The Guest Client Experience

Welcome to the journey



Why I created this course;

« Great writers are not getting the work (and the
payment they deserve)

 It's not about your writing ability
« Working with clients is part art/science/dance

* Practice creates confidence - confidence is
EVERYTHING

« Take a real brief + watch others take a brief/present
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Why I created this course;

o Started back in 2004 in the ‘live’ course
* |t was the highlight of the course

« Gave students what they needed:
— work experience
— portfolio
— testimonial
— confidence

MW



Why I created this course;

« Safe, supportive space to get that practice/feedback
* Dress rehearsal for the real thing - ‘real’ but artificial

« Create a supportive community for you to rely on
after the course

« Give you a process to work with when you are
working alone

MW



Why I created this course

« My success is your success

« The work is out there - just need to believe you
are worthy of getting it

» Develop resilience
* The more you do it, the easier it gets
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Resources:

» Everything will be recorded; you can access it at
any time over the 6 weeks

* You will get access to it for 2 months after the
programme has finished

« Most handouts/resources are there; some will
be added week by week

* Binge!
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» Help each other - you are not competitors

« Key mantra - how can | help others get what
they want?

|t won't always be the person you help who
helps you
» Play the long game - give to get

MW



What you can expect of me:

« Tough but kind, firm but fair, challenging but
achievable

« Open my ‘contacts’ book if | can help
'l answer any question

 I'll share my 30+ years experience - the good
and the bad

MW



What I expect of you:

e Please be on time

« Show up even if you're tired - no need to
participate if you don’t want to

« Show positive regard for others
« Leave ego at the door - you are not your work
—'have a high tolerance for humiliation’

MW



How to get the most from the course:

» Access the resources- we only have 15 hours
face to face - invest time in your education

» Be honest - vulnerability is good

« Be brave - notice the fear, be curious

« Do the work - allocate the time

« Start early - don't leave it til the last minute
* Fearis a bad place to work from

601»—7,504%(_,



The Guest Client Experience

The Curriculum



Week 1: May 16 — Induction, overview, set-up

* Overview

« How to get the most out of the course
» Meet your colleagues

« Set up for next week

 Introduce the Learning Hub

» Ask questions!
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Week 2: May 23 - Client Briefing Session:

» 3 clients comingin

« 4 students per group

« Break out groups

« The clients will be briefed on the programme
* Chosen for their attitude

« Take the brief as a group - more on this later

MW



Week 3: May 30 — Guest Speaker — Mark Farrelly

» Leading copywriter with 30+ years experience
« Agency and freelancer

« Brand and direct - all mediums

« How to take the brief and convert into copy

« How to present your work

e How to create a creative rationale
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Week 4: June 6 a)Dress rehearsal and Canva coaching

* Group 1 x 6 people x 1 hour - Canva coaching
with Monique

« How to take your copy and make it look good

» Create an account, upload copy, choose a
template, make it look good, edit, tweak,
download etc.

« Bring copy to this session. 7 days to write a draft
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Week 4: June 6 b) Dress rehearsal and Canva coaching

* Group 2 x 6 people x 1 hour - Present your work
to Nikhil Rughani and the group and get feedback

» 5-7 minutes each - choose one piece
« Group feedback as well

* You'll be with your buddy but all others will be
from different groups

« Then swap - you'll get to work with Monique
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Week 5: June 13 — Present to the client

« Meet with client in your break out room
» Present your work individually (15 minutes pp)

« Everyone can see but you'll act as if they're not
there - your work will be different

» Everyone will present their work and then the
client will speak

 Debrief with client
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Week 6: June 20 — ChatGPT masterclass,

create content and wrap up

» GQuest speaker - Nikhil - to show you his Al
process for creating content

« Wrap up, next steps, how to move forward



Who will you be working with?

1




Buddy allocation:

ik




Group A — Alex Knight, Business Coach

* Justine

« Claire
 Peter

« Mohammad



Group B — David Knaggs — TikTok Videographer

« Kacey
« Kylie
» Craig
* Terri



Group C- TBA

* Jennelle
» Elizabeth
« Phil

* Nnenna



Team captain: Volunteer?

* Role:
« Represent the group

 Feed back to me

» Coordinate something with the client - one
point of reference, rather than 4 people

 Kick off the meeting

MW



Team Captains:

» Group A:
» Group B:
» Group C:



About you...

« 2 minute introduction from you
« Name/Suburb/state

« What you do for a job/have been doing for last few
years

« Why do you want to be a copywriter
» Challenges, dreams, fears

« What is one thing (most) people don't know about
you

MW



Time to meet each other

« Breakout groups - 2 mins per person
 Nominate a time keeper to keep track
 Nominate person 1, 2, 3, 4 eg who goes first
« Swap over and meet new people

« Contactlist? Yes/no? You will meet others in
other sessions

MW



Take 5 min break to stretch legs

« Come back and we'll break out into the ‘meet
and greet’ session

* Go through the resources
* Prepare for next week



The Guest Client Experience

Taking The Creative Brief



Week 2: May 23- Client Briefing - Expectations:

» You'll create 2 x pieces of work for that client
— Eg flier, emailer, web page, Facebook ad etc

* No payment for the work takes place

* You get the experience, they get the work
« They may contact you for future work

« They may provide referrals

» Please don't expect it
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Week 2: May 23 - Client Briefing - Expectations:

* They will give you:
— testimonial
— portfolio piece
— some feedback (we have a dedicated feedback session)



Taking the Client Brief:




Advertising Agency vs Freelancer:




* 90% of copywriting is bad because the brief is
bad

« Who's fault is it?

« Ever hired a lawyer, architect or accountant?

« The good ones help you understand the process
« Good copywriters take good briefs
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Taking a brief:

« 3 players in the creation of the piece

1. Account service (take the brief)
2. Copywriter (creates the copy)
3. Graphic Designer (designs the piece)

» Most ad agencies provide all roles
« As a freelancer, you provide 2, maybe 3 roles
« Writing copy requires 2 sides of the brain
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Client Briefing: Calls on 2 sides of the brain

Analytical
thought

Detail Oriented
Perception
Ordered
Sequencing
Rational
Thought
Verbal
Cautious
Planning
Math/Science
Logic

Right Field
Vision

Right Side
Motor Skills

Brain Lateralization

Intuitive
Thought,
Holistic
perception
Random
Sequencing
Emotional
Thought
Non-verbal
Adventurous
Impulse
Creative
Writing/Art
Imagination
Left Field
Vision

Left Side
Motor Skills




Taking a brief:

1. Account Service: taking the brief (week 2)

— Right side: detective, analytical, curious, not coming up
with solutions, challenging

2. Copywriting: after brief is taken (week 3-4)

— Left side: creative, tangential, messy, chaotic, intuitive,
random

3. Pitching: presenting the copy (week 5)
— account service + copywriting + graphic design
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Good copywriters are consultants...not ‘order takers’

« Ourroleisto
— Educate the client about what we do
— Help them give you a good brief
— Manage their expectation
— They don't know what they don't know
— Take control

— They want to feel safe and know you know what you're doing -
even if you don't! Fake it

— They are as nervous as you - giving the brief and getting copy

MW




What to expect at The Client Briefing:

* Arrive as normal

« Clients will do a 1-minute introduction to all

» You'll go into your break out rooms

 Introduce yourselves - 1-minute

« Team leader kicks off the meeting with the
Script

| have pre-briefed the client on the process

Cory Stheel



What to expect at The Client Briefing:

« Artificial environment - group chat

— Take turns, don't chew the airtime/pull your weight
— OR

— *Allocate time for each to speak (5 mins) and then take
turns and rotate around

« Decide as a group what format you'll take

MW



What to expect at The Client Briefing:

 Listen - don't wait to speak, be present
 Follow the Briefing Document - to be covered
« Add extra questions if you want

« Decide as a group re tactic - take in turns?

* You have lots of time - don't rush it

« Take notes - it won't be recorded
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What to expect at The Client Briefing:

« Don't worry about writing copy yet, pricing,
testimonials, presenting, after the course - just take
the brief

« Get as much info on the night as you can

 It's unwise to go back to them for more briefing time
unless necessary

« Team Captain can ask follow up questions for the
group if needed
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There's no right way to take a brief

« Some people are methodical

« Some people go with the flow

« | recommend you follow the Client Brief for now
« Make sure you cover all questions

« Once you feel comfortable, do as you please

MW



There's no right way to take a brief

* |n the real world, send them the Creative Brief
but don't expect them to fill it out - tell them
that

» These clients already have the blank Creative
Brief and the Customer Avatar document

« Butyou still need to take the brief
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Before you arrive at the Briefing Session:

» Research the client as much as you can

* Don't start writing copy

* Bring your documents (more on that later)

* Breath, relax

« Connect with ‘why’ - ‘I'm here to help’

» Chit chat for a few minutes - smile, relax, rapport
« Ease into the briefing discussion

MW



Script for future briefings: (will be in resources section)

« “Paul, it's great to be able to work with you on
this exciting project. | am really looking forward
to it.

« What I'd like to do today is take a copywriting
brief....

 For full script see Resources section on website.
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Script for future briefings: (will be in resources section)

« “Paul, it's great to be able to work with you on this
exciting project. | am really looking forward to it.

« What I'd like to do today is take a copywriting brief
so that | can get as much information about your
business as possible.

« To do that, I'll need to ask you a bunch of questions.
You may not know all the answers but | don't expect

you to. I'm here to help you and we'll work it out
together.

WW



Script for future briefings: (will be in resources section)

« For me to write the copy you need to succeed, | may
need to challenge some of your assumptions and ask
you to provide evidence or examples as to why you
think that way.

s that okay? (yes)

« For us to make best use of our time together, and to
stay on time, | may need to interrupt you occasionally to
ensure that | get the information | need.

 |s that okay? (yes)
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Script for future briefings: (will be in resources section)

* | may sound nosy, or inquisitive or like a detective,
but my aim is to become as knowledgeable about

your business as quickly as | can so that | can get
you the results you need.

« So would it be okay if | lead the conversation from
here on? (yes)

« Are you ready to kick off/get started? (yes)
« Awesome.
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Now you have authority and permission:

« To take control

« Ask what questions you like

* Challenge them

* Interrupt

» Disagree

» ...and they'll love every second of it - it's deeply
flattering to be asked about your business

MW




» Do copywriters do the design? No

« Graphic Designers do BUT you can if you want
« But a knowledge of Canva is helpful

» Helps you work out word count

« Helps client see how good it is - Canva Coach

« Mark will cover off how to present without
Canva too
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Post brief: send a ‘contact report’

Contact Report:

— Send them a thank you note for their time

— Sum up what you'll do for them

— Send F and B spreadsheet - in the real world, not here

— Nominate time frames - helps keep you accountable - first

draft ready by....
If you run behind, tell them

Deliver on the day - set a ca

601»—7,504%(_,
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endar date to meet



Pitch Session

« What you'll present:

« 2 pieces x 15 mins to present your work
« Same brief as everyone

* Present on your own in front of everyone
 Client will debrief at the end

» More on this later in the course

MW



The Guest Client Experience

Tools of the Trade



The 4 Briefing Documents you need:

1. The Creative Brief + top 20 questions

2. Customer Avatar Sheet

3. Top 25 Reasons Why People Buy

4. The Features and Benefits Spreadsheet



1. The Creative Brief




» Service = Puppet Troupe
« Target Market = Primary School Teachers



Copy Sthoel

CREATIVE BRIEF

Date | |

COMPANY DETAILS

Company name ABN
Business address

Contact person Job title
Email Phone
Web address

SERVICES REQUIRED
Description of project

What needs to be created?

Mature of product/service

Description of product'service

Timeframe / deadline

Background to this job

Why are we doing this; why is this
piece needed?

Objective(s)

What do you want to achieve?
Objective(s) need to be specific
and measurable goal(s).

Target market

‘You may have more than one.
Mominate them in order of




Copy Schosl

importance to you. Be as specific
as possible about the ‘person’
you're targeting, not just the type
of industry or compary.

Features and benefits

What will this service/preduct do
for your customers?

How will it make their life easier /
richer / happier?

Creative proposition / single-minded proposition

What's the most important
message you want to leave in the
consumer's mind?

Supporting evidence / proof of

claim

What testimonials, examples,
awards, accolades, etc. can you
supply?

The offer / incentive

What can you offer the reader that
will compel them to consider you
{rather than your competitors)? It
needs to be high value and
relevant but low cost, e.q.: free
repor, free audit, free
consultation, free DVD.




Copy Schoel

Campaign timing

Is it seasonal?

Iz there a theme that needs to be
incorporated into the piece?

Essential requirements / mandatories

What must appear on the pieca,
e.q.: trademarks, logos,
dizclaimers, ete. List here in the
correct wording.

Constraints

What can't we say or mention?

Competitors

Mominate three competitors and their website addresses, which you would perceive to be in direct competition with
you.

Company name Web address




« Watch the video tutorials in the Resources on
‘how to take a creative brief’ for a deep dive



2. The Customer Avatar (Target Market)




Cory Sthoel

CUSTOMER AVATAR WORKSHEET

GOALS & VALUES N CHALLENGES & PAIN POINTS
ame

Goals Age Challenges
Gender
What
are we Pain points
selling? Marital status
# [ Age of
children
SOURCES OF INFORMATION Location OBJECTIONS & ROLES
Books Quote
M i Occupation :
e Possible
objections
Blogs Job title
Websites Annual income
Conferences Education level
Role in the
purchase
eurus What problem do process

we solve?
Other



3. The top 25 reasons why people buy

» Also known as ‘Creative/Single Minded
Proposition’



20.

21.

23,

24,

25,

Copy Sctosl

The Top 25 Reasons Why People Buy

Make money

Prevent losing money
Save time

Avoid effort

Attract others

Escape physical pain
Prewvent stress

Gain praise or recognition
Protect the family

To have peace of mind
Be more comfortable
Be clean

Improve health
Frevent embarrassment
Have fun

Look good

Be popular

Be in style

Satisfy appetite
Prevent legal trouble
Avoid criticism

Protect reputation
Make work easier

Be an individual

To conserve possessions



4. The Top 20 FAQs: Walking 1n the customer’s shoes




Top 20 FAQ (Frequently Asked Questions)

» What questions do your customers need to
have answered BEFORE they buy?

* Choose a service to work on
* Choose atarget market i.e. customer

» Brainstorm all the questions you get asked (or
could get asked)
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» Service = Puppet Troupe
« Target Market = Primary School Teachers



Potential questions:

1. How much will it cost?
2. Do the performers have a Police Check?

3. What grades is it suitable for?
4. How many children can attend the show?

5. How long does the show go for?

MW



Potential questions:

6. Is it linked to the curriculum?
/. Do you have a video of the show?

8. Do you travel to regional centres?
9. What size space do you need to perform in?

10.What after-show resources do you give
teachers?

MW



Potential questions:

11.Do you offer discounts if we book more than
one show?

12.What training do the performers have?

13.How long have you been in operation?
14.Can it be customised for our school?
15.Can parents attend?

MW



Potential questions:

16.1s there a money back guarantee if we don't like
the show?

17.What equipment do we have to provide eg
cords/leads, speakers, power boards?

18.What preparation do | need to put in prior to the
performance?

19.Do you have a website | can look at?

20.Can | speak with someone who has already
booked the show?
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Major and minor goal — micro conversions

« Major goal for the piece - 'book a show’

« Minor goal for the piece - ‘download the cheat
sheet: ‘How to stage a successful school show'

« To get the booking, they need to do a micro-
conversion

* You need to create both for your client for the
one-page flier
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5. Features & Benefits spreadsheet

O T D )T INED MM Q=

00000000000
000000000
000000000
00!

4 shift
START SOMETHING WONDERFUL ) i -




5. Features & Benefits spreadsheet

« Working out what goes in/gets left out
 Fill it out as best you can & send to the client

» Ask them to nominate priorities (top 3)
* You don't need to write the copy - yet
* It's a process

» Helps overcome misunderstandings, save time, avoid
mind reading

MW



MW

Product:

Target Persona:

Features & Benefits

Puppet Troupe Program for Kids

Primary School Teachers

Task: Create A4 x 1 page flier
Word Count: 150 words
FEATURE BRIDGING REASON WHY BENEFIT
PHRASE PEOPLE BUY
Linked to the WHICH MEANS Confidence Bring us in and
curriculum THAT... we'll teach the
children in a series
The show closely of modules from
follows the the core curriculum
curriculum put so you have
down by the State certainty that
Government. you're covering the
work that will be
coverad in exams.
Bonus Materials WHICH MEANS Less work for you We also provide
THAT... you with a backup

50 lesson
templates for you
to give out to the
children.

set of lesson plans
and sample quizzes
so that you don't
have to do any
extra work to
create lesson plans.

Speak with others
who have booked
the show

You receive the
phone numbers
and emails of other
teachers and
school principals
who are happy to
talk to you about
the quality of our
show...

WHICH MEANS
THAT...

Peace of mind

You can relax
knowing that we
have done this
show many times
before, so you
don't need to worry
about anything
EO0INE Wrong,
getting complaints,
or getting criticism.




* You don't need to start writing copy yet
 All you need to do is collect the information

« LEFT hand side brain
« Don't get ahead of yourself

 Just relax, enjoy the process, be interested, be
curious, be the customer.

MW



The Resources

Courses ~ About v FAQs Testimonials Blog Podcasts Contact LoglIn
M W THE AUSTRALIAN SCHOOL OF COPYWRITING

Welcome to The Guest Client
Experience

Over the next &6 weeks, you'll gain hands-on copywriting experience with a real client, create work for your portfolio, and receive personal instruction and
coaching along the way from some of Australia's top copywriters.

This is your dedicated web page that contains everything you'll need for the duration of the course. Zoom links, recorded video sessions, updates etc.

Please bookmark it and please don’t share it with anyone as it will contain private information about you and your colleagues.

Let's go!

MW



The Resources

« https://www.copyschool.com/the-client-
experience-resources-page-may-2023/



» Research your client

» Check out their logical competitors
* Prepare your documents

« See you next week!

 Questions

MW
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