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Releasing this book is a huge honor and a joy for me.


I'm stoked to give more people the chance to learn about
Copywriting. And to get to this point, I had to work my butt
off.

I wouldn't have achieved half of what I have in my life without
the support and help from my parents: Luiz and Claudia.

My sister, Michelle, with all her happiness and energy, keeps
pushing me forward too.

I could mention many other important names in this journey, but
I'd definitely forget some, and that wouldn't be fair.

So, I dedicate this book to these three amazing people in my
life. And everyone who's part of my life knows how grateful I am
for each one of them.
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Creating engaging content with the power to persuade isn't an easy
task. Winning over an audience and turning readers into fans
requires knowledge and the application of various techniques. This
is where Victor Palandi excels.




As a friend and admirer of his work, I can assure you that in
the following pages, you'll find a bunch of techniques and
strategies that will help boost your conversion rates, and more:
you'll learn how to communicate effectively, which can improve your
personal and professional relationships.



Taking an idea from imagination to paper is one of Victor's
talents. With over 10 years of experience in copywriting, he's a
successful writer and a go-to authority in the field.



His young age surprises many when they find out the extent of
his knowledge. That's because he's been dedicated to learning and
sharing information from an early age.



On the very first day I launched Monetizze, a platform for
affiliates and producers, Victor was one of the first content
producers in the business. From the start, he saw his knowledge
generate revenue. I'm thrilled to see all his accomplishments, like
this book - the first one published in Brazil about
copywriting.



Victor teaches, using a practical and straightforward
approach, how the right words create value and help achieve goals
in communication, whether in professional, personal, or academic
settings.



Each chapter that follows will provide enough information for
readers to write captivating and attention-grabbing texts while
achieving results, like increasing sales or strengthening
relationships.



The insights shared here can be applied in various situations
in our lives. Once you start practicing copywriting techniques,
you'll see that persuasive communication generates value, builds
credibility, and fosters closeness with your readers.



With the right communication for the right audience, positive
results are bound to follow.



MÁRCIO MOTTA


CEO OF MONETIZZE
GROUP
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Whenever I explain what
Copywriting
is, many people tell me: "Wow, I didn't know that was the
name!".


In a nutshell: it's the art of
persuading through words, using specific techniques that lead
people
to take the action you desire.

Therefore, I like to call
copywriting "persuasive communication" since it's easier to
understand - and it's in Portuguese.

In the United States, this concept
is already strong and well-established. Companies search for
copywriters on recruitment sites, knowing what these professionals
will do and what purposes they will be needed for.

In Brazil, it is still often
confused with journalism, advertising, and marketing. The truth is
that Copywriting is a bit of all these things.

You need to have some of the
communication skills that journalism teaches, the ability to
promote
a product or service, as we see in advertising, and the
intelligence
to attract attention and interest as we learn in Marketing.

And precisely because it is such a
powerful combination, the results are also immense. Copywriting is
a
game-changer for small businesses or independent professionals for
two reasons:

 



1 - IT'S EXTREMELY EASY TO
APPLY!

Since it's only about the correct
use of words and persuasion strategies, there's no need to hire new
employees, buy machines, or anything like that.

 



2 - AVOID FIGHTING COMPETITION
ONLY
WITH CAPITAL!

In a money fight, the company with
more money will win. However, using Copywriting, it's possible to
achieve better results with less investment.

Take, for example, the "Queima
de 48 Horas" ("Q48") training. It's a true sales
phenomenon, generating eight-digit revenues online.

Vinícius Possebon, the product's
developer, is an ordinary person who decided to launch an online
weight loss training.

Thanks to the use of Copywriting
techniques, he attracted more and more customers. Through words, he
convinced tens of thousands of people to buy his product.

If he were to fight against the
competition (other weight loss products) only with money, he would
spend much more and have lower conversion rates.

For example, a TV ad could cost
BRL
500,000 for 30 seconds. Not feasible!

He outperformed competitors with
his
persuasive power, showing people that Q48 was the best solution for
them.

So, I want you to reflect on
this:

What if you could increase your
sales with the same level of effort you're using today?

Let's assume that your conversion
rate is 1%. So, for every 1,000 visitors, 10 people buy a BRL 1,000
product.

By changing some words and making
the communication more persuasive, you can suddenly have a 1.1%
conversion rate. WITHOUT CHANGING THE NUMBER OF EMPLOYEES. WITHOUT
INCREASING AD BUDGET.

So, for every 1,000 visitors,
you'll
sell to 11 people. In a year, if your revenue is BRL 200,000, it
becomes BRL 220,000 simply because you changed some words.

And I'm being quite
conservative.

In some cases, the conversion rate
doubles just by changing the order of information on the product's
sales page.

The results are quick. No need to
invest anything more. And at the end of this read, you could be
making more money.
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Those who first encounter the term
Copywriting may think it's something unethical or wrong.


This is far from the truth.

What we, copywriters, use are
persuasion techniques. See the following definition by the Aurélio
Dictionary:

"Lead conviction to someone's
mind."

So, what we do is use
communication
through arguments to present our point of view and bring the person
to our side.

There is nothing wrong with that.
After all, we are persuasive every day.

Imagine that your father needs to
go
to the doctor for exams, but he is stubborn and doesn't want to
leave
the house.

Probably, you will use persuasive
communication to convince him to get in the car and go to the
hospital.

"Do you know your
granddaughter? So, she's in my wife's belly, and it would be great
if
she could meet her grandfather. But if you don't go to the
hospital,
you could have a heart attack and die at any moment. Do it for her,
let's go."

This is an example of an argument
based on Copywriting techniques. It's quite persuasive, isn't
it?

Now, manipulation is entirely
wrong
and the opposite of what I will teach throughout this book.

Manipulation is "a set of
highly aggressive, dishonest actions aimed at making someone change
their belief or behavior to benefit the manipulator." (ZUKER,
1993, p. 70).

Notice how the outcome tends not
to
be good for the person. In other words, the infamous "low
blow."

The truth is that Copywriting only
makes the person take action they already desire, even if
unconsciously.

For example, in the case of the
father who doesn't want to go to the hospital, he probably wants to
go but has some reservations.

"Will they admit me? Will I
have to take a lot of medicine? Do I have enough money?"

Notice that he wants to go to the
hospital, but he doesn't go because of obstacles, or as we usually
call them, objections.

So, while manipulation makes you
toy
with the person to make them take an action they don't want,
persuasion only makes them do what they already want to do.

Of course, we can be very
aggressive, but still, we only sell to those who want to buy.
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So, we shouldn't manipulate
people,
but instead, look for their inner motivations to make them take the
actions you want.


I usually use sales as an example,
but copy can be applied to other purposes:

• Get phone calls;

• Grow your contact list;

• Reduce the number of
cancellations;

And so on. In short: anything that
involves some kind of action.

And here's an interesting
thing...

No matter what it is, our
decision-making is based on 21 motivators, known as Copy
Motivators.

Each product, service, or offer
triggers a different motivator. Sometimes, if you want to save
time,
you buy a productivity app; other times, you want a stylish blazer
just to feel important.

It's essential to identify the
Copy
Motivator that's most connected to what you're promoting.

LET'S GET TO KNOW EACH OF THEM
BELOW!

 





BEING ACCEPTED

Whether we like it or not, we seek
acceptance in some environment or by a group of people. Some want
to
be accepted at home, by their parents; others join biker clubs;
others join organized fan clubs; and so on.

Either way, we live in a
community,
and many of our actions may be aimed at fitting in better and
feeling
more accepted in the world.

 



BEING APPRECIATED

We want people to like us. Even
those who say they don't care about it, at some point, want to feel
appreciated, even if it's by their father, mother, or child.



















