
Class Seven
Element: The Headline and

Simple Design

Heart Centered
Copywriting

Writing sales pages
for your offers with

love and effectiveness.



The Headline
Element 16:

The Headline

The sentence in bold and a large font, at the very top. The first thing
people see when they arrive on your page.

    Name:

    What it is:

    Why it’s Important:

Because many don't have patience to figure out what's on the page,
it does the job of orienting the new person to what the page is about
and whether it's relevant to them. A great headline simply means the
person continues on. A bad or boring headline means there's a
chance the person leaves before they read more.

I want to emphasize that the headline is not trying to sell the offer.
It's simply making a very strong case to the right people that this
page is relevant to them.

    The Spiritual Work It’s Doing:

It's the doorway to your page. It is the brief but critical moment of
contact that let's people know if they want to be here or not. Also, in
naming a problem, issue or yearning, the reader can quickly feel seen
and validated.
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    How You Create It:

 A lot of time, energy and money is often spent trying to write the
perfect, compelling headline. Instead, let's try to write a functional
headline that works. And, if there's the opportunity, to then iterate
and elevate it beyond that.

Writing a strong headline is both an art, and, at the same time, can
be remarkably straight-forward. To create a strong headline, start
with identifying (1) the central problem/issue/yearning that your
offer addresses and (2) the primary audience the offer is for.

If you are like most who do complex or nuanced work with clients,
there won't be one single problem or issue you deal with. However,
there can be one central one, one organizing one, the one you would
put on a signpost because it's so common to the majority of your
clients. It's going to be imperfect, because it will be rare to capture
everyone with just this one statement.

Instead, you are aiming to be extremely relevant to a good 80%+ of
your audience, and hopeful that the other 20%+/- will take a deeper
look based on relationship and trust with you.

To put it in simpler terms, the headline is meant to echo the
question, issue or problem that the majority of your clients are
struggling with. 

A headline can be posed as a question, or it can be a statement. And,
very often, it includes something that identifies the audience.

For instance: "Do you want to lead groups effectively in your
business?" Here, the identity of business owner is implied.

Another example: "Copywriting for heart-centered business owners:
Learn how to write sales pages for your offers with love and
effectiveness."
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   What to Watch For:

Avoid trying to address too many aspects of your audience’s
challenges. This will water it down and your headline will lose clarity.
That is, avoid trying to name too many problems or issues.

And, avoid speaking in practitioner language, or using any language
that wouldn't be instantly understandable, without having to think
about it, to your audience.

On the page, avoid hard-to-read fonts, and avoid putting images or
textures behind it that make it difficult to read.

   If You Don’t Want To Use It:

You need a headline. Otherwise, it's just text on a page that requires
too much effort to figure out what when someone first arrives.

   Where it goes and why:

It goes at the top, in a large, bold, easy-to-read font, without images
behind it, or difficult-to-read script, so that in 2-4 seconds someone
knows whether they are in the right place.
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    Example:

From our Leading Groups in Business sales page.

From our Marketing to Strangers sales page.

From our Heart of Money & Power sales page.
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Simple Design for Sales Pages

Some insights into how to make your sales pages more fun and easy
to read.

    Name:

   What it is:

    Why it’s Important:

The best copy in the world won't work if the design is making it too
difficult, or simply too boring, to read.

 The Spiritual Work It’s Doing:

Even very simple design brings beauty, which our hearts yearn for.

    How You Create It:

There are some very simple things you can do to bring design onto
your pages, without being a designer.

Remember the number one intention is readability, so don't let
design get in the way of making it easy to read. 

Color for subheads: You can make your subheads colorful, which can
make them more fun, and simply make them pop more. You'll want to
use darker colors on lighter backgrounds, because light colors, even
if you love the color, can make it difficult to read.



Also, if you change fonts, make sure you have an eye for easy-to-read
fonts. There are ornate or script-like fonts that are very beautiful,
but not easy to read. Avoid them.

Color for sections: You can use color as a background to sections of
your page. Sometimes you'll need to make the text itself a very light
color. 

Photos: You should add your photo to the About Your section, and
you can add client photos to testimonials.

Images: Either photos you take, or stock photo sites, you can use
them judiciously to bring in some eye-candy. I personally tend to
avoid stock photos of people because they tend to be drained of
personality and connection, and bring in a corporate
website vibe.

But images of tea cups, or flowers, or bees, or whatever that
helps represent/reinforce what you're saying on the page can be
helpful.

I recommend looking at other people's sales pages, ones that you
like, and find the simplest design elements that inspire you.
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     How You Create It (cont):

    Where it goes and why:

You'll want to sprinkle any of these design elements throughout your
page, creating that eye candy and changing up the look to keep folks
reading your page engaged, even delighted.

Boxes: Boxes can help a
section or testimonial pop in a way

that is helpful.
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    What to Watch For:

Too many changes too rapidly can be overwhelming. Similarly too
many colors, too many images can give the mind too much to
process. If you had just three colors that you shifted between as
backgrounds, that could be enough.

Also, avoid putting images or textures behind text, even big
headlines. It can be too distracting and make it very difficult to read.
There are ways around it, such as putting what's called a "screen"
which is a semi-opaque box behind the text, can help. But, that
starts to get more complicated.

Finally, I would strongly advise against GIFS or other moving images,
because that can be overwhelming and distracting, so that it's
difficult to stay focused on the words.

    If You Don’t Want To Use It:

I recommend using at least a little color, even if it's just the
subheads. But these simple design elements can help tremendously
with readability. Yet, if you don't have the technical ability, don't let
a lack of color or design slow you down from launching an offer.
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    Example:

From our Marketing to Strangers sales page. A colored headline,
and an image help this to pop a little.

From our Marketing to Strangers sales page. Simple changes in
subhead color help the readability of the page.
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    Example:

From our Marketing to Strangers sales page. A section in a different
color, with my photo, helps provide contrast to this section. 

From our Marketing to Strangers sales page. A color box helps this
testimonial stand out.


