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About Satellite Six

Satellite Six is a Brand & Web Marketing agency, specializing in 
brand and digital marketing strategies in Construction, Medical, 
Sports, and Financial organizations. Our team of expert 
developers, designers, project managers, and marketing 
strategists serve clients by becoming their “satellite” marketing 
team. Satellite Six works tirelessly to help its clients dominate 
the competition and drive new lead generation to their business.

Visit satellitesix.com to see our results-driven process in action.

About Laura Benjamin

Laura Benjamin is Founder and President of Satellite Six. Her 
role is to provide expert guidance in building brand, website, 
and digital funnels to drive powerful marketing results for her 
clients. Her passion is crafting "WOW!" brand experiences, and 
translating those experiences to successful messaging, visual 
identity design, and digital presence.

Visit laurabenjamin.com (coming soon!) for free resources and 
guidance on how to leverage your brand for growth and profit.



Does your marketing copy suck?
Message is everything when it comes to building a customer 
relationship. When your messaging shows a customer that you are 
just like they are, that you understand their goals, values, and 
frustrations, they will see that your product is the one that will 
ultimately improve their lives.

Conversely, if you show a customer that you are all about yourself, 
they become disinterested and weigh you simply as a commodity 
price rather than on the unique value or benefit you provide.

When it comes down to purchase decisions, people don’t buy 
products. They buy better versions of themselves. They want 
what you offer - an improvement in their life. As marketers, it’s our 
job to show them what this means.

What’s in this guide?
This guide is intended to expose common mistakes when it comes 
to writing marketing and sales copy, and how simple changes in 
phrases and subjects can often mean major gains in marketing 
results. You’ll be able to take principles from this information and 
apply it immediately to achieve a more engaged customer base.

This guide won’t make you an overnight genius at marketing copy, or 
a snappy headline guru, but it will teach you some techniques to use 
to improve your outcomes as you evaluate the content you write in 
your client communications, brochures, sales kits, and website.



A Brief Story
A handful of years into my marketing career, I met a business owner 
trying to market his company, a regional construction contractor. He was 
amazing to listen to as he would share his philosophy about the company, 
his vision for where it would go, and what made it special for the internal 
team. He built great delivery systems to ensure high project quality and 
positive customer feedback. He knew he had a high-end set of services, 
and wanted everything to reflect that mindset, from upscale covering to 
sleek, precious metal textures on all materials.

He wanted his market to know what his company had achieved: to say to 
the customer, look at all we’ve done! Look at our credentials, look at our 
awards. Look at how amazing we look! He felt the best way to sell the 
company’s services to new customers was to boast about the accolades 
and show off past work.

The problem was, all of this focus inward - on “our” success and on 
“our” work - is near meaningless for the customer. As he directed the 
content creation for websites, brochures, and other materials, the 
“our-”centric focus of the message failed in every way to translate into 
value for the buyer, and the company started to struggle. The customer 
base lost sales rapidly to up-and-coming competitors, and what 
prospects the business had were disinterested.

It was incredibly easy for prospects to ignore his message, because it 
wasn’t for them or about them! And when the message failed to 
resonate, prospective customers commoditized the services against 
similar competitors and simply focused on the higher price. Selling high 
priced services facing heavy competition without justifying the value is a 
road to disaster.

The brand’s message failed because it was only about how great the 
business was, and no longer directly addressed their customers. It 
became about what the business wanted to say instead of what the 
customers needed to hear.



This error is so incredibly common because it’s our nature in business to 
want to talk about ourselves. I see this fundamental oversight in over 
90% of my new consulting cases. Companies who have years and years 
of growth and success behind them, suddenly have hit a wall because 
their message and brand no longer speak to a customer, or worse, turn a 
customer off by overly talking about their own brand.

The good news is, shortly after I got involved, we were able to turn around 
this particular company’s performance by making use of the marketing 
copy rules described in detail further in this guide. Before long, the 
business was back to generating great results with their ideal customers, 
and rebounded from those losses to an average of 8-10% annual growth.

What makes these techniques
so critical?
These techniques are so important because marketing is, at its core, an 
extension of human relationship building. It’s as simple as that. 

Think about the kinds of people you meet in your daily life. Which people 
stick out in your mind as those you would like to get to know better? The 
boasting, blustering one who brags up how great they are and only talks 
about themselves? Or the friendly, empathetic, “sure, I’ll help you with 
that, oh and by the way how are you?” person who cares enough to ask 
questions and understand your point of view. These techniques work 
because we shift the focus of the conversation off the business and onto 
what the customer truly cares about: themselves.

Let’s get started now, and create copy that shows your audience that you 
care about them and their needs. These techniques will show the 
customer that you are an expert in solving their challenges and therefore 
their best choice to buy from to change their life for the better.

Let’s get started and explore how you can start getting better results 
from your marketing copy!



Who is supposed to pay attention? Who is your ideal customer? If you aren’t 
sure, I highly recommend you visit satellitesix.com/avatar to download the 
Customer Avatar tool to help you define your best customer and what they 
care about.

What’s so often lost in businesses that hit a success streak is, just like in the 
story example to start the guide, the focus on the customer’s need is lost, 
and the promotion of business interests becomes the primary marketing 
goal instead.

The absolute #1 thing you can do to have more success when writing copy is 
to think from your customer’s point of view. Start by framing the problem 
the same way they would, and in the way they would say it. Don’t use 
business speak and jargon terms unless they are completely familiar to the 
customer, and are terms they would use to describe the same thing.

Let’s look at a quick example of how small tweaks to the message can mean 
much greater resonance with the customer. In this example, let’s look at a 
message intended for a customer shopping for a steel roof:

We’re the area’s #1 steel roofing dealer. We carry several different 
styles and colors, and we’ll even recommend what will look the 
best. Come to our showroom today and let us show you the great, 
long-lasting quality our steel roof provides.

If you’re looking for something that will last for the long haul, 
consider a metal roof. A metal roof will look attractive on your 
home, and protect for a lifetime - as long as 50 years! If you’re the 
type who likes to do it once and never worry about it again, visit 
our showroom and you can see for yourself how a metal roof by 
(company) will beautify and protect your home.

RULE 1

“What does our audience care about?”   
not “What are we all about?”



The desire to inform a customer that this company offers steel roofing is 
achieved in both examples. What the second example does, rather than 
outright tell a customer, is demonstrate what they do through key points:

Where it further succeeds is that it also shares value and focuses on the 
real motivators behind why a customer might want these features, and 
about the value it provides for them.

Does the customer need to know that they’re the area’s #1 dealer? This 
could be an authority trigger, but is often a non-starter in early stage 
relationship building. If you decide to use a statistic like this in your copy, 
reserve it for use in the close to confirm a buyer’s decision and confidence, 
not in the marketing when you’re trying to attract them. 

The bigger lesson here is to stop talking about yourself and talk about 
your customer instead. Find ways to show what you do through the 
customer’s eyes, and the real, tangible benefits they will get from working 
with you. It’s a technique that naturally dodges a prospect’s filter set to catch 
and dismiss sales messages. The message instead flows naturally from the 
way they are already thinking.

When you do this well, it’s almost like you’re in the customer’s head, agreeing 
with their inner voice that you are the best option for them. Customers are 
wary of messages pointed inward by a company who overly boasts in their 
content for the same reason people rarely like spending time around a 
narcissistic person - it’s a clue that they are only in it for themselves.

And believe it or not, whether you tell them you are the best or not, when 
you talk to a customer on their level in a way that shows you are the best at 
understanding them, they will almost always see you as the best option to 
hire in the end.

1. The roof will last a long time
2. The roof will make your house look good
3. They understand you probably call it a metal roof rather than the 

more technical term, “steel roof,” used within the industry



Let’s do a quick exercise to diagnose problematic copywriting. Go to a page 
of marketing copy on your website or in other written marketing material for 
your organization. Now, do the following quick copy count:

Not sure you believe this? Here’s a real world example, and the same 
passage refocused to be more you-centric:

We are the experts in creating unique spaces. Our award-winning design 
team has created hundreds of amazing spaces for local families. Check 
out our reviews on AngiesList and HomeAdvisor - Our customers love us 
and in many cases come back year after year to continue to improve their 
homes. We’re your number one choice in home improvement!

Your family has a flow, and your space should reflect those unique needs. 
When you work with (Company name), you’ll discover how your space can 
transform from humdrum into something amazing that you’ll enjoy for 
years to come. And as you find your needs and family changes, you’ll love 
having a team of home improvement experts behind you to show you 
how minor changes can have a major impact on your home.

For more about how your home can benefit from a (Company name) 
transformation, be sure to read reviews on AngiesList and HomeAdvisor, 
and judge for yourself. We’re confident that you’ll like what you see.

RULE 2

YOU! YOU! YOU! YOU! YOU! YOU! YOU!  
(It’s not about us - it’s about YOU!)

•  For every instance of You, Your, or similar customer-focused pronoun, 
score yourself one point.

•  For every instance of I, Our, We, or similar self-centric word, subtract 
one point from your score.

8+ Points: You’re doing great. Keep it up.
3-7 Points: You’re on the right track. Time to add some more “You” statements!
-2-2 Points: It’s balanced, but a customer feels like this isn’t about them.
-3 or fewer: This copy is telling your customers that it’s all about you, not them.



Which example sounds more inviting and compelling? These two samples 
may be using extremes, but demonstrates the great impact shifting from WE 
to YOU can have on your marketing copywriting.

Customers are extremely sensitive to this in marketing messages. If all you 
do is talk up your accolades and how great you are, while addressing none of 
the problems or hopes of the customer, you will fail every time to gain their 
interest. Awards can do a lot to build authority and trust, but do nothing to 
demonstrate your actual competence at solving the deep drivers for why a 
customer might want to hire you in the first plase.

When in doubt, always find a way to lean toward YOU.



Does your customer understand that you designed this product or service 
specifically with them in mind? Demonstrate that your product is tailored 
specifically to them, because of the frustrations it solves and the goals it 
helps them achieve in their lives

This is your absolute best way to stand out against a sea of competitors. 
Some refer to it as choosing a niche, however segments could be defined in 
such varied ways from similar interests to their preferred method of 
purchase. Regardless, the reason this method works so incredibly well is, as 
a customer starts weighing the available options in their purchase decision, 
personalization is heavily weighted.

If your brand says to a customer, we understand you and the reasons you 
might want this, they are significantly more likely to buy from you. This is 
especially true if you’re in a market where your competitors are not well 
focused, or perhaps focused on the wrong thing (themselves or their 
product, rather than the customer). By using this technique, your product 
will stand out and be THE choice for the market segment you have defined.

So what does this mean? It means use the opportunity in your marketing 
copy to point out the exact issues you already know this type of 
customer is facing. Point to their hopes, dreams, hesitations, and fears. 
Write content with the goal being to show consumers that your company 
gets these issues and has figured out the answer, specifically for them. Show 
prospects that your brand stands for more than itself: it represents a better 
life for this core audience.

The key here is to recognize that as much as we might like to, we are never 
selling to “everyone.” Having a high and broad market share is near 
impossible, and those organizations that do have such share achieve it 
through promotion of many brands, sub-brands, and brand extensions 
focused on specific market segments - not through a single “catch-all” brand.

RULE 3

We made this special, just for you.
(And nobody else!)



Instead, you should aim to have a near 100% market share of a narrow 
band of customer segments which you define and for whom your 
product will have the biggest impact. Your product will always attract 
certain types of customers more than others, and part of your marketing 
mission should be to figure out who those customer types are.

Once you understand who fundamentally engages with your product and 
what the true benefit they’re buying truly is, you can build focused 
messaging and a clearer picture to drive growth within that market segment. 

Show them you are the correct choice by talking directly to them, about 
them, as they wade through a sea of non-specific alternatives marketed too 
broadly to attract their attention.



Don’t lead with product specifications. Don’t bury the benefit, the 
transformation and fulfillment of customers under technical, service, or 
company data. Don’t outright tell them you are the answer.

To truly have an impact and influence customers, you must show them by 
leading with transformational storytelling.

Tell the story of the customer journey and transformation. Allow the 
prospective customer to put themselves in the shoes of similar customers, to 
see where these customers who started just like them are now, and where 
they themselves will end up by choosing your brand over the alternatives. 

Depending on your industry, you can also tell the story about those within 
their customer type who chose not to hire you and their potentially flat or 
negative outcomes. Your message has the most impact when it shows 
customers just like them achieving their goals and solving frustrations.

This doesn’t have to be a long and drawn-out process. It can be as simple as 
a photo showing the after state and describing the benefit and 
transformation through a headline, or a TV spot that shows how your 
customer type starts frustrated but gets their act together over the span of 
the ad. Tap into these primal drivers in your messaging and your 
message will resonate!

Failure to connect on this level doesn’t mean your organization can’t get 
sales. Instead, they’re just harder-fought sales during which you are 
commoditized and price is more heavily weighted in comparing available 
alternatives. Instead, this technique shifts the focus of the conversation away 
from price and more toward personalization and the understanding that the 
customer is buying this future, better version of themselves.

RULE 4

Share the transformational journey  
(Where are they now, and where will they go?)



But wait, you say: doesn’t this mean that I am missing the opportunity to tell 
prospective customers what my company does, and the services we offer? 
Not at all. Great marketing copy and campaigns should explain the product 
and what it does through the story. It should show the product or service in 
action and bridge the gap between that product and the outcome.

This approach may be a rethink of your current sales and marketing process, 
but when you embrace this mindset, you begin to realize that no business is 
really in the business of selling their actual product or service - That’s 
the internal company mindset, the incorrect assumption that because your 
company cares about it your customer must care about it too.

What your business is really selling is the tangible, emotional outcome 
that changes the life of your customer for the better, and your marketing 
will be most successful when it focuses on that over product specifics.



The next step is to take a look at your own marketing copy and materials. It’s time to shift your 
mindset toward marketing on the benefits and outcomes your business provides rather than 
on the specifics of how you deliver that product.

Further define your best 1-3 types of customers using our free Customer Avatar tool 
(Download your own copy at satellitesix.com/avatar)

Gather up your top 3, most-used marketing pieces. Review and determine how often you 
use customer-defining statements (you, your) vs company-defining statements (I, we, 
our) in your marketing materials.

Once you do, take these same documents and start to rewrite major points by shifting the 
phrasing around to focus on YOU (the customer) as much as possible. To do this, 
write a statement, then re-read it a few times and ask yourself:

Does this focus on my customer and tell them what’s in it for them?
Or, are we merely telling a customer what we do?

From this moment on, shift your thinking to customer-centric. Evaluate absolutely everything 
you write intended for customer consumption from a customer’s point of view. Ask yourself, if I 
was one of my top 20 customers, is this something that would make me excited? Would I care 
about this? Or is this just us talking about ourselves?

Bottom line, if your marketing copy isn’t pointing toward --

1. Solving a problem
2. Showing a benefit
3. Sharing the journey

-- then, chances are it’s something that’s either diluting your message or is something that is best 
cut from the overall piece. Reserve those cut items for technical documentation that isn’t part of 
your attraction-stage marketing.

As you start working through these methods, the best way to continue developing your brand 
messaging is to work with my team and me for a Success Blueprint. The Success Blueprint is 
designed to help you plan out the next steps for your brand, and start to brainstorm and strategize 
many of the customer experience, messaging, and identity factors that will  serve to excite your 
customers and grow your business. Or, if you prefer, I also do provide 1 on 1 coaching for qualified 
clients that will help you take the right next steps.

And you’re always welcome at satellitesix.com, where we’re on a mission to provide great ideas 
and content in our blog. Whether you’re a client of ours or not, our goal is to help you better 
understand how brand strategy and digital marketing tools will help propel your business to 
growth.

For more details on these programs, I encourage you to call me or a member of my team at 
715-869-3006 or email info@satellitesix.com. We are excited when businesses break through 
their ceiling and get to that next level.

Laura Benjamin
President, Satellite Six LLC

OK - We’re Done! What’s Next?


