





ARGUMENTS

Data: Does your copy provide concrete and Hero: Is your audience the hero of the story?
credible data — i.e., numbers — to back up its
claims?

Hell: Does your story paint a vivid portrait of the “hell”
Application: Is data explained, interpreted, and (i.e., the pain or fear) your message, product, or service
applied in terms related directly to the page’s key diminishes?
benefits?

Heaven: Does your story paint a vivid portrait of the
“heaven” (i.e., the pleasure) your message, product, or

Actors: Isyour copy composed of “actors” — real } )
service delivers?

flesh-and-blood characters?

Senses: Does your copy use sensory language: seeing,

Vivid Verbs: Do your “actors” act with vivid . ) ) )
hearing, tasting, touching, and smelling?

verbs rather than bland versions of “to be?”

Story: Does the page tell a story — a single,
overarching narrative?

THE "WEAPONS OF PERSUASION"

Reciprocity: What free value does your page Likability: Does your page establish “similarity” with
provide for its audience? its audience by using relatable language and humor?
Consistency: Does your page invite small, Scarcity: If appropriate, does your page “play hard to
initial commitments that align with the big, get” by making the reader want what he can’t have?

ultimate “ask?”

Social Proof: Does your page present
testimonials from a variety of sources its audience
naturally trusts — namely, industry experts and
other people just like them?
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