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11 Tips for Writing Website Copy That Converts

Even the best design will fall short if it isn’t paired with great copy.  They go together like yin and 
yang. Like Lucy and Ethel. Like cold beer and sunshine. Here’s our guidance on how to select the right 
words for every project. 

Less is more. Be brief; be brilliant; be gone. It’s not easy to be concise and thorough at the same 
time. In fact, it’s really diffi  cult, and it takes practice. How do you do it? Cut to the core.  90% of what 
you say should address your who, what, where, when, why and how. The other 10%? Leave a little 
room for your personality to peek through. 

There is no “I” in client. Just kidding there is. But here’s the point: it’s not about you. Make no bones; 
a strong narrative is important - but there is a time and place for that. The truth is, people aren’t that 
interested in how your life has changed because of something. It may be a splendid story to read, but 
it doesn’t inspire action. People take action because they want to know how their life will change. If 
you want to resonate with your audience, stick with the “you’s.”

Mission impossible? If you can’t clearly articulate your mission, vision, and values, then you’re 
putting the cart before the horse with your website launch. First things fi rst: know your why. 

Answer the question. Your copy is a chance to answer your future client’s questions before they 
ask them (or before they leave your site because they don’t have the time/energy to ask you). 
Put yourself in their shoes. What would you want to know? Need to know? Or if you’re already in 
business, think about the questions you fi nd yourself having to answer time and time again. Are there 
any misconceptions or misunderstandings that you are continually clarifying? Sometimes we know 
something so well that we think our information is clear and complete. Test it out! Ask a friend to 
read it and give you some honest feedback. 

Stock up on bullets. No, this is not a debate on gun control. It’s a writing style recommendation. 
Here’s the thing: we’re busy as hell. We scan stuff . We have the attention spans of puppies, and we 
have messages and media slamming us from every direction.  If you have fi ve points to make, don’t 
write fi ve paragraphs. Create fi ve bullets, and expand upon them strategically. 

Know your voice. Your brand has a persona and part of it is a voice. Your brand voice should 
match the personality it belongs to. Politicians don’t write in slang, just as Red Bull doesn’t speak in a 
reserved manner. Tone, gender, casual vs. formal…all things to be considered, defi ned and adhered 
to. Your voice should be an extension of who you are and give people a sense of what it would be like 
to work with you or what your company is all about.  
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The Authenticity factor. This is a biggie, and it’s often overlooked. Our advice: don’t write your website 
copy unless you are clear on the type of clients you want to attract, the type of clients you don’t want 
to attract, and the way you run your business. Don’t tell your story ‘til you know what it is.  But more 
importantly, don’t tell a story that you can’t live up to. Don’t claim to the Ritz when you’re trying to 
compete on price (because that doesn’t make sense). Don’t claim to off er world- class customer service 
when your average hold time is 27 minutes (because that is effi  ng maddening and just plain untrue). 
Keep it real, people. 

Power of the period. While feminism is important, we are referring to grammar. You simply can’t get 
this wrong. Luckily, there are some awesome, aff ordable tools out there to help you get it right. Since 
you’re writing your copy, I’m assuming you’re not going to hire an editor to proofread your work. The 
solution? Grammarly (or any other fantastic editing app). Nope, I’m not an affi  liate – this is just a god ol’ 
fashioned legit testimonial. $150 for the year and you’ll be able to look and sound even smarter than you 
already are.

Paint the picture. Or rather, upload one. It’s all about imagery and video, and if your copy isn’t paired 
well with either (or both) of those, you’re in trouble. Then again, a picture without copy could be 
ineff ective as well, mainly due to human perception (your message can get lost without, well, a message). 
Nothing cheapens a website worse than cheesy stock photos. Some of our favorite places to buy quality 
stock art: twenty20.com, creativemarket.com, unsplash.com. 

Four Eyes. We promise you this: you are too close to this project to be objective about it. Because of 
this, we h-i-g-h-l-y recommend you enlist some trusted peeps to give you the candid feedback you need. 
Try to ask people who are most in line with the audience you are targeting. The key to this feedback is 
objectivity! If you ask someone who is already familiar with what you’re promoting, the eyes may not be 
as fresh as you need them to be. 

S to the E to the O. Search Engine Optimization, that is. There are certain words that people use when 
they are searching for the products/services you off er. For example, If I am looking for someone to watch 
Odie when I go on vacation, I would type in “dog boarding Katy, TX” to fi nd what I need. Know what those 
words are for your business and use them sporadically throughout your web copy (in headlines and 
elsewhere).

And if all else fails? 

Hire it out! Your website is an investment. If done correctly, you will be realizing the return on it shortly 
after it’s launched. If writing doesn’t happen to be your genius, spring for a professional. It doesn’t pay to 
do this halfway. Do your homework. Ask around. Ask for references and portfolio examples. Get some 
quotes. Or, ya know, you could always ask us to do it. 


