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F.A.S.T. MONEY MOVE #2 – ACCENTUATE THE BENEFITS 

“People will forget what you said, people will forget 
what you did, but people will never forget how you 

made them feel.” – Maya Angelou 
 

Now that you know WHO you’re talking to, it’s time to craft a message that pierces the hearts of 

your audience and propels them to smack the “sign up” button. And the easiest way to do this is 

by tapping into the emotions of your buyers.  

 

The reason this works is because buying is an emotional decision. Therefore, anytime you can 

accentuate the benefits of your products and services in a way that speaks to the pain, struggles 

your prospect is experiencing and the triumphs she/he wants to experience, you’re at least 85% 

more likely to make a sale.  

 

Now, before we go any further, I want to stress the importance of tapping into THEIR pain, 

struggles and desired triumphs ... not YOUR desires or wants. This is about THEM not you. As I 

said in my bestselling book, Shots Fired!: 

 

The cold, hard truth is that nobody cares about you, your services or your info products. Sounds 

crude I know, but it’s true. Folks are only interested in themselves. 

 

Next to targeting, the second biggest mistake I see solo entrepreneurs make when posting and 

advertising on Facebook is delivering self-centered messages that focus on what they want 

people to do instead of sharing compelling, spine-tingling messages that accentuate how their 

services and products serve others.  

 

I tested this “theory” in a recent ad campaign where I ran two Facebook ads – same image, same 

target, different ad copy. Now, one of these ads murdered the other one when it came down to 

conversions. Let’s see why. 

 

Ad Copy #1 Review 

 

http://www.shotsfired.co/
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Ad #1 is primarily self-centered. Not in a selfish way, but the copy primarily focuses on me and 

my incredible results with landing pages. The headline (the copy in all caps) tells folks they can 

“steal my exact process for creating landing pages …” And then it goes on to crush their spirit by 

reiterating that what they’ve been doing sucks. (No, I’m not a horrible person; I ran this ad for 

the sole purposes of testing.) 

 

Now, I do lighten the vibe and focus my attention on the reader’s pain right before I tell them 

where to click. Judging by the less-than-stellar results of this ad, I’d say most folks where turned 

all the way off by me and my ad copy by the time they reached the link. 

 

Here’s a look at the results: 

 



4 
 

 
I raked in 66 conversions on this ad for a whopping $73.32! This ad cost me over $1 for each 

conversion. So okay, this isn’t all that bad. Heck, the Facebook ad gurus say you can spend about 

$1 or even a little higher per lead for freebie offers like this one. 

 

But for me, these results are terrible. Now, let’s look at the second ad in the campaign. 

 

Ad Copy #2 Review 

 

  
 

For this ad, I kept the same image, but decided to add some text to it. I also ran what’s called a 
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“carousel” ad so I can see which image elicited higher ad engagement (in this case, all the 

images performed well).  

 

I also did a major overhaul of the copy. This time, I ditched the results-focused headline and 

went with what I call the “struggle-to-success story.” This sales message written in story form 

takes the reader through their struggles and into a mindset where they’re experiencing success. 

And this is the ad that pulverized Ad #1. 

 

  
 

I raked in 1,454 conversions on this ad for only $92.21! This ad cost me about 6 cents per 

conversion – much cheaper than the $1 I was spending every time someone signed up on the 

other ad.  

 

“Well great job, Apryl. What does this mean for me?” 

 

I’m glad you asked. 

 

This means you MUST know who you’re talking to if you want to run ads that convert without 

draining your bank account. You see, while I will share some ad writing templates later in this 

chapter, I want you to know there are no magical formulas for writing ad copy because the 

effectiveness of the message depends on the target audience. 

 

For example, your audience might have loved the matter-of-fact attitude in Ad #1 and thought 

Ad #2 was too emotional and sappy. In this case, Ad #1 would have converted best for you. So if 

you decided to skip the BAM Exercise in F.A.S.T. Money Move #1, please go back and revisit 

it. It’s truly one of the most important things you’ll ever do for your business. 

 

Now, if you already banged out BAM Exercise #1 like a BOSS, it’s time to move on to 

accentuating the benefits, baby!  

 

It’s All About the Benefits, Baby! 

 

Here’s an excerpt from my Shots Fired! book: 

 

Want folks to care about what you’re selling? Give them a look inside and let them see for 

themselves how it will benefit them. What they’ll get from it is what they want to hear, and that’s 

what will have them begging to buy from you. To do that, you first need to make sure you’re 

satisfying your ideal client’s self-interests.  

 

All buyers want to know how you can help them do one or several of these things:  

 

• Save time 

• Cut costs 

• Rake in more cash 

http://www.shotsfired.co/
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• Live a happier life 

• Make better use of their time and resources 

• Become healthier 

• Lower stress 

• Work less and have more leisure time 

 

You have to ask yourself what problems your service solves and which of the results your buyer 

will be able to achieve after working with you. And you must be honest with yourself about the 

answer. Only then will you uncover how to persuade folks to buy. 

 

Even though Shots Fired! focused on crafting sales pages, the same concept holds true for any 

promotional, marketing or sales message you write for your business. When you tell folks 

“what’s in it for them (WIIFT),” you have a much higher chance of getting them to invest their 

time and money in you. And this is what it means to accentuate the benefits of your products and 

services. 

 

The whole WIIFT theory has been around for ages because it makes perfect sense. Think about 

all the advertisements, TV and radio commercials you tune out every single day because the 

products and services don’t affect your life. For example, let’s say you were just telling a friend 

how you want to lose 10 pounds when a radio commercial comes on with a free one-week gym 

membership. You’re likely to listen for the location and details of the offer because the gym is a 

great place to start if you want to lose weight. 

 

On the other hand, let’s say you’re happy with your weight, but your friend wants to lose weight. 

Because the ad writer focused on the pains and struggles of the audience instead of saying, 

“come to my gym because I’m healthy, fit and awesome,” your friend could be moved to call the 

gym. And for most of you reading this, it makes perfect sense. 

 

But for some strange reason, this obvious sales strategy gets tossed out the window when small 

business owners promote their products and services on Facebook. Instead, they tag a gazillion 

folks in one post in hopes of “flooding the market” and attracting loads of fresh, new buyers.  

 

They run chest-thumping Facebook ads and posts that talk about how amazing they are and how 

folks are stupid for not buying their stuff. When all they had to do was write a message that 

accentuates the benefits of their products and services so the reader is moved to engage and take 

action. 

 

Sounds easy enough, right? It is when you know the process of “socially selling.” And that’s 

what we’re about to dig into right now. 

 

Socially Selling 

 

In short, socially selling focuses on the value you bring to a relationship, not just the features of 

your products and services. You see, you’ll always have competitors who offer lower prices, 

more advanced products, better quality services, but the value you bring to the table can never be 

duplicated.  

 

By developing an in-depth knowledge of your ideal client, you have the insight to sell based on 

value and expertise rather than features or price. On Facebook, you do this by telling stories and 

http://www.shotsfired.co/
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sharing information that encourage people to trust your advice and truly believe your solution is 

right for them. 

 

I often joke on Periscope and Facebook LIVE about writing stories that are so compelling people 

never realize they’re being “sold to” until they reach the call to action and by that time I’ve got 

them hooked. While I joke about it, many of my clients say that’s how I was able to “convert” 

them into believers. Like this inbox message I received after a reader spotted one of my ads in 

her newsfeed: 

 

 
 

So how do you write Facebook posts and ad copy that propels people to take the action you want 

them to take – download, sign up, watch, subscribe, buy and so on? 

 

You follow my simple 4-step process for socially selling. Now, before we dig into the process, I 

want you to know you can use this to generate tons more engagement on your Facebook posts 

AND Facebook ads. Alright, let’s dive in. 

 



8 
 

 
 

Step #1: Hit ‘Em Between the Eyeballs 

With cute baby pictures, hilarious memes and crazy videos, you have a lot of competition on 

Facebook. The reality is, people want to read things that are entertaining, fun, emotional, “deep,” 

and if you’re not delivering those things and then some, your post is likely to disappear into the 

Facebook black hole. And if you’re running an ad, the effects are even worse because your hard-

earned cash is at risk. 

 

So the first thing you have to do is deliver a powerful statement that hits folks between the 

eyeballs and stops them dead in their newsfeed scroll. You can do this what a headline in all caps 

that tells the reader THIS IS FOR YOU or start the post with a heart-clenching statement. 

 

Step #2: Make ‘Em Feel Something 

I started this chapter off with my favorite quote from Maya Angelou because it’s the secret 

behind everything I write. Before I share anything, I always consider how I want my readers to 
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feel. 

 

If you want to encourage people to take action, you have to give them reason to do so. And that 

starts with making ‘em feel something. Tap into their pain. Let them know you understand their 

struggles.  

 

Step #3: Give ‘Em What They Want 

Now that you’ve tapped into their pain, it’s time to give them a sneak peek inside what I call the 

“promised land.” It’s the place your reader wants to be, but has no idea how to get there.  

 

This is where you come in and show her what’s possible and let them know you’re the right 

person to lead them to the “promised land.” 

 

Step #4: Tell ‘Em to Do Something 

This step is where a lot of solo entrepreneurs fall short. They tell the story. They give folks 

reasons to engage with you, but then they fail to tell people what to do next. 

 

This piece of the copy should be straightforward and concise. Don’t be around the bush here, tell 

folks what you want them to do – click here, register today, enroll now ... 

 

And that’s the easy breezy four-step process for socially selling and writing action-inducing ad 

copy. Now, before I give you a few writing templates, let’s look at some examples: 

 

Example #1: Ad that Raked in 256 Subscribers in ONE WEEKEND 
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Now, this particular ad has very little copy, which completely discredits the argument that long-

form copy ALWAYS works. The truth is it’s not the length of the copy that matters. It’s striking 

the right chord of emotion for YOUR AUDIENCE and product. Some audiences and products 

require full-blown stories to encourage the audience to take action, while others need just a little 

nudge. When you know your audience, you’re much more likely to know what works best for 

your people. 

 

Example #2: Viral Facebook Post that Generated 10,000 Likes and 2,400 Shares on My 

First Huffington Post Article 
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This post shows the power of “newsjacking,” which is taking a popular news story and 

expressing your opinion about it. This story was approved by The Huffington Post (HP) editors 

within 24 hours and landed me a spot as a Huffington Post blogger. This opportunity has allowed 

me to write articles that have grown my email list by the thousands! Writing HP blog posts was 

also a major component of my book marketing strategy that paid off well.   

 

Example #3: Facebook Post that Helped Get Shots Fired! to the Amazon Best Sellers List 

 

 
 

http://www.shotsfired.co/
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This post featured one of the several articles I used to get my brand and writing in front of a 

larger audience. This particular article stirred up a great deal of controversy in Facebook Groups 

with tens of thousands of members, many of whom went on the hunt to find out more about me 

and ended up purchasing Shots Fired! 

 

Engagement-Inducing Facebook Post Template 

 

Intro Options:  

 

1. Real talk … 

2. That moment when … 

3. Dropping in with a little truth bomb … 

4. [Powerful results-focused headline] 

 

Body Text Options: 

 

1. I’m tired of hustling to [insert your reader’s struggle] just to [insert mediocre results 

from said hustle]. And I know you are too. 

 

2. All this [insert your reader’s struggle] ain’t/isn’t working for me and I bet you feel the 

same way. 

 

Closer Options: 

 

1. Ready to change your situation and never have to [insert struggle] again? Post “Yes” in 

the comments below. Note: This type of post is sometimes banned in Facebook 

Groups so make sure you check group rules if you plan to use this closer option in 

groups.  

 

2. You don’t have to [insert struggle]. The problem is, most [insert identifiable group i.e. 

women] don’t know where to start. I’m here to give you the blueprint. All you gotta do is 

click here now to get it. 

 

3. Click here now … a better version of [you/your business, etc.] is waiting for you. 

 

Posting in groups? Sometimes, you have to leave the “closers” off so you don’t violate group 

rules. But here’s the kicker I bet you didn’t even know … 

 

When the post is irresistibly engaging, the closer doesn’t even matter because people will find 

you. For example, I added over 200 more likes to my Facebook Fan Page with this post in a 

group: 

 

http://www.shotsfired.co/
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See the Facebook Post Template Action 
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Like with any template, make sure you tweak the language so it’s in your voice and uses a tone 

with which your audience can relate. 

 

Action-Inducing Facebook Ad Template 

 

Now, I LOVE telling stories in my Facebook ads. This method sells my products and services 

like funnel cakes at a state fair. So here, I’m going to give you 2 ad copy templates: 

 

1. A short and sweet ad story template 

 

2. A simple “grab and dash” ad copy template 

 

Option #1: Short and Sweet Ad Story Template 
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Step #1: Give a Glimpse Inside the “Promised Land” or Reflect on the Struggle 

Here, you want to write a couple of sentences telling the reader what their lives/business would 

be like after buying your product or service. A simple way to do this is by starting with “imagine 

…” or “picture this.” 

 

Alternatively, you can start your ad story with a couple of sentences that reflect on your reader’s 

struggle. Something like this: 

 

 
 

For the struggle intro, you can give a statement that describes the struggle like I did in my ad. Or 

you can start with something like: “Are you tired of …?” The key is to identify the pain your 

reader is feeling so she knows you can relate to what she’s going through. 

 

Step #2: Offer Up the Solution 

After you’ve given the reader a glimpse of the “promised land” or a “reality check,” it’s time to 

offer up the solution – your product or service. Now, be sure to accentuate the benefits of the 

product or service. 

 

For example, in my ad, I told the reader exactly what she would be able to do with my book. An 

easy way to do this is by saying: 

 

… so you can STOP [insert the challenging action] and finally START [insert the action that 

delivers the desired results]. 

 

Alternatively, you can include 3 to 5 bullets outlining the benefits of the offer. This is extremely 

effective for freebie offers like webinars, eBooks, video series and so on. Here’s an example: 
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Step #3: Show Credibility 

As you know, there’s a ton of scammers on Facebook. So if you want folks to trust you, you 

need to give them reason to do so. Give a stat that demonstrates the value of your product or 

service. Drop a sentence or two about the results you or a client have achieved with your product 

or service.  

 

The point here is to let people know you’re legit. Now, in some of my ads, I leave this step out 

because I mostly target people who already know, like and trust me and my brand. 

 

Step #4: Give Them Something to Do 

Now, in Facebook posts you can get away with leaving off the closer or call to action because 

you’re primarily focusing on engagement there. However, if you want folks to sign up for your 

webinars, download your video series, or even smack the buy button on your offer, you must 

include a call to action that tells them exactly what to do. 

 

Step #5: Serve Up a Spine-Tingling Headline 

The headline section of the ad is powerful. Here, you want to hit folks right between the eyes 

with the core benefit of the offer. The key here is to TEST, TEST, TEST!  

 

I sometimes run several ads with a different headline in each and put more money behind the one 

that gets me the most conversions for the least amount of money. 

 

Here are a couple headline examples: 
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Want some help crafting great headlines? Plug your headline in here 

http://www.aminstitute.com/headline/index.htm and keep tweaking it until you get a higher 

score.  

 

Step #6: Deliver a Scroll-Proof Newsfeed Description 

Yes, we’ve made it to the final step! Now, pretty much anything goes for the newsfeed 

description. I’ve included short third-person bios (which is ONLY for cold-traffic ads), fear of 

missing out (FOMO) statements where I talk about the number of other folks who have already 

taken the leap and so many other options. 

 

What I tend to focus on here is making a compelling statement. What’s extremely important for 

your reader? What really makes them take action? What pain do they really want to get rid of? 

These are the types of things I include in the newsfeed description. It’s short and sweet – a single 

heavy-hitting sentence. So as I said pretty much anything goes here. The following description is 

one of my all-time favorites: 

 

http://www.aminstitute.com/headline/index.htm
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Now, even though this ad didn’t perform well, I’ve used this headline with other ads and it has 

performed very well. 
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Option #2: Grab and Dash Ad Copy Template 

Now, because I’m a copywriter, I don’t use this option very much for myself because my 

audience has grown to expect stories. However, I’ve seen other marketers use this option and 

I’ve also used it when I write ad copy for clients.  

 

So I know it works, I just don’t have a ton of examples of my own to show you for this option. 

Alright, let’s get into it … 

 

This ad copy works well for audiences that love straightforward ad copy. They want to know 

these 3 things: 

 

1. That you understand their struggles. 

2. How you can resolve their issues. 

3. Where they need to go to get the solution.  

 

So you know what I always say: let’s give the people what they want!  

 



21 
 

Step #1: Relate to the Pain 

Here, you’ll include one question or statement. Something like: 

 

 Hey boss lady, are you tired of [insert the struggle]? 

 I see you [insert the struggle] day and night. It’s exhausting isn’t it? 

 

Step #2: Solve the Problem 

In Step #2, introduce the offer you have that will solve the reader’s problem you identified in 

Step #1. For example: 

 

 That’s why I created [insert name of the offer], so you’ll never have to [insert struggle] 

… 

 If this sounds like you, you’re gonna love my new [insert offer type]. It has helped 

hundreds of others solve similar problems so I’m certain it’ll work for you too. 

 

Step #3: Tell Them Where to Get the Solution 

This is simply the place where you insert the call to action or link to get all the goodness you 

described in Step #2. 

 

For this step, be sure to reiterate the core benefit of the click and any urgency (time’s running 

out, limited spots available and so on). For example, you can write something like this: 

 

 So if you’re finally ready to go from months of zero-revenue generating days to the 6-

figure empire you’ve been dreaming of, click now. Your new clients are waiting for you. 

 It’s time [insert what the reader wants]. A better version of you is waiting on the other 

side of this click [insert link]. Now, I’m closing the doors on all this goodness in 24 

hours. Best to stretch forth your fingers and secure your spot today. 

 

And there you have it … two action-inducing Facebook ad copy templates. Now, please 

remember to use your own voice and a tone with which your audience can relate. After all, your 

people want to hear from YOU, not me. 

 

BONUS Template: What About Live Streaming Ads? 

Did you know you can now run ads directly to your Facebook LIVE broadcasts? This is an 

incredible way to show off your personality and get more people to sign up for offer.  

 

That is, if you know how to pitch during a broadcast. A lot of business owners don’t know how 

to smoothly transition from a free tip into a promotion during a live broadcast. So I’m here to fix 

that for you. 

 

Here’s an easy script you can tweak and use to sell during live broadcasts. P.S. This works on 

Periscope too. 

I’m (insert name)_____________, (insert title) and I ___________________ (insert action 

word) ________________ (insert who you help) so they can (insert the benefit of your 

product/service). 
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Script Option #1 Sample 

I’m Suzy Smith, Design Master and I create stunning websites for women entrepreneurs so they 

have a stylish online home that attracts the right clients and puts their bank account on bling.  

BONUS TIP: Avoid using the word “help.” In an introduction, “help” doesn’t truly tell people 

how you can serve them. Focus on inserting an action word – coach, teach, create, design, 

write and so on. 

Today we’re talking about ________ so if you’re ___________ I know you’re gonna love this. 

Also, if you have any followers who are ______, make sure you hit the PeriDude in the corner 

and click the invite all followers button. I’d also love it if you could share this out on Facebook 

and Twitter. 

[Give 3-5 tips related to your offer] 

Now, that’s just a little appetizer. Type “yes” if you want the main course? 

[Wait for the Yes Comments] 

You see, I break down each one of these nuggets of gold inside my new course __________. And 

I’m so excited to give you peak inside … 

[Share Sales Page or give a list of the BENEFITS of signing up] 

Now, if you’re struggling with ______, this is going to be a game changer for you. And the best 

part is, you don’t have to drain your bank account to get access. 

So if you’re ready to stop ____ and start ______, (insert name of offer) is where you want to be. 

You can get in now by heading over to (Sales Page link – make it easy to remember).  

Once on the page, (click ____). From there, you’ll be taken to a secure checkout page. 

[Explain any specific details about pricing, deposits, and so on] 

Alright, so what questions do you have about the course or anything I shared here today? 

[Spend time answering questions and keep driving people back to the course for more details] 

Your “Bust A Move” (BAM!) Exercise #2 

 

Pre-Work: Map Out Your Ad Offer 

Take 15 to 20 minutes to: 

 

1. Open up a Word doc, Google doc or even grab a pen and paper.  

2. Write down a brief description of your offer (a free eBook, free webinar … whatever it is 

you want people to get from your Facebook ad) 

3. Now jot down who your offer is for (women ages 25-44, men ages 30-44 – be as specific 

as possible) 
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4. Create a bullet list of three to five main life-changers for your offer (how will your offer 

make your ideal client happier, healthier, richer, etc.) 

 

You can create a table in Word that looks something like this:  

 

 
 

 

Get to It: Write Your Ad Copy 

Write 2 options – one with long copy and the other one short and sweet. If you get stuck, go back 

through my examples, formulas and templates. Whatever you do, do NOT give up. 

 

You got this! 

 


