
Web Copywriting 2009

Roan Fair
Digital PR Manager



Use the words 
that THEY use!



PPC

SEO

Digital PR

Copywriting

Keywords



Google Keyword Research Tool
Your new best friend!



And you can find it here….

https://adwords.google.com/select/KeywordToolExternal

https://adwords.google.co.uk/select/KeywordToolExternal



‘Three C’ Rule

1. Clear – be understood in 4 seconds

2. Concise – keep it tight

3. Compelling – give ‘em what they want



Structure…

“Don’t make me think” – Steve Krug

“Let it flow” – Eric Clapton

“Be logical” – Spock



TV Anchor…

1. (Past) “What has happened?”

2. (Present) “What does that mean?”

3. (Future) “What happens next?”



One idea per 
paragraph…



Identify their headache…

And then…

Feel how painful it is…



Cure their headache

Come to their ‘emotional rescue’!



Q: How?
A: Paint with words!

1. Emotion – paint a picture with words

2. Play on their curiosity

3. Underline it with facts

4. Keep it punchy and simple



One problem…
…two searches

“broken leg”

or

“crutches”



Visualise…

Picture them nodding in 
agreement as you 

describe their problem 
perfectly…then solve it!



Five-step Strategy

1. What is your readers’ biggest 
headache? Feel their pain!



Five-step Strategy

2. Why have others failed to solve 
this nagging problem?



Five-step Strategy

3. Why is your solution different? 
Prove it works!



Five-step Strategy

4. Tell them how much better their 
lives will be with your solution



Five-step Strategy

5. Calls to action – tell ‘em

what they need to do! 



Bite the bullet!

Use bullets – but not as many as Rambo

Bold or italics can underline your point

(* But stay within your culture)



Headlines float your boat…

H1 They matter for SEO

H2 And so do sub-headings



Inverted Pyramid

Write about important stuff first

Wow!

‘Mechanics’/“Good quote”

‘Details’/“Another quote”

‘Details’

Intro!

���� Blob Par!

Notes For Editors



Encourage a response

Give them the chance/means to respond.
Make it easy and irresistible!

1. Use plenty of contact links, details
2. Add email forms



Long v Short Copy?

Long - “You have to tell it to sell it”

v

Short - “Short attention span”



Long v Short – A 
Solution

Bullet your main ideas…

…then make each bullet a heading…



There is lots more we could talk 
about if there were more time…



Such as…

• How Twitter and PPC can make you a 
better writer…

• Gravitas v Corporatespeak dilemma

• Picture power (never forget pictures!)



Thank You!

Any questions?



Roan Fair
Digital PR Manager

Tel: 0845 456 1022

Email: rfair@intergage.co.uk

Web: www.intergage.co.uk

LinkedIn: www.linkedin.com/in/roanfair


