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Introduction 

 

What is the VersaQuill Copywriting Workbook? 

The VersaQuill Copywriting Workbook is a systematic way to generate ideas for writing 
copy and to check what you've produced against accepted "best practices," as described 
by David Ogilvie, Victor Schwab, Bob Bly, and many other prominent copywriters.  

If you're making a living as a copywriter, you know there's no quick and easy way to 
write effective copy. What you need is a reliable way to mine some of the great ideas that 
have been accumulating in your subconscious as you compulsively read everything from 
cereal boxes to copywriting books. 

The Workbook is for those of us who know how to write and love doing it—but who 
occasionally need help figuring out the most effective way to present a particular product 
or service, and are willing to work hard to find it. 

Part 1 of the Workbook covers generating ideas and settling the basics of an ad. Part 2 
covers writing the ad, from creating a hook through the final checks of nitty-gritty details 
and layout. Both parts are organized as a series of fill-in-the-form worksheets for 
gathering information and checklists for reviewing the ad: 14 worksheets and 2 checklists 
in Part 1, 18 worksheets and 10 checklists in Part 2. 

For example: 

• What are the most important features of this product and their corresponding 
benefits? Worksheet 1.1, with 20 questions 

• How does this product compare with the competition? Worksheet 1.4, with 12 
questions 

• What physical, emotional, intellectual, social, or career factors might make a 
customer want to buy this product? Worksheet 2.2, with 51 questions  

• How can you jumpstart your search for a name, slogan, or tag line? Worksheet 
5.2, with 20 questions  

• How can you develop a hook for the ad? Worksheet 8.2, with15 questions 
• Have you missed any major points in the content of the ad? Checklist 8.20, with 

14 questions 
• Have you made any major errors in the layout of the text? Checklist 9.4, with 13 

questions 

Will the questions on these worksheets and checklists be new to you? Probably not. If 
you're earning money as a copywriter, you’ve heard and responded to most of them 
before ... 
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But I’m betting you’ve never seen them organized so that you can work through a project 
step by logical step, or so that you can quickly locate advice that applies to a specific part 
of a project. 

What makes the Versaquill Copywriting Workbook different from other guides to 

copywriting? 

• Distilled wisdom - Advice from copywriters such as David Ogilvie, Victor 
Schwab, Rosser Reeves, Joseph Sugarman, and Bob Bly, with references to parts 
of their works that are relevant to specific topics. 

• Logical presentation - The Workbook is arranged so that you can work through a 
project systematically, confident that you haven't blithely ignored the 800-pound 
gorilla, the pink elephant, or the tiny leak that will burst the dike and flood the 
whole damn zoo. 

• Worksheets - Gather your ideas and identify which are the most important before 
you face that blindingly white, terrifyingly blank sheet of paper.  

• Summaries - Condense your decisions to a single page, so writing a draft doesn't 
involve shuffling through a jumbled heap of notes. 

• Checklists - Check your ideas against accepted best practices, and decide 
consciously whether to follow them in a particular case. 

• 500 copies in one - Print worksheets, checklists, and summaries as often as you 
need them from the e-book in PDF format.  

Why was this book written? 

If you’re reading this, chances are that you, too, find it difficult to resist books and 
articles that promise to make you a better copywriter. For almost 30 years I've been 
ravenously eager to benefit from the wisdom of others in the field. 

Alas, when it comes time to sit down with a blank piece of paper and produce an ad—
particularly under a tight deadline—I often find myself unable to dredge up those nuggets 
of wisdom from my subconscious. Often I've felt I was using less than half of what I’d 
read. 

 Since one of my other long-time professions is teacher and lecturer, I finally decided to 
organize the "best practices" of copywriters into a logical, hierarchically organized set of 
notes.1 I’ve used these worksheets and checklists for everything from trifold brochures to 
cover letters to this landing page—even for a scholarly essay. They've allowed me to 
work more efficiently and to produce copy that has more impact. 

 

                                                 
1 The idea of organizing this material was inspired by the “Thinking Tactics” course offered by Jean 
Moroney of www.ThinkingDirections.com. In her seminars on thinking skills, Jean stresses the need to 
break projects into steps and to record as much information as possible on paper, so that one can view the 
relevant data, grasp it, and make decisions regarding it. 
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Why pay me to tell you things you already know? 

During the last few months, I've spent at least 75 hours reading or rereading books and 
articles on copywriting. Another 100+ hours went to taking notes, organizing the notes 
into an outline, and creating the worksheets, summaries, and checklists in the VersaQuill 

Copywriting Workbook. 

Could you do this yourself? Absolutely. But ... if your usual rate for copywriting is $50 
per hour, it would cost you $10,000 in billable hours to compile a similar workbook. 

Rather be working for pay? Then use the Workbook. If you bill clients at $50 per hour, 
the price of the Workbook is equivalent to 2.5 hours of your time, and it will save you at 
least that much time in the first month. If you're not satisfied, there's a 30-day money-
back guarantee. 

———————————— 

Intellectual property 

As an author, I’m prickly about intellectual property rights. When material in the 
workbook is not attributed to a specific author, I have seen it cited without attribution, 
and have assumed that it comes under the heading of common knowledge. 
 
If you see a passage that you think violates a copyright, please notify me immediately. 
Give the full reference to the work you think ought to have been cited (author, title, 
edition, and page number), and the chapter and section of the VersaQuill Copywriting 

Workbook that you think ought to include the reference. I’ll check it out and promptly 
give credit or delete the reference. 
 
 
Single-user license 

The Workbook is sold with a single-user license or a multi-user license (for 5 copies). 
Please to not share or distribute it to others. If your friends or colleagues lust after a copy, 
refer them to this site or have them contact Dianne@VersaQuill.com. 

 
 

Updates & corrections 

The VersaQuill Copywriting Workbook is a work in progress. If you see typos or other 
errors, please email them to me at Dianne@VersaQuill.com, so that I can incorporate 
them in the next version of the book. The text will be updated as I read more books and 
articles (2 of them are sitting on my desk right now, just begging for attention). If you 
have a legal copy of the Workbook and I have your current email address, I will notify 
you of the updates and offer a discount on their purchase.
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Sources Consulted 
as of January 2010 

NOTE: These are books and articles I’ve read since starting the Workbook. All the works 

cited in the text are listed here, but not all works listed here are cited in the text. If you 

have favorite sources that don’t appear on this list, please feel free to email the author 

and title (or the URL) to Dianne@VersaQuill.com. 

Bayan, Richard. Words That Sell. More Than 6,000 Entries to Help You Promote Your 

Products, Services, and Ideas. Rev. & expanded. McGraw Hill, 2006. 
Bly, Robert W.  www.bly.com  

Copywriter’s Handbook, A Step-by-Step Guide to Writing Copy That Sells. 
3rd ed. Holt, 2005. One of the most thorough books out there, covering 
all aspects of copywriting. 

“How to Make $100,000+ a Year Selling Simple Information Online in 
Your Spare Time.” 

“How to Double Your Response Rates at Half the Cost.” The Best of Bob 
Bly’s DM News columns. 

“How to Write Copy That Sells.” 
“Online Marketing That Works: How to Profitably Sell Your Product or 

Service on the Internet.” 
“Secrets of Successful Business-to-Business Direct Marketing. How to 

Increase Leads and Sales When Marketing to Business Prospects.” 
“Writing High Tech and B2B Copy for Fun and Profit.” 

Caples, John. Tested Advertising Methods. 5th ed., rev. Fred E. Hahn. Prentice Hall, 
1997. One of the classics in the field. 

Cone, Steve. Steal These Ideas! Marketing Secrets That Will Make You a Star. 
Bloomberg Press, 2005. An easy read with useful tips; particularly good for the 
illustrations of print ads. 

ConversionRateExperts.com, “Google Website Optimizer 101 – a quick-start guide to 
conversion rate optimization.” http://www.conversion-rate-
experts.com/articles/101-google-website-optimizer-tips/ 

Cook, Charlie. Various articles at www.marketingforsuccess.com  
CopySnips, The Copywriting Blog with Tips for the Busy Copy Writer. 

www.CopySnips.com , 
“5 Creative Ways to Hide Your Prices.” 
“Ripping Apart the ‘Prevention’ Example Sales Letter.” 
“Do You Use These Ultimate Copywriting Hooks?” 

Copywriting.com, “Ted Nicholas on Headlines.” www.Copywriting.com  
Foerster, Norman, and J.M. Steadman. Writing and Thinking: A Handbook of 

Composition and Revision. Paper Tiger, reprint of 1941 edition. A terrific 
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workbook on grammar and syntax, including whittling your sentences down and 
getting your punctuation exactly right. 

Forde, John. “15 Deadly Copy Mistakes You Can Easily Avoid,” and other articles at the 
Copywriters’ Roundtable, http://copywritersroundtable.com/ 

Fortin, Michel. Various posts on www.MichelFortin.com, such as “Apply the Law of 
Contrast to Build Desire” (on gap analysis). 

Fortin, Michel. The 10 Commandments of Power Positioning. Magical Marketing 

Strategies for Creating an Endless Stream of New, Repeat, and Referral Business. 
3rd ed. (v. 3.5), 2008. http://www.michelfortin.com/the-10-commandments-of-
power-positioning/  The Ries & Trout book (below) is the classic on positioning, 
but Fortin gives advice on how to position a product or company. 

Godin, Seth. Free Prize Inside! Portfolio Trade, 2007. I enjoy reading Godin, and plan to 
read more. Although I don’t always agree with his blog posts, they’re always 
intelligent and thought-provoking, and not strictly on copywriting and/or 
marketing (http://sethgodin.typepad.com) 

Halbert, Gary. http://www.thegaryhalbertletter.com/ I’ve read much but not all of the 
material here. He was one of the Big Names in direct mail, and his techniques still 
have tremendous impact. 

Hancox, Paul. Reverse Engineering the Gurus. Guru Reports #1. Guru Techniques 
Reports #1-2, Bonus Report #1. 

Hopkins, Claude. Scientific Advertising. Bell Publishing, 1920. Free download: 
http://www.geocities.com/MadisonAvenue/Boardroom/4124/.  I read this after 
reading a dozen more recent works, and was astonished about how much of their 
content had already appeared in Hopkins. This is a must-read text. The PDF 
above has some oddities, as if it was converted by OCR software; you might be 
able to find a better one, since the book is now public domain. 

Hopkins, Tom. How to Master the Art of Selling. Rev. ed. Business Plus, 2005. 
Jantsch, John, ed. The Greatest Sales Letters of All Time. A fascinating collection, with 

comments. http://www.ducttapemarketing.com/Greatest-Sales-Letters.htm 

Lasker, Albert D. The Lasker Story, As He Told It.  NTC Business Books, 1995. A 
transcript of a 2-day speech given by Lasker to his employees, originally 
published in 1963. 

Levinson, Jay Conrad. Guerrilla Marketing. Easy and Inexpensive Strategies for Making 

Big Profits from Your Small Business. 4th ed. Houghton Mifflin, 2007. I find lots 
of great tips in Levinson’s books, but it’s not always easy to find exactly what I 
want when I want it. 

Lewis, Herschell Gordon. On the Art of Writing Copy. 3rd ed. Racom Communications / 
Direct Marketing Association, 2003. 

Lok, Dan. "Top Secret Sales Letter Checklist of Million Dollar Copywriters." 
http://www.store4stuff.com/CopywritingChecklist.pdf 

Nielsen, Jakob. 113 Guidelines for Homepage Usability. 
http://www.useit.com/homepageusability/guidelines.html 

Ogilvy, David. Confessions of an Advertising Man. Atheneum, 1976. A great read, full of 
useful advice on advertising and marketing. 

Ogilvy, David. Ogilvy on Advertising. Vintage, 1985. One of the classics, by a master: 
thoughtful comments, great advice, lots of illustrations. 
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Pavlish, Mike. “Business to Business Copywriting Secrets." 
http://www.profitboosterscopy.com/Articles/BtoB_CopywritingSecrets.pdf 

Reeves, Rosser. Reality in Advertising. Alfred A. Knopf, 1961. Brief but excellent. 
Reeves pioneered the USP (Unique Selling Proposition). 

Ries, Al, and Jack Trout. Positioning: The Battle for Your Mind. McGraw Hill, 2001. The 
classic text on creating a memorable position for your product in the public mind. 

Sackheim, Max. Maxwell Sackheim & Co., “Seven Deadly Advertising Mistakes.” 
http://www.infomarketingblog.com/jewish-adman-swipes-a-catholic-saint-seven-
deadly-advertsing-mistakes/  A famous list, worth reading. 

Sattersten, Todd. Fixed to Flexible: Four Simple Lessons about Cost, Price, Margin, and 

the Options Available to the 21st Century Business. 
http://toddsattersten.com/2010/02/fixed-to-flexible---the-ebook.html Useful 
principles on pricing products and services. It doesn’t tell you what price to set or 
what margin to strive for, but it does tell you what factors to consider. 

Schley, Bill, and Carl Nichols, Jr. Why Johnny Can’t Brand: Rediscovering the Lost Art 

of the Big Idea. Portfolio, 2005. How to build a brand, in a logical sequence. 
Schwab, Victor O. How to Write a Good Advertisement. A Short Course in Copywriting. 

Wilshire Book Company, 1962. A classic text, including in Chapter 1 "100 Good 
Headlines and Why They Were So Profitable," which has often been reprinted 
elsewhere - for example, at 
http://www.abraham.com/articles/100_Greatest_Headlines_Ever_Written.html 

Settle, Ben. “Persuasive Catalog Copywriting Made Easy.”  
http://ezinearticles.com/?Persuasive-Catalog-Copywriting-Made-

Easy&id=1691961 
Starek, Yaro. Blog tips newsletter and other materials, www.entrepreneurs-journey.com  
Sugarman, Joseph. The Adweek Copywriting Handbook. John Wiley & Sons, 2007. 

Advice from one of the preeminent copywriters of print ads, based on his 
Advertising Secrets of the Written Word. 

Tharp, Twyla. The Creative Habit: Learn It and Use It for Life. Simon & Schuster, 2003. 
Good creativity exercises. 

Von Oech, Roger. A Whack on the Side of the Head.  Rev. & updated. Business Plus, 
2008. Good creativity exercises. 

Walker, T.J., with Jess Todtfeld. TJ Walker’s Secret to Foolproof Presentations. 
Greenleaf Book Group Press, 2009. Excellent advice, and an easy read. 

Werz, Ed., and Sally Germain. Phrases That Sell. The Ultimate Phrase Finder to Help 

You Promote Your Products, Services, and Ideas. Contemporary Books, 1998. 
Wilson, Ralph F. “12 Website Design Decisions Your Business or Organization Will 

Need to Make.” http://www.wilsonweb.com/ebooks/12design.htm  
Yudkin, Marcia. Various articles at www.yudkin.com, including 

“Better blurbs are more persuasive” http://www.yudkin.com/blurbs.htm 
“Business name and tag-line generator” 

http://www.yudkin.com/generate.htm 
“Creating a catchy marketing concept” 

http://www.yudkin.com/catchy.htm 
“Magical credibility boosters” 

http://www.epromos.com/educationCenter/qus27.jsp 
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“What does it take to succeed as an independent copywriter?” 
http://www.yudkin.com/copywriter.htm 

“Spruce up boring product or service descriptions with variety, voice and 
verve” http://www.yudkin.com/catalog.htm 

Zinsser, William. On Writing Well. The Classic Guide to Writing Nonfiction. 25th 
anniversary edition. Quill / Harper Resource, 2001. Read it, or read it again. 


