
WEEK E I G H T  
AUTHENTIC BRANDING, COPYWRI TING &  LIST  BUILDING  

 

 

The next two weeks are going to be packed with the opportunity to get very hands 
on with technology! If you need any support along the way, hop on our private 
Facebook group. I’m available to review your websites and copy and give feedback 
on your branding as well. If you already have a very established website and all of 
your branding and copywriting is complete, this is an invitation to look at it again 
and do some work on it to enhance it and expand on it. Let’s start by diving into 
branding! 

 
BRANDING  

 

Creating your business brand is a beautiful gift you give to the world. It’s your 
opportunity to shine, to convey the energy of the work you are called to. It’s a 
process that can be so much fun. If you already have your brand established, this is 
an opportunity to make sure that it truly represents you and the message you wish 
to share with the world. My personal brand has definitely evolved over time and 
yours will too, as we grow and deepen into our work our brand grows and deepens 
as well.  If you’re just starting with your branding, release any and all pressure to 
feel the need to get it right or perfect from the beginning…remember that done is 
better than perfect. If you have an already established brand, you will be refining it 
even more and getting it to be more “you”, more expressive of who you are and your 
unique message. 

 
The deeper you get into your work with clients, the more your brand will evolve. 
Start where you are and let yourself have fun as you create your brand essence and 
bring your brand into the world. 

 
 

What is Branding? 
 
Branding helps your clients perceive you and your business in the way you choose.  
A brand communicates what clients come to count on. It helps them know that their 
needs will be met and leads them to desire to know more about you and your 
services.  Branding is basically intentionally creating your client’s perception.  If I 
see a brand that has been quickly put together, has poor picture qualities and 
spelling errors – my impression is that there is lack of care, lack of professionalism, 
lack of attention to detail and I am very unlikely to work with that person or seek to 
learn more about them or their brand. If I see a brand that is negative or angry 
feeling, that uses dark bold font and has a sterile corporate feel…I am not likely to be 
drawn to it. It’s different for each person…someone else might interpret a ‘sterile 
corporate feel’ as modern and professional….someone else might view negative or 
angry seeming posts as powerful and motivational.  Your brand really starts with 



YOU. You want to connect it to the needs of your clients as well, but ultimately, it is 
a reflection of who you are and what you’re here to do through the work you offer. 
You want your brand to be unique, specific and well-designed to help attract the 
people YOU desire to work with, to clarify what you stand for in the world and to 
communicate your unique values. 

 
A brand should characterize the experience people have working with you and 
engaging with anyone on your team. It’s the experience they have at your live 
events, or while visiting your website. 

 
If you don’t work to shape your brand, other people will shape it for you in their 
minds, based on what they know, see and feel about you. It doesn’t matter if it’s  
true; it doesn’t matter if it’s what you think is fair or correct; what matters is that 
once the client thinks it, it becomes a fact for that person. So it’s very important to 
give thought to your brand and how you are perceived in the marketplace. 

 
A lot of people are concerned about how to stand out in the marketplace. They may 
fear that there are too many people doing the same thing. Branding helps you to 
stand out and differentiate yourself. 

 
Branding is actually really exciting, invigorating and self-developing. It will push 
your limits, but it will also help you stand confidently in who you are and what you 
are offering. 

 
Why are you drawn to certain brands? 

 
People are drawn to brands subconsciously, based on their own natural inclinations, 
life experiences, biases, goals, limitations, tastes and other internal influences. They 
are attracted to the brands whose energy is comfortable, inspiring and even whose 
energy challenges them to rethink their comfort boundaries. Building an accurate 
and attractive brand is one of the most essential components of business success! 

 
The Golden Circle 

 
If you wonder why some brands absolutely take off and feel they have something 
different and unique, why some brands are able to inspire the masses…this TED talk 
by Simon Sinek is amazing to watch! 

 
https://youtu.be/sioZd3AxmnE 



The Emotional Draw of a Brand 
 
A brand is, among many things, an emotional journey. It’s a subconscious draw your 
clients will feel.  It’s not something decided on, but something felt. 

 
A particular brand’s emotional appeal is undeniable. Have you ever noticed how 
people can become such fanatics about some of the products they buy and the 
companies they devote their money to? In fact, the odds are you just thought about 
a brand that does this to you, too! I’m reminded of The Honest Company, have you 
heard of them? It was started by Jessica Alba and her marketing and branding is 
brilliant. I fell in love with her message…with her why… and I started buying her 
products. The truth is, it didn’t make sense financially OR economically…it was  
being shipped from a distance and I could go to my local health food store and buy 
products that were just as good quality for a fraction of the price. But they sold me. 
They sold me on their why and I fell in love with their products. I got over it 
eventually, but it really showed me the power of an inspired brand…the power of 
creating branding and marketing based on your big why. Most people are not 
buying what you offer, they’re buying WHY you do it…they’re buying WHO you are 
and they’re buying the SOLUTION that it offers them. They are buying the 
OUTCOMES, not the individual components. 

 
Coaching clients don’t work with me because of the names of the specific techniques 
I will use to help them achieve their goals, they work with me because they believe 
and feel that I care, they see that I’m walking my talk, that I’m authentic AND they 
believe that in our work together they WILL achieve their goals and THAT is what 
they are buying, not a technique. Essentially, when they say yes to working with 
me…it’s because they are saying yes to their own selves and they trust me to help 
them return to that…return to the fullness of who they are and actively live in 
powerful and inspired alignment with that. 

 
When you are an entrepreneur, your brand has an emotional draw that will help you 
attract your ideal client.  Your brand expresses your passion, motivation,  
inspiration, and your story.  If you have a real passion about your idea, that’s going 
to come out no matter how uncomfortable you might feel on camera or in front of a 
mircrophone. You are your businesses best branding asset. As we know, people are 
always inspired by those who are following their dreams and living their passion. 

 
 

The difference between Personal and Professional Brands 

Personal Brand 

When developing a personal brand, keep in mind that people want to know your 
name and see your face to connect with you on a personal level. Pictures, places you 
are travelling and daily activities will become a part of the way you express your 



brand. People will want to take a peek into your life, because they are doing 
business with you and want to make your brand a part of their own lives. 

 
Professional Brand 

 
When developing a professional brand you consciously choose not to be the name 
and face of the brand, for example, Starbucks. With a professional brand, typically 
your ideal clients will associate your brand with a particular logo and experience. 

 
Goals of Branding 

 
Your branding should: 

1. Attract your ideal client easily 
2. Clarify what you stand for in the world 
3. Communicate your unique value and gifts 

 
 
Why do your ideal clients desire to work with you? What is your unique value that 
would appeal to them? 

 
 
 
 
 
 
 
What do I stand for as it relates to my business brand, services, products or 
offerings? 

 
 
 
 
 
 
 

Purpose of Branding 
 
Your branding is a vehicle to: 
1. Clearly deliver your message 
2. Strengthen your professional status 
3. Connect with your ideal clients on an emotional level 
4. Inspire and excite your ideal clients 
5. Build client relationships and loyalty 



When you get really clear on exactly who your ideal client is, and speak directly to 
him/her with your copy, your programs and your branding – the right clients will 
lunge forward to work with you in droves. 

 
The 80/20 Principle 

 
You should invest 20% of your time to attract 80% of your audience. This is how it 
should breakdown when you are clear and powerful with your marketing because 
your message will resonate with exactly the people you desire to work with and feel 
called to work with. 

 
Be careful not to fall into the trap of investing 80% of your time to attract 20% of 
your audience. Don’t worry that you might leave someone out in your marketing. 
The right people will resonate with your message and will find you. And you need 
to invest the remaining 80% of your time helping these ‘right people’ have amazing 
experiences and transformations. 

 
More information on the 80/20 Principle can be found in the book, 

The 80/20 Principle:  The Secret to Achieving More with Less by Richard Koch 
 
 

Communicating Your Brand Essence 
 
When we begin to talk about communicating our brand essence with our target 
market, it’s so easy to get caught up in focusing on what we THINK they want to 
hear. The mistake most people make is to deliver the details, the facts and the 
benefits. The true goal is to inspire and lead. When you think about your favourite 
teachers and mentors it’s probably not just their programs and content that inspires 
you, you’re probably more inspired by how they lead their community and how they 
live by example. 

 
Your ideal clients aren’t going to buy from you simply because you can help them 
transform or provide the service they need. People will buy from you or work with 
you because they believe in you, and your brand. 

 
Finding your “why” is all about identifying and living inside of what inspires you. It 
is finding that place within yourself where you know what is true. Many times, we 
look only at the “what’s” or the “how’s” in our life. 

 
Take me for an example. 

 
My “WHY” is Radically Nourished, Lit Up, Inspired Women Entrepreneurs Living 
their purpose, following their hearts and shining their light in the world 
courageously and unapologetically while both giving AND receiving abundantly. 



My “HOW” is transformational empowerment and success coaching. As a result of 
the coaching work the client can experience the life that they desire and step into 
the fullness of their calling. 

 
My “WHAT” is a group program and individual one-on-one coaching work. 

Based on Simon Sinek’s video, fill in the following for your business. 

What is your “WHY”? 
 
 
 
 
 
 
 
 
 
 
 
How does your “WHY” relate to your ideal clients and your brand? 

 
 
 
 
 
 
 
 
 
What is your “HOW”? 

 
 
 
 
 
 
 
 
How does your “HOW” relate to your ideal clients and your brand? 



 

What is your “WHAT”? 
 
 
 
 
 
 
 
 
How does your “WHAT” relate to your ideal clients and your brand? 

 
 
 
 
 
 
 
 
What are your favourite brands and why? List out the brands you most identify 
with and explore the reasons. 

 
1. Why do you love or use this brand? 
2. How do you personally identify with the brand? 
3. How does this brand make you feel when you see their logo or think of their 

products or services? 



Brand Essence Brainstorm 
 
Time to develop or refine your brand!! 

 
1. Don’t think too hard…just write down the first 10 words, things, objects or 

feelings that come up with. (Examples: light, sofa, tea, joy) 
 
 
 
 
 
 
 
 
 
 

2. Next take those words and write down what they each bring up for you, or 
simply define them in your own words. (Example: tea makes me think of 
feeling nurtured, cared for, warm, cozy, comfortable, protected, nourished) 

 
 
 
 
 
 
 
 
 
 
 
 

3. Next write down how this word is like your business. (Example: my business 
really focuses on nurturing and supporting others, on creating a sacred and 
safe environment for them to open their hearts and connect with their truth) 



4. Next pull out the theme’s of this word for branding purposes. (Example: 
nurturing, sacred, nourished, open hearts, truth) 

 
 
 
 
 
 
 
 
 
Now copy down all of the themes that you came up with based on the 10 words you 
chose and synthesize them in a way that represents your business: 

 
 
 
 
 
 
 
 
 
The purpose of this branding exercise is to give you a number of words, phrases, 
concepts, and inspirations that will help you better articulate and define your brand 
even more.  What were your key findings? 

 
 
 
 
 
 

The Categories of Branding 
 

1.   Credibility 
 

This could be your life experience, work history, certifications, educational 
background, heartfelt testimonials, awards, personal accomplishments, and life 
traits that align you with your ideal client. 

 
What specific credibility do you have for your ideal clients with what you’re offering 
through your work?  List everything you can think of. 



2.   Differentiation 
 

Consider how your brand will uniquely stand out, how to design it so that when 
a potential client thinks about it, it stands out and feels different from others in 
your industry. 

 
How does your brand uniquely stand out? In what additional ways do you need 
to differentiate? 

 
 
 
 
 

Developing Your Brand 
 

When it comes to creating a visual picture of your brand, colour and photos are 
really powerful components to help clients distinguish you from others in your 
industry. Colours are what people take note of when they see your logo (if you 
have one), website, and marketing materials. They’re usually what resonate in a 
clients memories and what remind them of your unique brand. 

 
We naturally associate specific colours with certain feelings and ideas. Selecting 
colours that represent you and your company is extremely important for 
influencing your market’s perception of you. 

 
Based on the colour chart , what colours really resonate with you and best 
represent your brand? 

 
 
 
 
 
 

Consider what the following colours tend to mean to people: 
 

Blue is a cool colour. The blue sky and sea have always been associated 
with calm and serene spaces. Blue is widely loved. It denotes loyalty, 
safety, sincerity and virtue. It communicates importance and confidence. 
It’s popular with anything financial, because it inspires trust. 

 
Red is a warm colour. Very stimulating, waking up a physical reaction, It is 
the colour of love and passion. It is a positive colour and very attention- 
getting as well as exciting and motivating. It communicates action, power, 
energy, passion and speed.  It can also represent danger or a signal to stop. 



Green says fresh, healthy, natural and calm. It’s about growth and the 
restful colour of grass. It is the colour of the heart chakra. Money is also 
brought to mind. On an emotional level, it represents jealousy. Different 
shades of green can mean different things. Deep green is associated with 
wealth or prestige, while lighter greens are calming. 

 
The most obvious association with yellow is the sun. Yellow is positive, 
happy, joyous, and high energy. It makes us feel warm and cheerful. Bright 
yellow is extremely attention-getting. The human eye is attracted to bright 
yellow before any other colour. Too much yellow can cause some 
disturbance.  Babies tend to cry much more in a yellow room. 

 
Purple is a spiritual colour, good for meditation and a peaceful mind. With 
its combination of warm red and cool blue, it evokes mystery and royalty. 
Lavender denotes a delicate, precious sentimentality. 

 
Pink relates to compassion, nurturing and love. It shows tenderness, 
kindness and sensitivity. It is a sign of femininity. Dusty pinks appear 
sentimental, while, in psychology, it is a sign of hope. 

 
Orange is cheerful and stimulating, creating excitement, fun and vitality. It 
is rejuvenating and uplifting to the human spirit and can cause action. 
Orange is associated with autumn and Halloween. Peace, the lighter shade 
of orange, works well with health care and indicates courage and calm. 

 
Brown’s earthy colour conveys simplicity, durability and stability. It can 
also elicit a negative response from consumers who relate to it as dirty. 
Certain shades of brown, like terracotta, can convey an upscale look. From 
a functional perspective, brown tends to hide dirt, making it a logical 
choice for some trucking and industrial companies. 

 
Black is associated with elegance, fear, mystery, power, death and evil. It 
connotes sophistication and chic. It is a formal colour. Black can be used to 
bring class to an advertisement. 

 
White is associated with goodness, simplicity, innocence, cleanliness and purity. 
It is a positive colour of faith and spirituality. White catches our eye as a brilliant 
colour. 

 
Getting Started with Pictures to Help You Identify or Clarify Your Brand 

 
Start collecting pictures online that resonate with you personally and keep them 
on a Pinterest “Branding Board”. Add pictures that you feel really capture and 
express your brand essence.  Have FUN with this activity!! This is an exercise 
that you can constantly update as you and your brand grows and evolves. You 
can search Branding Board to see examples of others 



Once you’ve gotten started on your Pinterest Board, notice the underlying theme of 
the images you ended up selecting. What is the underlying theme of the images you 
have chosen? 

 
 
 
 
The information you’ve gathered and worked through here can help inform the 
pictures you choose or take for your website, Facebook page and marketing 
materials. If you don’t have a logo or you want to re-brand your logo you can take a 
summary of this information to your graphic designer and create something that 
lights you up and communicates your “WHY” powerfully and clearly to your ideal 
clients. 

 
COPYWRITING AND  ADV ERTISING  

 

Copywriting, the art of delivering words, is writing material for the purposes of 
advertising or marketing in a way that is intended to encourage someone to buy a 
product, or influence their beliefs. It is one of the most essential elements of 
effective online marketing because well written copy will trigger a direct response 
from the client. 

 
Good copywriting practices will allow you to create more connections, convert more 
clients and showcase what you stand for versus relying on people simply ‘knowing’ 
about you, looking at your webpage or liking your Facebook business page. 

 
Think about the lists that you subscribe to for a moment. 

 
What has led YOU to take action based on the words written in an email, let alone 
open the email in the first place? 

 
More than likely, the way the words on that screen made you FEEL. 

 
There is an art to writing copy. When your ideal clients sit down to read your email 
they are also in a place where they desire a change, they might be struggling and 
they are seeking a solution and support around some area of their life. They are 
already in an emotional place so meet them where they are – make them feel 
something. 

 
Copywriting Tip 1:  Know your ideal client inside and out 

 
First, start with your ideal client profile. How well do you really know your ideal 
client? If it’s a challenge to figure out what to write in an email or to figure out what 
they want to hear, then revisit who your ideal client really is. Do you truly know 
them as well as you think you do? 



Each time you sit down to write, spend some time thinking about the challenges 
your clients are facing, their fears, dreams and desires. How can you help them? 
Touch on their pain points and then inspire action to get them moving away from 
the pain point towards a better future that you can help them achieve. 

 
When I first learned about copywriting, it all felt so contrived. But the truth is, we 
are all inundated with SO many emails and in order to inspire your clients to open 
YOUR emails you need to connect to them and help them tune into the reason they 
signed up for your list in the first place, the reason they were drawn to your energy 
and how you can support them on their path and help them reach their goals. 

 
Copywriting Tip 2:  Tell a Story 

 
Connect with your fans, followers and ideal clients emotionally through the power 
of storytelling. Stories do better than any other type of copy, and you can use them 
to inspire your readers to take action. Your community also wants to know that 
you’re human and as you know, what’s personal is universal. 

 
Share stories from your own life and experience that your ideal client will resonate 
with, appreciate and be touched by. Rather than simply jumping into asking them to 
sign up for your program or book an appointment, start out with a story and 
connect with how you can help and share the benefits of your program or offering. 
Through storytelling your reader will begin to create their own mental experience 
of what it would be like to experience what’s being described on the page. You want 
them to really and truly imagine if. 

 
Copywriting Tip 3:  Have a Conversation 

 
Write as though you are speaking to one specific person. Imagine yourself sitting at 
a café having an intimate conversation with your ideal client. What would you say? 
Speak her language, but use your own voice. Develop that voice and use it 
consistently in all of your copy. 

 
Remember that when each person on your list opens your email, they are just one 
person. Each person on your list is reading your email from their own individual 
perspective, so write your copy as if you are speaking to just ONE person. 

 
And don’t worry about being formal and technical in your writing – allow it to be a 
joyful experience! 

 
Copywriting Tip 4:  Always Know your call to action 

 
Start with the end in mind. What type of action do you want the person reading the 
copy to take?  Are you leading people to a new program, or sharing a new service. 
Knowing what you’re leading people to will make your ability to write from an 
inspired place much easier.  And be sure to choose only ONE call to action at a time. 



Copywriting Tip 5: Problems, Benefits and Features 
 
Before you sit down to write, make sure you are crystal clear on the top problems 
your ideal client is facing, know the specific benefits of the program you are offering 
to them in the call to action and be clear about the features of the program. Be sure 
to think about the benefits of what you offer from the client’s perspective. 

 
Copywriting Tip 6: Break through objections 

 
If you know you’re making an offer to a list of people in an email then you also know 
that the people reading the email are coming up with reasons that may prevent 
them from taking action. Part of knowing your ideal client is knowing their most 
common objections. You have permission to address those objections through your 
copywriting. 

 
Copywriting Tip 7: Use Action Verbs and Descriptive Words 

 
When communicating with your community through emails and sales pages you 
want to pass along information and share value, and of course, you always want the 
reader to feel a certain way about that information. The better job you do at 
inspiring your reader to feel, the more influential you are and the more likely you 
will be able to serve them and support them through your work. 

 
Action verbs do exactly what they say - elicit action! 

Use words like… 

Achieve, Support, Create, Organize, Desire, Dream, Illustrate, Design, Encourage 
 
 
Copywriting Tip 8: Use Powerful example, analogies and metaphors 

 
These three powerful writing tools make your copywriting more engaging and 
memorable and they also bring an added richness to your copywriting style. 

 
Copywriting Tip 9: Share Your Viewpoint 

 
You see the world and have experiences in a way that is completely unique to you. 
Other people want to hear from you from where you are right now. Share your 
perspective, beliefs and passion for what you do and it will set you apart from the 
crowd.  Be as authentic and open as you can possibly be. 



Copywriting Tip 10: Make it visually appealing 
 
Just like in a magazine or newspaper, you’ll want to create lines of white space to 
break up larger chunks of text. Make it easy on their eyes by incorporating high 
quality images and professional photos, break up paragraphs, use bullet points and 
bold, italicize and underline keywords and phrases that you want to emphasize. 

 
The words you write on a page, or computer screen, are the direct connection you 
have with your community on a daily basis. Because people on your list don’t 
always get the pleasure of seeing you face to face, your words become your face, 
your brand, your business…they represent YOU. 

 
 

LIST  BUILDING AND  NU RTURING CONNEC TI ONS   

 

Active, consistent and smart list building is part of creating a thriving business and 
going from 0 to 10,000 people on your list doesn’t happen overnight. Some 
strategies will help you generate quick growth and others will help you grow in 
moderately paced steady streams. 

 
Targeted list building takes time and effort, and once you’ve implemented multiple 
strategies on a consistent basis, growth begins to build at an exponential rate. This 
is the part where people are opting into your list as you sleep, go to lunch or are 
busy at work with your clients. 

 
Building a qualified list lets you develop quality relationships with the people who 
are your ideal clients. Once you have a growing list you constantly have the 
opportunity to inform, inspire and improve the lives of the people who are seeking 
the solutions that you offer. 

 
Studies show that it takes somewhere between 7 and 15 times for someone to see 
your consistent message before they will become a customer or client.  So it’s vital 
for you to build credibility and regular rapport with your list. A list affords you the 
opportunity to share your wisdom, teach your tips, and inspired people to take 
action, share emotion and let your unique personality shine through in your writing, 
picture or video style.  As a result of these forms of communication with your list 
you will ultimately create a list of people who are interested in being connected with 
you. 

 
Your email list is the best, most efficient, and most practical way for you to follow up 
with people who have seen your online content or seen you in person for an 
appointment. Consistently communicating with your list provides your entire 
community a glimpse into you, your company and your brand on a weekly basis. 

 
It doesn’t matter how BIG your list is…it’s about making sure that the people who 
sign up for your list are your ideal clients and that they are engaged and interested 



in reading your emails or newsletters and interested in the content you are sharing 
with them. 

 
Yes, people will unsubscribe from your list. Don’t worry about it. They aren’t your 
ideal clients. Share your message with the people who want to hear from you. The 
more of these people that join your list, the more you get to do the work you love in 
the world. 

 
One of the best ways that I’ve found to grow my list is by having a free opt-in on my 
website – and directing people to my website from Facebook. I have people signing 
up for my email list every single day, more established and bigger businesses may 
have dozens signing up every day. 

 
Here are the basic steps to regularly and consistently build your list 

 
1. Generate Traffic to Your Website 

You can do this through teleclasses, webinars, social media platforms, 
community presentations and talks, joint venture partners and affiliates 

 
2. Traffic Opt-In (Collect Names and Email Addresses) 

You can do this through landing pages and opt-in pages, an opt-in box on 
your website or manually with sign-up forms at events 

 
3. Send Free Offer 

This is a gift that you provide to everyone who chooses to opt-in to your list 
 

Examples of Free Offers:  Free Report, Audio Training, Quiz or Assessment, E- 
book, E-Course, Email Training, Video Series, Meditation Recording 

 
Your lead magnet/free offer needs to be specifically designed to meet the 
needs of your ideal client and peak their interest in working with you. Be 
unique but also provide value so that you can build loyalty. 

 
4. Build the Relationship 

Send regular content-rich emails – not all emails should be promoting 
products, some may be sharing free content, some may be offering free 
teleclasses or webinars, others will be sharing your inspired services or 
offerings 

 
5. Passive Income Opportunities 

When you have created and nurtured relationships with the people on your 
email list, you can comfortably, confidently and successfully share special low 
price gifts or offerings with them and because you have developed that know, 
like and trust factor you have a good chance of inspiring them to purchase 
from you.  I’ll discuss this more on the training call. 



 


	AUTHENTIC BRANDING, COPYWRITING &  LIST  BUILDING
	BRANDING
	What is Branding?
	Why are you drawn to certain brands?
	The Golden Circle
	The Emotional Draw of a Brand
	The difference between Personal and Professional Brands Personal Brand
	Professional Brand
	Goals of Branding
	Purpose of Branding
	The 80/20 Principle
	The 80/20 Principle:  The Secret to Achieving More with Less by Richard Koch
	Brand Essence Brainstorm
	The Categories of Branding
	2.   Differentiation
	Developing Your Brand
	Blue is a cool colour. The blue sky and sea have always been associated with calm and serene spaces. Blue is widely loved. It denotes loyalty, safety, sincerity and virtue. It communicates importance and confidence. It’s popular with anything financia...
	Getting Started with Pictures to Help You Identify or Clarify Your Brand
	COPYWRITING AND  ADV ERTISING
	Copywriting Tip 1:  Know your ideal client inside and out
	Copywriting Tip 2:  Tell a Story
	Copywriting Tip 3:  Have a Conversation
	Copywriting Tip 4:  Always Know your call to action
	Copywriting Tip 5: Problems, Benefits and Features
	Copywriting Tip 6: Break through objections
	Copywriting Tip 7: Use Action Verbs and Descriptive Words
	Copywriting Tip 8: Use Powerful example, analogies and metaphors
	Copywriting Tip 9: Share Your Viewpoint
	Copywriting Tip 10: Make it visually appealing
	LIST  BUILDING AND  NU RTURING CONNECTIONS
	1. Generate Traffic to Your Website
	2. Traffic Opt-‐In (Collect Names and Email Addresses)
	3. Send Free Offer
	4. Build the Relationship
	5. Passive Income Opportunities

