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NOTICE: You Do NOT Have the Right  
to Reprint or Resell this Course! 

 
You Also MAY NOT Give Away,  

Sell or Share the Content Herein 
 
 
If you obtained this Membership Academy report from anywhere other than 
http://Nicheology.com you have a pirated copy. 
 
Please help stop Internet crime by reporting this to us at Nicheology5@gmail.com   
 
 
 
© Copyright Nicheology 
 
 

 

EARNINGS DISCLAIMER 

There is no promise or representation that you will make a certain amount of money, or any 
money, or not lose money, as a result of using our products and services. 

Any earnings, revenue, or income statements are strictly estimates. There is no guarantee that you 
will make these levels for yourself. As with any business, your results will vary and will be based on 
your personal abilities, experience, knowledge, capabilities, level of desire, and an infinite number 
of variables beyond our control, including variables we or you have not anticipated. There are no 
guarantees concerning the level of success you may experience. Each person's results will vary. 

There are unknown risks in any business, particularly with the Internet where advances and 
changes can happen quickly. 

The use of our information, products and services should be based on your own due diligence and 
you agree that we are not liable for your success or failure. 
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Introduction  

Welcome to the 10-Day Copywriting Challenge™! 
 
I’m really excited about this course. And that’s because –  
 

Copywriting is one of the most profitable skills you can develop. 
 

Once you know how to create your own cash-pulling copy, 
you can virtually write your own ticket in life! 

 
Whether you sell your own products, sell affiliate products or you want to write for 
someone else, this course will help boost your income. 
 
But here’s the thing… 
 
There’s a world of difference between copywriting and other forms of writing (such as 
article writing). 
 
The other forms are used to educate and perhaps entertain. Copywriting is different 
because it’s used to persuade, motivate and sell. To do this, you need to tap into your 
prospect’s emotions. You need to understand your prospects so that your letter 
touches their hearts and minds. 
 
So do you need a degree in psychology in order to turn yourself into a master 
copywriter? 
 
Fortunately, no! 
 
All you need to do is follow this course for the next 10 days! 
 
Here’s a sneak peek at the ten keys of copywriting: 
 

1. Pre-head, primary head, post head: Where you’ll learn to nab attention. 
 
2. Problem: Remind the prospect of his problem. 
 
3. Product: Introduce your product as the solution. 
 
4. Proof: Where you turn the skeptical prospect into a believer. 
5. Points: Stoking desire for the product. 
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6. Pull: Closing the sale. 
 
7. Promise: Offering a strong guarantee. 
 
8. Process: Giving your prospect last-minute instructions. 
 
9. Postscript: Reminding the prospect of the benefits. 
 

10. Putting it All Together: Just what it says! You’ll even get a template that 
makes writing sales letters a breeze. 

 
Let’s jump right in… 

Day #1: Pre-headline, Primary Headline, 

Post-headline 

Your headline “block” has one main job: 
 
Get your prospect’s attention. 
 
To that end, here are the three pieces of your headline: 
 

1. The pre-headline, which sits at the very top of your sales letter. This 
is often used to get attention by speaking directly to your prospect, perhaps 
even “by name.” 

 
Example: “Attention NBA Fans…” 

 
2. The primary headline. Since this is your main headline, it’s usually in 

bigger, bold font. This is where you put forth your main benefit or make a 
big promise. 

 
Tip: Be bold here, because this part of your headlines needs 
to make your prospects stop in their tracks and give you their 
full attention. 

  
3. The post-headline. This part of the headline sits right below the main 

headline (in smaller font). This post-headline is a bridge that connects your 
main headline to your opening sentence. It may elaborate on the main 
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benefit you mentioned in your primary headline, or you can use the post-
head to mention additional benefits. 
 

Tip: Either way, it needs to hold your prospect’s attention 
and interest. 

 
Collectively, these three headlines are the most important part of your entire sales 
letter. That’s because the headline is the first thing your prospects will see when they 
land on your page. If the headline doesn’t attract attention, then the prospect is going 
to click the back button lickety-split and be on his way. 
 
Here then are the keys to creating a cash-pulling headline… 
 

Say “Hey, You!” to Your Prospects 
 
Your headline’s #1 job is to get your prospect’s attention. This starts up in the pre-
headline, where you make the prospects realize your letter is written for them. 
 
You want your prospect to stop and say, “Hey, that’s me!” 
 
You can do this by identifying them by their niche group or identifying a problem or 
solution they have. 
 

Examples:  
 

• Attention Skinny Guys! 
• To Every Aspiring Novelist… 
• An Open Letter to Pig Farmers… 
• Do You Sneeze and Wheeze Your Way Through Allergy Season? 

 
Or you can do it by asking a qualifying question. In other words, you ask a question 
that makes your prospect raise her hand, step forward and identify herself as a 
qualified (targeted) prospect. 
 

Examples:  
 

• Does your partner’s snoring keep you awake at night? 
• Do you always have cat hair on your furniture and clothes? 
• Are you embarrassed by your acne? 
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Take Out the Big Guns 
 
Your primary headline is NOT the time to by coy or subtle. 
 
Instead, you need to take out the big guns to draw attention. And that means you 
need to make a big promise or present a big benefit. 
 
Indeed, this should be the biggest benefit of your product or service. 
 

Examples:  
 

• “Now You Too Can Quickly and Easily Pack on Muscle – Even If Your 
Genetics Are Working Against You! 

 
• “Now Writing Cash-Pulling Copy is as Easy as Pressing a Button!” 

 
• “Here’s How to Grow Trophy-Winning Roses That Will be the Envy of 

Your Whole Neighborhood!” 
 

Tip: Be sure to put your main headline in quotes. That’s 
because it tends to attract attention better. I’m not just 
guessing here – this has been proven time and again by 
countless copywriting and marketing experts! 

 

Create an Itch 
 
While your headlines need to get your prospect’s attention, they also need to compel 
your prospect to keep reading. And one way to do that is by arousing curiosity 
(“creating an itch”) in your headline. 
 
You can do this either in your main headline or in your post-headline. 
 
Now here’s the key: You can arouse curiosity by offering a main benefit without telling 
your prospect how, exactly, they’ll get this main benefit. 
 
Here are a few examples:  
 

• Example: “Now You Can Keep Your Poodle’s Coat Shiny and Free of 
Mats – Without Spending a Fortune on a Professional Groomer!” 
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• “Here’s How to Grow Delicious Tomatoes Without a Garden – Even If 
You Live in a Tiny Apartment!” 

 
• “Now You Too Can Earn Six Figures – No College Degree or 

Experience Required!” 
 
Another way to do it is by offering the beginning of a curiosity-arousing story. You 
may do this by asking a question about the story you’re going to tell. 
 

Examples: 
 

• “How Did This Small-Town Girl Become a Rock Star?” 
 

• “What Common Vegetable Did Suzy Use to Cure Her Acne In Just 
Seven Days? 

 
• “How Does This 15-Year-Old Lazy Kid Make So Much Money Online?” 

 
Still another way to do it is by asking a non-story-related question. 
 

Examples: 
 
• “Do you make these snowboarding mistakes?” 

 
• “Have You Heard About the Latest Breakthrough in Acne 

Prevention?” 
 

• “Who Else Wants to Discover the Secrets of Creating Cash-Pulling 
Copy?” 

 
In all cases, your goal is create an “itch” that your prospect can only scratch by 
reading your letter. 
 
In other words, you arouse curiosity in your headline… and then satisfy that curiosity 
later on in your letter.  
 

Tip: Don’t stop with your headline! Arousing and then satisfying 
curiosity several times throughout your letter is one way to keep 
your prospects hanging eagerly on your every word! 
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Urge the Prospect to Keep Reading 
 
If you’ve followed all the other keys to creating your headline block – if you’ve 
grabbed attention with a big benefit and/or aroused curiosity – then your prospects 
will dive in and start reading your sales letter. 
 
Nonetheless, you can still use your post-head to “command” your prospect to read the 
letter. And you do this by literally saying, “Keep reading” or “Read on!” 
 

Examples: 
 

• Read on to discover how you too can quickly and easily lose 
weight… 

 
• If you want to make a six-figure income this year from the 

comfort of your home, then you need to read every word of this 
letter… 

 
• Now you too can restore a classic car to showroom-new condition. 

Read on to find out just how easy (and affordable!) it is… 
 
Note: Notice that I ended each sentence with ellipses (three periods) rather than a 
“full stop” (like a period or exclamation point). This is intentional. It’s used to keep the 
flow going – to indicate there’s more that you want the prospect to read – so that the 
prospect’s eyes will naturally drop to the next line. 
 
Now let me pull it all together by giving you an example of a pre, primary and post 
headline block… 
 

------------------------------ 
 
Attention Skinny Guys: 
 
“Now You Too Can Look Like a Beast… Even if Your Genetics Suck and 
You Can’t Gain Weight!” 
 
You’re About to Discover the Secrets of Creating the Kind of Body 
that Commands Respect and Gets the Girls. Read On… 
 
------------------------------ 

 
See the next page for another example… 
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------------------------------ 
 
To Senior Citizens Who’re Worried About Their Financial Future: 
 
“Now You Too Can Discover How to Quickly and Easily Create a 
Comfortable Retirement!” 
 
You’ll Kiss Your Money Worries Goodbye Once You Know These 
Investment Secrets. Read On for the Surprising Details… 
 
------------------------------ 
 

 

Assignment: Day #1 

 
Before you start crafting your headline, I want you to spend a few moments 
thinking about two things: 
 

• Your prospects: What are your prospect’s biggest problems? What do 
they want more than anything else? 

 
• Your product or service: What are all the benefits and features of 

your product? What is the biggest benefit? 
 
Once you know what your prospects want and you know all the benefits of your 
product or service, then it’s pretty easy to determine your product or service’s 
biggest benefit. 
 
Your assignment is craft at least a dozen different headlines (pre, primary and 
post) around this main benefit. 
 
Feel free to use the included headline templates for inspiration! Send us… 
 
1. Your niche 
2. Your site (if you have one) 
3. Your 12 headlines 
  

 
 
 
God bless, Jimmy D. Brown & Paul Evans 


