a "Contact me" page and I include 
contact details on literature, if they want to get in 
touch they will look for that.

Yes - I use obvious call to actions like "Buy 
now'" or "Book now" or "Schedule a meeting" 
or "Get a quote".

I use obvious call to actions and I briefly 
explain what the next steps are. They know 
exactly what to expect once they’ve taken 
action.

Do you paint a picture of what they can avoid 
and what wonderful things can happen if they 
take this action?

No - I push the reader away by focusing only on the 
negative. I think it's fair to say I'm fearmongering…

Yes - I talk about what they could loose if they 
don't choose my company but I don't talk 
about what they could gain.

Yes - I’ve included what they could lose or miss 
out on but I've also shown exactly where my 
product/service can take them.

Need help clarifying your 
message and getting it 

across in your marketing 
copy?

I can help. Call me.
07815152525

carrie@idreamincopy.co.uk
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