
[00:00:35.200] - Intro Music
And when deuced.

[00:00:39.710] - Intro Music
Yes, for the very first time. Well, it was a muddy pulls you towards it didn't just happen. Diesem.

[00:00:58.000] - Intro Music
Up to the night sky.

[00:01:01.470] - Intro Music
I still live to fight off the flames of the night. Yes, and no one does question. Trying to keep your head
up. Uh, I had trouble in the swing of. And the stuff he's got to those he it was up to the light in the sky
and let the light lift part up for the night. He. Stand up and. And. The great. Who? Paul. McLouth.

[00:04:35.270] - Intro Music
Uh, bring the in. Honey, honey, I'm completely fine all the way here.

[00:04:56.970] - Intro Music
Can't you see little I'm going no pain confuses me.

[00:05:06.780] - Intro Music
Every time you touch me, I just melt to. We have to give you. Nothing's perfect, but it's worth it.
Bromidic. They want to be.

[00:05:44.750] - Intro Music
You're the one with the power to make everything. Finally, you got my. Oh.

[00:06:12.460] - Intro Music
But I can get away with being past my face as. Night on. Boy, you taste like too much campaign ads
like this.

[00:06:29.490] - Intro Music
You'll get it again and again and again. Everybody gets a. Perfect, but did have to find the girl, my dear.
They want to be the one that gets to make it all worthwhile to make everything. No.

[00:07:22.430] - Intro Music
Up my.

[00:07:24.770] - Intro Music
Oh. I think. When they finally. The one. All know what? Gonna want to get some. One. The.

[00:09:06.190] - Carin
I was muted, like all talking and nobody heard me. Hi. Hi. I'm so excited. So this is a meeting format,
not webinar, because I'm excuse me, I'm a little bit cheap and don't want to pay an extra forty dollars a
month just to have a webinar format. So I put in the reminder email just you can stay off camera and
off audio during the presentation, but you're more than welcome to mute yourself when we get to like
Q&A at the end.

[00:09:36.430] - Carin
Just a small disclaimer, I'm sure you know this, but we're recording Zoom now lets you know that,
which is awesome. So everyone's aware. And if you come off of me, then you will be on the recording,
right? If you come off and you're on camera and all that. So just keep that in mind. If you're not
comfortable, you don't want to be in the recording because it will go out to everyone who registered.

[00:09:55.630] - Carin
Then you can put questions in the chat and I will address all those at the end. So thanks for joining
me today. I am so excited. Let me know in the chat where you're calling and calling in dialing or



watching from I'm in the DC area and it's a little bit gloomy today, so my lighting is not as good as it
normally would be. I like these bright bulbs on to try and compensate because I normally get good
lighting from my window, but it's super gloomy.

[00:10:23.110] - Carin
So let me know where you're, where you're watching from and what you are hoping to kind of get out
of the session. That will be awesome. Just to kick us off. My. Ohio, Toronto, that's one of my favorite
places. San Jose, my daughter is going to be in San Diego soon. She's going to US, UCSD, I always
mess it up, but she'll be going in a couple of months. I'm like trying not to think about it too hard
because I might start crying.

[00:11:04.260] - Carin
But hi, Marcia, it's my biz bestie supporting me. Thank you for showing up. Awesome. OK, well I'm just
going to get right into it. I tend to talk a little fast, so if you're like, hold up, slow down. I have the chat. I
finally got myself a second monitor so you'll see me kind of looking around. So I will have the chat up
so I can see it. Normally I can't see it when I'm zooming, which is annoying, but I'll try to keep an eye, if
you like, hold up or what was that.

[00:11:35.100] - Carin
But I'll try to keep in mind like don't go too fast Carin, so, but I'm really excited about this subject so I'll
try to contain myself. So I guess over here is where I need to be here. Yeah. So we're talking about
today how to persuade and sell more and convert browsers into buyers. This workshop is in
partnership with MemberVault. So I'm specifically talking about the framework for writing persuasive
MemberVault product descriptions. So in MemberVault you have like an area in your product where
you can write a description so that people can see what your product is about and make a decision if
they want to buy.

[00:12:15.480] - Carin
So. Oh, awesome. Fredricksburg, I have some friends that live down there. Sorry I get distracted easy
so I'm going to try to stay on target. So we're talking about, you know, writing persuasive product
descriptions for that area of your MemberVault site. But this really does apply universally. These tips
and things that I'm going to share with you are not platform specific. So if you also use other things,
you can take the same framework and plug it into anywhere that you're writing a description of your
product.

[00:12:48.000] - Carin
It could be even on social media or, you know, it's kind of a mini sales page format. So just keep that
in mind as we go through. That you can use this universally, but I am talking specifically about how to
keep people in your binge and buy marketplace and maximize the looky-loos that you get in
MemberVault.

[00:13:09.910] - Carin
So you're in the right place if you kind of dread copywriting, and I totally understand, even though I
consider myself someone who loves to write, I honestly didn't really think of myself as someone who
loved copywriting because when I first started kind of learning about it, you know, eight or nine years
ago, I was like, I don't get it.

[00:13:31.840] - Carin
But, you know, as time has gone on and I've been in the online world and of course, getting all the
education and practice on this, you know, it's not that complicated. So I'm hoping that I can kind of
demystify it for you today a little bit and just give you a simple plug and play framework that you can
use. So, you know, you have to write a sales page for your offer. We all know that.

[00:13:56.200] - Carin
But it's like, oh, there's more. It's not over yet. Now, you also have to write your MemberVault product
description. And if you're like, I'd rather go get a root canal then this is for you. I'm hoping that after
this you'll be excited to go and write your MemberVault product descriptions. Or again, you can plug



this into any system that you're using. If you use ThriveCart for your checkout, you can use this for
some of what you put on that checkout page.

[00:14:23.920] - Carin
If you're posting things on social media for selling, you can use some of this for that, too. So it is a
universal kind of framework. And so why this matters specifically within the structure of MemberVault
is because of the binge and buy marketplace, which is literally like one of my favorite features of
MemberVault is that, you know, people can be in your site and they own another product and they're
maybe engaging with that content and then at the bottom or somewhere around there seeing other
products that are in your MemberVault site that they don't own yet.

[00:15:00.620] - Carin
And so you want to have some sort of a product description there that gives them enough of the
information that they need to make a decision of, oh, let me grab this versus, you know, a lot of times
and I'm guilty of this, too. We'll continue to point people to an external sales page, which is fine to still
have. You still have your sales page for when you're driving traffic and you're kind of doing your
campaigns and all of that kind of stuff.

[00:15:28.460] - Carin
But on your MemberVault product description, it's a great opportunity to capture some of the people
that are already there who might be checking it out and giving them the information that they need to
make that decision without making them click over to go to a separate sales page and go through a
whole nother process to buy because you want to remove the friction, right? The more steps you put
in front of something, the less likely someone's going to take all those all those steps.

[00:16:00.210] - Carin
And so that's what we're going to talk about today, the four part framework for creating a product
description that gives them the right information that they need so that they can convert from a
browser to a buyer. And so, you know, with MemberVault, you have your warm leads and hot leads.
And what we want is for warm leads to become hot and then become repeat buyers. You know, they
continue to see the things that you have and they continue to buy more stuff.

[00:16:28.810] - Carin
And so that's our goal here today as an online seller. Now, more than ever, like we really have to
capture attention and it can feel a little intimidating because, you know, you feel like there's so many
people, there's so many offers, there's so many products, there's so many options. And so that's what
this persuasive product description framework can help you do, is to stand out from all of that,
because a lot of people don't do this.

[00:16:59.800] - Carin
Most people don't do this. And the ones that do, quite frankly, are not using it in the most ethical
ways, for the most part. So I would love to see more heart-centered people using persuasion ethically
and in a way that is aligned and is not slimy and all that. I think that might be my next slide. Yeah. So
that's my quick disclaimer is like you are a good human. I work with a lot of entrepreneurs and they
don't feel good when we start talking about persuasion because it's kind of tied to you might have
heard terms like Bro marketers and, you know, the slimy and the people with the Lamborghinis and
the sixty million dollar mansions that they just walked up to and took a picture in front of and left.

[00:17:48.740] - Carin
They don't own it. You know, it's tied to some of those, you know, it feels like a tactic that is not good.
And when you're a good human, you don't want to use tactics that are not good. But persuasion is not
a bad tactic. Right. The tactic is not slimy. The person who's using it and the intention behind it is
what matters. And so you can still be a good human while ethically using persuasion to sell more.

[00:18:20.110] - Carin
And so a real quick intro about me, I'm Carin Kilby Clark, I'm a mom of three, and you will not believe it,
but I'm a grandma of one. He's five and the cutest thing ever. He might bust in here. I told him I'm



busy, but, you know, he's five. So but I do work full time in addition to running my coaching business.
And in February of this year, I co-founded Mixed Media Pros, which is a digital marketing agency.

[00:18:45.460] - Carin
We are primarily building funnels and helping clients with marketing and copywriting and all the
things. I am probably the poster girl for Lifetime Learner. If you look it up, my picture might be there in
the dictionary. So I have several degrees, several certifications. None of that is I'm not telling you that
because I think it means something to you. I'm just telling you that because I want you to know that
it's something that's important to me. It doesn't have to sway your decision on whether I'm a person
to listen to necessarily.

[00:19:18.910] - Carin
But I just love this stuff and I love to learn about it. And so I'm always taking courses and programs
and keeping up on the latest just because it's a passion of mine. And so I speak and coach and lead
workshops, and that's an old family photo that I keep saying I'm going to take it off, but we don't have
a new one yet. You know, we were going to get one last year and covid happened. So hopefully we
can get a new one because the five-year-old is who I'm holding in that picture.

[00:19:47.820] - Carin
And he was only like, I don't know, maybe 11 months, I think, in that picture. So it's been a long time.
But this is just kind of this is what matters to me. Helping others, spreading the message is that I feel
are helpful to online entrepreneurs and, of course, Family First.

[00:20:05.190] - Carin
So let's dive in! This my favorite GIF. Well, no, I got so many favorites, you'll see them throughout
because I love GIFs, but this is just too funny.

[00:20:14.140] - Carin
So we're going dive in. So the four part framework for writing persuasive MemberVault product
descriptions, number one is position. How can you position the benefits and features of your product
as the solution to what's keeping them up at night? And I'm going to go into each one of these in more
detail. But this is just an overview. The next is Optimize. You don't want to make them work too hard
to understand that your product will help them get results, get the results that they want.

[00:20:45.630] - Carin
You want to make it easy for them to understand. And we'll talk about that. You want to paint a
picture, engage all of their senses. You want to really let them imagine and see it in their mind's eye.
Like what it's going to be like when they have your product or service and evidence. You always want
to back up your claims with evidence and you want to show proof of the benefits and the results.

[00:21:11.770] - Carin
So let's talk about positioning when I talk about positioning the benefits as the solution, you really
want to think about the bridge, right?

[00:21:23.470] - Carin
This is where they are and this is where they want to be. And so your product is the bridge. And how
can you make that clear in a concise way, but make it very clear to them, like this is where you are,
this is where you want to be, and my product is the vehicle? And one of the best ways to do that is to
really hone in on what is keeping them up at night. You know, one of the exercises that a coach made
me do years ago and I loved it, so I still have my clients do is like think of 10 things that are running
through your prospects mind right now, like, very specific, like super, ultra-specific.

[00:22:07.690] - Carin
So if you're someone who works with, you know, busy moms and, you know, that summer... School, I
don't know, this is a little bit not as accurate because of the current climate of school. Most people
were, you know, schooling from home. But normally when they go to school and go to a building each
day, then when the summer comes, like all of that shifts. Right. And so that might be something that



is like, oh, my gosh, what am I going to do?

[00:22:32.290] - Carin
They're going to be here all day and I'm not going to get any work done or, you know, so kind of honing
in on what could be those exact thoughts and what are the things that, you know, when they're going
to bed at night, they can't fall asleep because this is what keeps playing their mind, really thinking
about that and positioning your product as the thing that solves that. You don't have to think about
that anymore because you're going to buy this and it's all going to be done.

[00:22:57.820] - Carin
And you want to show that you understand. When you're writing your description, you want to provide
features that are most relevant to their day-to-day activities. And so kind of like what I just said about
positioning your product as the thing that's going to solve what's keeping them up at night. It's like a
lot of times we get excited. We're experts. We know our stuff. Right. And so we kind of will get
focused on the things that we think are important.

[00:23:29.900] - Carin
And and they probably are, right? But it might not be what's connecting to their day-to-day activities.
So if your product is going to help them do something faster or easier or make life better or help them
shave off a month from trying to figure it out, like the things that they're wasting their time every day,
like get your hands out of the Google Docs because you're going to buy this and it's and you have your
template and you're good, like you really want to connect those benefits and features to the things
that, you know are going through their mind that they're doing every day and that are weighing on
them, because then your product is the relief and of course, make it as truthful as possible and
convey those real life benefits and how it changes the way they do things every day.

[00:24:21.610] - Carin
And you want to emphasize the how and not the what and what that means is really making it clear
how your product is going to help them reduce stress, release anxiety, achieve the goal like whatever
it is that you're helping people with. And so an example I use here from one of my other biz besties
who has a business teaching reading. So she's a reading consultant. And so I use this example with
virtual zoo camp. You can prevent the summer slide and make sure that your child's reading level is
ahead of the class when school is back in session.

[00:24:58.570] - Carin
And so that's an example because she knows that the moms that she's serving are worried that over
the summer their kids are not going to do any reading and then they're going to be behind when
school starts again. And so you just want to position the benefit of your product that solves exactly
what you know is bothering them, what they have anxiety over right now. And I'll try to keep an eye on
the chat, but I'll I'll get to the questions at the end, but feel free to be posting them.

[00:25:29.650] - Carin
And if you put it like a Q in front when I scroll, then I won't miss it. Optimize you want to make it easy
for them to buy. That's kind of what I mentioned earlier. Like don't put friction and extra steps in the
process, include multiple buy buttons, if you can, or links, you know, that they can check out with
make sure that you're not putting any obstacles in the way. And it's not something we do on purpose.

[00:25:56.740] - Carin
It's just sometimes, you know, we get a little verbose. We start listing a whole bunch of stuff and
getting buried and they're like I don't even know what I'm supposed to do anymore. So we just want to
keep it really tight and simple so that they know exactly what the product does, how it's going to help
them and how to buy it. And so one of my favorite reminders to give my clients is to use plain
language and just simply explain, like just say so you're dealing with this and the product does this to
eliminate that, like just keeping it really simple and definitely like staying away from the fancy words,
because if someone has to break out a dictionary to understand what you're writing, then you've
already lost them.



[00:26:42.430] - Carin
And this can be really difficult when you're an industry professional or a Scholar or you're in a
professional setting because we have we know these words and these terms that apply to our
industry that maybe the average person browsing your product doesn't really know, even if it's
something relevant to them, because it's like a term that matters. Like as a marketer, I deal with a lot
of people who don't know what conversion means. And to me, it's like it's conversion.

[00:27:12.580] - Carin
Obviously, it's conversion, you know, a conversion is right. So I had to learn this lesson for myself
again when I started my agency that, you know, people don't really always know what conversion is or
how what the context of it is when I'm saying that. Right. And so I had to learn to kind of explain it in a
simpler way and use more plain language so that people don't get lost on these words and technical
terms and decide to just move on.

[00:27:39.420] - Carin
And you want to copy design your product description. And what that means, so when you copy
design something, it takes people on a journey. And so we do this a lot when we're building funnels
because you have your words like in a Google doc. Let's say if you use like a Google doc to write up
your sales page. So you could just have a whole bunch of words on the page. But when we copy
design, we go through and we make some words bigger.

[00:28:07.350] - Carin
We have some things that are bolded, underlined, italicized, bullets, you know, and I have some
examples down there, you know, with catchy headlines, subtitles, dividers, sometimes you can put like
a divider line to kind of say that's the end of that thought, let's move on. Using subheadings, having
buy buttons throughout, using mock-up images. I don't see a lot of people doing this in their
MemberVault product descriptions. You know, it's basically a mini sales page.

[00:28:38.530] - Carin
So you want to think about that when you're putting it together and just bring some of those elements
that you would normally have on a sales page into that product description so that it just creates
more of an experience for the user.

[00:28:55.180] - Carin
And so the next part is painting a picture, this is my favorite. I love painting pictures, but you want to
incorporate sensory words that engage. The best thing you can do is connect to emotion. When you
can connect to emotion, they're sold.

[00:29:14.830] - Carin
So it's the most like the the easiest way to do that is to engage the senses. Like imagine what life will
be like when you can wake up and feel peaceful and just engaging the different ideas and thoughts of
what the dream is like, what the dream that, you know, they have of what they want on the other side
of whatever problem they're dealing with. And helping them future pace. And so that just means to
put themselves in that future situation.

[00:29:45.580] - Carin
So if you know that they're here now and what life will be like, this is where they want to be if you help
them future pace and imagine what it's going to be like that this was today. What if that dream life
was today instead of who knows when? Because you've been dealing with this problem for so long.
And when you help them future pace, they can get attached to that. And it's like, who wants to go
back after that?

[00:30:10.240] - Carin
After I've future paced and imagined that dream future, I'm not going to want to just go back to the
current, you know, and just be content like, no, now I need to get that dream life back into this present.
Right. And so when you can help them feel that way, it just makes all the difference. And so it really
helps them sell themselves. Your job is easy. You want them to imagine, you know, imagine the other



side, dream super big and connect that vision to your product that your product is the vehicle you're
going to get in this car, hit the button, and then we're going to, you know, take this journey and this is
how you're going to get there.

[00:30:49.050] - Carin
So when they connect that when they connect what they want to your product being the vehicle, then
making the sale is like definitely more than possible. And so you want and that's what makes the
difference, right, between you making that sale and then clicking away and forgetting why people are
so distracted. I mean, it's kind of sad how distracted we are, but it's not probably going to get any
better. So we have to just find ways to help someone slow down, make it worth them slowing down
and paying attention.

[00:31:26.550] - Carin
And so that's what this can help you do when you paint that picture. And you can do this with text, of
course, but also don't be afraid to incorporate images and video, even if it's a sales video of you kind
of talking or whatever, or images that, you know, if if you're selling something that's physical,
especially, definitely want to use images. But even if it's a digital product, use a mock images and
things so that people can just kind of see what they're going to get.

[00:31:57.340] - Carin
There's nothing more exciting than getting to see it visually. And so an example here is like if you
want to describe chocolate instead of just saying, you know, it's sweet, you'd say like it's crunchy or
smooth or velvety. Those words just bring a whole different image to mind. You know, you kind of
especially if someone really loves whatever it is you're talking about, using those sensory words, just
they kind of go somewhere in their mind. And again, once they connect to the emotion and connect
that to your product, it's like the sale is like two steps away.

[00:32:33.870] - Carin
And so the fourth part of the framework is evidence you always want to back up any claims that you
make. This is sometimes difficult when you have a new product, right? Maybe no one's used it yet. It's
not something you're launching for the first time. And so the proof in the results don't always have to
be specific to the exact product that you're selling. It can be something that's specific to you as a
service provider or as a coach or as a course creator or as a teacher or in in some capacity that is
related to what you're launching.

[00:33:12.280] - Carin
So don't be afraid that if you don't if it's new and no one's used it yet and you don't have like a
mountain of screenshots and testimonials for it, you can use other ways to show the proof. And you
don't want to be like puffing it up. You don't want to try to make it seem more successful than it is,
especially if it's a new product. Because if someone tells me they're just launching something and like
this, the brand new blah, blah, blah, and then they have like a mountain of like screenshots or
testimonials about it, I'm like, that's kind of weird, right?

[00:33:47.260] - Carin
Because if it's new you haven't launched it just now. How did so many people use it yet? Sometimes
you beta test and you would say that, right? Like, look what our beta-testers had to say or whatever,
but just always keeping that in mind, like make sure that you're using evidence to back up your claims,
but not like trying to puff it up, just always keeping it real, because that's what people want the most.
They just want to know they can trust you.

[00:34:14.590] - Carin
And so through your evidence, you also want to explain why it will solve their problem. And so one of
the things that excuse me, I love that Frank Kern says he's like a big Internet marketing guy and he
says demonstrate that you can help them by actually helping them. I know it's like the most
complicated thing we've ever heard, right? No, it's very simple, but I love that because sometimes if
you especially, again, if it's a newer product or something that doesn't have a lot of users or
testimonials yet just doing a little bit of teaching in your product description of like your framework or



your process or some sort of behind the scenes kind of info can give people like, oh wow, she really
like knows her stuff like if you have a whole framework for this, that just gives a little bit more
explanation of why this is going to work is because, like, it's step-by-step framework.

[00:35:12.420] - Carin
And you can also, in addition to testimonials, you can use quotes, quotes from thought leaders if like
there's someone who has a similar value or ethos to yours or your product and they've said something
great and they have a lot of authority, you can use a quote from them to be like, hey, it's not just me
who thinks this xyz said so, you know, and sometimes that can help if your prospects know who that
person is and that person has a lot of authority. You can use statistics sometimes just using.

[00:35:45.450] - Carin
And this can be whether it's new or not, you can still use these different elements. But sometimes just
having statistics can help back up, you know why this matters and how it's going to help them and
also results. And so if it's something new and you don't have maybe customer results, you might have
your own results. If it's a process you're using in your day-to-day life, like, let's say you're teaching
people to be more productive and you're launching something brand new that you've never launched
before, but you use it all the time and this is how you've used it and the results you've gotten from it,
sharing that can be just as powerful.

[00:36:21.930] - Carin
So don't feel like you always have to rely on other people for evidence like you can share your own
results. And that's evidence to. And so this is a super cool. I think it's super cool, just kind of like a
little, and I'll send these slides when I send the replay so you can have this to refer back to. But this is
kind of the framework all laid out. So you want to have your catchy headline with a concise subtitle.

[00:36:50.350] - Carin
You want to position it and connect it to what keeps them up at night. Then you want to paint that
picture, engaging their senses, connecting to the emotion, and then you want to just kind of outline
what's included and have a CTA and then include your evidence. And throughout your product
description, you want to optimize. Optimize for the ease of understanding, make it clear how it helps
them solve their problem and how they can take the next step.

[00:37:14.680] - Carin
Don't make them hunt for it. Don't make them be like, what do I do next right? Super clear, which is
easy on MemberVault because like the button is right there, they can kind of see on the side or if you
have it on the bottom because you can, you can put your, you know, what's included in there, your
modules on the side or on the bottom. So what's nice on there is that they can kind of see while
they're there, like what's included, which is cool, that's a good feature.

[00:37:42.610] - Carin
And then don't be afraid, don't shy away from free school. Remember to demonstrate that you can
help them by actually helping them. And I get a lot of people that ask me about the length. And so my
tip on that is like, don't focus on the length. It can be as long or as short as it needs to be to say what
it needs to say. So if this is like five paragraphs in a mock up or a couple of things, that's OK.

[00:38:08.800] - Carin
If you're painting, if you're positioning and painting a picture and showing the evidence and and you've
optimized like it doesn't have to be super long, but it also can be as long as it needs to be. So don't be
like, oh, this is too much. I need to cut it because everyone has a different need. When they're looking
at a product and they're thinking about a buying decision, some people will just skip right through and
buy it and then go back and read what's in it.

[00:38:36.850] - Carin
You know, I'm one of those people, especially if it's someone I know and trust and buy from a lot. If
they release a new thing, I'm just like, cool buy. OK, what exactly did I just get right? And then if it's like
a new person that to me and I see like a Facebook ad or something and I click on it, you know, as long



as I'm getting like the overview and that's why I talk about those copy design elements like the
subtitles.

[00:39:00.100] - Carin
And then I'm like, OK. And I might read a few bullets like and then I know people who literally comb
over every word and want to know every single thing before they are going to even attempt to press a
buy button. So you want to kind of include everything that, you know needs to be there. But don't be
afraid if it's too long or not too long. But don't be afraid to make it long, if it has to be long, and don't
be afraid to make it short if you've said everything you need to say.

[00:39:30.670] - Carin
And so this is my favorite slide, I think, or is that I think the next one's my favorite. Anyway, remember
the platinum rule, they don't care about you. And this is very easy to forget, but the fastest way to
persuade potential buyers is just to focus on them. Make everything you're writing all about them, all
about their hopes, their dreams, worries, desires, needs, wants, all the things. All about them. When
you do that, when someone comes to your sales page, your product description, your offer, and they
see how into them that you are like you understand exactly what's keeping them up at night, like, wow,
that's where you get that.

[00:40:13.570] - Carin
How did she know? She's in my head. Right. And when they're like, oh, oh. Like they can just read
along and they're like, oh like it's all about them. People love that, you know, we love to talk about
ourselves, to think about ourselves, to worry about ourselves. Right. And there's nothing wrong with
that. We're humans. It doesn't mean that we're selfish or narcissistic. It just means that we're human
and humans.

[00:40:38.440] - Carin
First thought is what is this, how does it apply to me? Why should I care about it? Why is this the thing
I should get over the other thing I just saw and I'm sort of forgetting about by now, right? So you just
want to you have that little bit of time to capture them. And when you have something that's super
focused on them, it just instantly gives them more confidence, like, oh, like she cares, she
understands.

[00:41:02.170] - Carin
Or he could be a he if there's if there's a guy I work with a lot of females. So I say she a lot, but yeah,
it's all about them. So when you're writing your product description, if you forget everything else that
we talked about, just remember that it's only relevant to them because it helps them escape a pain
that they're going through or get to the dream that they want the pleasure that they seek. So
everything is about them.

[00:41:31.570] - Carin
And so if you remember that at least that, then you will be able to persuade more. And persuasion is
not very complicated, is really it seems complicated because I think there are certain people who
want us to think it's complicated so they can charge us a lot to teach us about it. But anyway, so it's
very simple when you can just show with confidence that you understand what their challenges are,
you understand what their problems are, their fears, the anxieties, their worries, all that stuff, and you
know what they want.

[00:42:04.510] - Carin
And that you have a system or a product or service or whatever it is that you're selling that's going to
get them away from the pain into the promised land, then that's really what persuasion is like, just
giving them the elements and the things that they need to make that decision. And that's the part that
I'm seeing a lot of people not doing, which is what led me to create the Persuasive Copy Guide, which
I'll get to a slide later, because you can actually get this for free right now.

[00:42:36.430] - Carin
I'll show you how to do that in just a minute. But the Persuasive Copy Guide takes this is like a mini



part of the framework, right? Just for product descriptions. But in the Persuasive Copy Guide, we're
talking about your sales page and creating a compelling sales page that sells. So you never have to
stare at a blank page again, you know exactly what to say and how to say it, and you have a
repeatable process that you can use every single time.

[00:43:06.330] - Carin
It includes an e-book. Oh, oh, here we go. It includes an e-book which has an 11 step process for
writing compelling copy and it literally lays it all out. This is probably one of my most favorite things
that we've created at Mixed Media Pros just because of how simple it makes the process. And I've
had a few clients that have used it and I don't have any testimonials up here yet. But I mean, they've
been loving it.

[00:43:33.960] - Carin
And I know that it's a process that will help you. So I'm excited. That it's the fast action Friday offer
today, because I want you to get your hands on this. And so it also has an Executive Summary,
because I do that kind of stuff at work. So I'm off on Fridays, by the way. So I'm not on leave. Not
necessarily, I guess. Kind of. OK, I'm on a tangent. Sorry I do that, but I love executive summaries.

[00:43:59.820] - Carin
So I was like, why can't I just put one in here? Because it's a thirty five page guide. And so if you want
to just kind of refer back and get like the most important points, that's what's in the summary. So
that's what I'm excited that that's included. And then we also have a template. So literally every time
you go and sit down to write a sales page, you'll just follow this template and that's it. You don't have
to wonder, what am I putting where?

[00:44:24.030] - Carin
What do I say here? Like, you literally just follow the thing. And I'm also including a replay from or
recording from my presentation at Persuade Live, which was all about persuasive captions for social
media, because when you're trying to get people back to your MemberVault site or your sales page or
wherever you're selling. Right, social media is usually the number one place that people go to do that,
to start engaging with prospects and getting them back to their website.

[00:44:56.190] - Carin
So I just wanted to include that replay because it was a really great session and people loved the stuff
that we talked about there, so. And then because you all have the Persuasive Copy Guide, you can
also if you're still like kind of stuck, if you're still not sure if you still like, I would love to have someone
kind of look at this. There is a special offer to get 20 percent off a session with a pro copywriter if you
want that extra support.

[00:45:26.170] - Carin
So it's normally twenty seven, but like I said, it's today's fast action Friday deal. I'm really excited. If
you go to Persuasive Copy Guide Dot Com is going to redirect you to the MemberVault checkout or
the page and you can put the code. I take action, because you're an action taker, and you can get that
for free until Saturday, May twenty ninth. Is that tomorrow? Yeah. I don't know what day it is. At noon.
That's when the coupon will expire.

[00:45:59.130] - Carin
So hit me, hit me with the questions, the thoughts, the feelings, are you like, this was great or I'm still
kind of like not wanting to write copy or, you know, tell me the good, the bad, all the things. If you want
to come off of mute, you can if you want to just type in the chat, that's fine, too. But I'm here for you
for another 19 minutes. So ask me anything about marketing, copywriting.

[00:46:34.620] - Carin
MemberVault stuff. Oh. I love that you do, Done-for-you MemberVault pages. Thanks Marcia. Yeah, I
love that, too. We've had a couple of people that have just been like, so happy because it's like, you
know, you get excited, you sign up and you're like, I can do this. And then you're like, oh, what, and that
that happens a lot.



[00:46:59.560] - Carin
So it is one of my favorite offers too, that we do the done-for-you MemberVault. Thank you, Cheryl. I'm
so glad. I'm glad it was helpful. And so Gabriela says if all the products have persuasive copy and you
have several products, don't they get overwhelmed and leave before buying anything? I won't pretend
like it's not possible. It just depends on the person. So there are people who are just not going to want
to read a whole bunch of stuff, which is why I always suggest to have multiple buy buttons so that
they don't have to if they don't want to.

[00:47:46.570] - Carin
So if someone is kind of already sold, like maybe they're a repeat customer already or they really love
your stuff and they don't need all of that, you know, having, like, buy buttons throughout. And there's a
couple of I'm trying to remember because I know there's like a CSS code. I'm not sure if it's in the
MemberVault help or not, but there's a code to like so that you can add those buy buttons in multiple
places.

[00:48:12.040] - Carin
So it's not just at the bottom, but what this does is gives them everything that they need. So again, it
doesn't have to be really long. So it could be like the headline. Let me go back to I'm going to go back
to that one that had the the here we go. So it doesn't have to be super long. Right. You can have your
headline and a little concise subtitle and then you can have a buy button right there for someone who
is like, that's good enough for me.

[00:48:44.980] - Carin
Right. And then you can have like a few sentences that are positioning your product, maybe a little
small paragraph three to five sentences, painting the picture and then maybe a mockup and another
buy button and then a little bit of testimonial or stat or some sort of evidence and then the last buy
button. So it doesn't have to be super long if you especially if you have a really hot audience that is
really engaged and you don't want to because sometimes an overly long description can cause
friction.

[00:49:17.980] - Carin
Right. Because if it's like I got to read all this stuff, read all the stuff, I was already sold at the top, but I
didn't get an opportunity to buy and now I'm not interested. So that is possible. So that's why if you
have those multiple buy buttons and if you have a really hot audience and you know that they don't
need a lot, they just need those few sentences, then feel free to write it for your hot people.

[00:49:42.370] - Carin
And so and I didn't talk about that much, but I'm glad you asked this question, because a lot of times
in marketing we are trying to sell the person who doesn't know that they have a problem yet. And I
don't want to go. This could be a whole nother maybe I should do another class on this. But, you
know, you have your unaware, your problem aware, your solution aware and product aware. So I'll say
that one more time.

[00:50:14.080] - Carin
You have unaware they don't even know they have a problem yet, but they have the problem. They just
don't really realize it. Right. You have problem aware. So, you know, the person like my head hurts, but
I don't know why. I just know my head hurts. That's the unaware. The product aware, I mean problem
aware I'm sorry,  My head hurts and I know I have a headache. So that's someone who is aware of the
problem.

[00:50:42.640] - Carin
So they've graduated from my head just hurts and I have no clue why now my head hurts and I know I
have a headache. And then solution aware is my head hurts, I know I have a headache, and I need to
take some aspirin. Right. So now I know the solution, too. So then the next step is my head hurts. I
know I have a headache, I need to take some aspirin, let me go get Advil because now I'm product
aware.



[00:51:11.710] - Carin
So those are kind of like the different levels of awareness. A lot of times what I see clients doing is
writing to the unaware person. You're trying to convince them that you have a problem. This is the
problem you have. You need this solution and this is the solution that you need. Right? This is the
product that's going to solve it. Whereas if you spent more time writing for the product or not, even
product solution aware person.

[00:51:40.150] - Carin
So maybe they don't know about you specifically, for an example, is with my marketing agency. We
work with a lot of people who know that they want a funnel, but they're not really sure like what how to
get the funnel built. Right. It's like I know I need a funnel. I'm sold on that part. So I need to reach more
people. I know that I need a funnel and I don't know, like how to actually get one up and going.

[00:52:06.700] - Carin
And so when we're writing about, like when we're trying to go out and prospect and get clients, we're
talking to people who already know that they need a funnel. They already know what a funnel will do
for them. And then we're like, OK, this is what we can do. This is how we're going to get your funnel
done. Like so we don't convince them that they need better marketing. We don't convince them that.
They're not converting because they don't have a structured process in place, which is what a funnel
is, we don't convince them that a funnel is the solution.

[00:52:37.600] - Carin
So we already talk to them at the point of I know I need a funnel and then that way is very easy for us
to sell them because they've been working on it for years. They've been trying to get a funnel built and
it's not been working on their own. So when we come in as an agency and say we'll have that thing
done in forty five days, they're like, what? I've been trying to do it for six months. Yeah, let's do it, you
know, so it makes it really easy.

[00:52:58.480] - Carin
And then we don't have to write so much. Right. If we're writing a description we don't have to like tell
this long story because we're just catching them at the point where they're already ready. They know
they want a funnel. And so we just got to convince them that our funnel building agency is the right
choice. So hopefully that makes sense. Yeah, Marcia said that is so hard, I'm going to stop sharing, so
it's just me now, right?

[00:53:28.190] - Carin
I think. Speaker, let me OK. I think it's me. So, yeah, so Marcia said, let me move with the Zoom screen
over here maybe. Sorry, I'm like tech challenged all of a sudden. With my dual screen, I'm trying to be
fancy, but. OK, so, yes, so much is that it's hard to try and convince them that they have a problem and
that you can solve it in determining your ideal client is super beneficial.

[00:54:05.540] - Carin
Oh, sorry, my computer's doing weird stuff, OK? So, yeah, it really is, and that's the thing. And so and
when you do that too let me expand a little bit on that. So when you talk to the solution aware person,
you're going to appeal to the problem aware person, too. The unaware person is probably still too
many steps behind. They need to kind of catch up more before they're going to pay attention to your
marketing messages and things.

[00:54:39.240] - Carin
But when you're talking to that solution aware person, you're going to catch some of those problem
aware people. So it's like someone who's like, I know that I need better marketing. I know that I need
marketing that will convert better. Right. Maybe they're not quite aware of funnels or that structured
process that a funnel puts into your business. So but I'm talking about funnels and how funnels work
and how it's better marketing and how so the person who's solution aware already sold on a funnel,
then they're like, yeah, sign me up.



[00:55:15.510] - Carin
Right. You're the person I want to work with, blah, blah, blah. And then the person who is like, I need
better marketing. I just I'm not sure exactly what that is. You know, they see all that stuff about the
funnels and they're like, oh, well, maybe a funnel is the thing for me. And so now they've moved to
solution aware. So again, the one you don't ever want to be trying to talk to the unaware.

[00:55:36.210] - Carin
I mean, you can if if you like, I have a client that's in the health space, a very specific thing that she
helps women with endometriosis. I'm going to I probably said that wrong. Thank you, Brenda. Thanks
so much. But you know, she is dealing with like a very specific health issue that sometimes someone
could be having symptoms of it and they're not really sure what it is. And she wants to illuminate
them like she wants to get them to understand that if you're having these symptoms, it could be this
and this and take them on that journey.

[00:56:13.080] - Carin
So there are instances where maybe you do want to go after the unaware market. But for the most
part, I don't suggest that. I always tell people just do solution aware and you'll kind of catch some of
those problem aware people and you'll catch, of course, product aware. Someone has been following
you and they already know what you offer and they're already aware of your product, maybe whenever
they first became aware it wasn't the right time. But the more they see your messages and you're
really speaking to them and the needs and the challenges and the fears and the wants and all the
things, then they're easier to, you know, at some point convert and hopefully a little quicker than
normal because you're using that persuasive formula.

[00:56:55.830] - Carin
So I hope that was helpful. Thanks, Sonia. I'm so glad that this was helpful for you. So do you have
any more questions about MemberVault, persuasive copy, all the things? We have about seven or
eight minutes. What exactly do you want to the length of the copy? So it really depends on what you're
selling and again, like what part, what awareness your customer has. So if you have someone who is
aware of your solution, then I definitely would not spend a lot of time in the copy trying to convince
them that this is the thing they already know this is a thing.

[00:57:59.320] - Carin
So just show them why this is the thing that's going to why your product is the vehicle that's going to
get them to the promised land. That's what I like to say. And so I really wouldn't focus on the length
too much. But in MemberVault, specifically, if we're going to talk specifically towards MemberVault,
then, you know, usually you have like the image above and then you kind of have the copy that goes
under there. And so keeping that in mind, I would probably try to keep my copy within like a two scroll
minimum or maximum.

[00:58:39.150] - Carin
You don't want people to feel like it's a never-ending rabbit hole because most people, when they see
that are probably going to, you know our attention span is so low because we're busy. It's just
humans. Excuse me. And so you don't want them to feel like they have to work too hard. That's part of
what we talked about and optimize. So that's what I would think about when it comes to length. Just
think about how hard do they have to work to get the information that they need to buy.

[00:59:08.490] - Carin
So make sure that you have those buy buttons throughout. Make sure that you're using that kind of
framework so that the information that they need and they're going on that journey, that it's copy
designed. So all the things that we talked about in there.  Marcia's funny, she said she's a lengthy
copy person. Yeah, I know. And it's not bad because there are people who love to read that. I know
people who literally will read every single word, go back and read it again and make sure they
understood.

[00:59:38.220] - Carin
I mean, you're going to have people that love to just, like, comb through every word, but that's



probably the minority of people and not because we don't like to read, but because we're so busy. So
we don't want to spend time on the reading. Right. So that's the part that you want to kind of think
about and optimize for. And so Cheryl asked, do you have all your products and services and
MemberVault? I do.

[01:00:08.900] - Carin
So in my MemberVault site is not a good example of any of the things I talked about today, which is
funny, right? But because we're still kind of setting all of that up. Right now, we normally get on the
phone with people and then point them towards the service or product or something that they are
going to purchase. So the MemberVault site is not their first contact normally. And we don't have like
a lot of people going in there because the Persuasive Copy Guide is probably our first digital product.

[01:00:40.680] - Carin
Up until now, it's mostly been our services. So we have more and more of our stuff is like a landing
page that's external. We have a discovery call and then we'll send them the link. But they do check out
through MemberVault. So we're using MemberVault as our cart and all that stuff. And we'll be
optimizing our descriptions soon to match up with this framework in my coaching business. So that's
the agency and my coaching business, which also is not very optimized yet.

[01:01:11.480] - Carin
But it will be I do use MemberVault, but I also have funnels that are set up externally because of the
process where people can add, order, bump and do it and one time offer after they check out. So
MemberVault doesn't have all of those features, but I just have zapier or zapier or whatever it is that
connects back to MemberVault. So that's where they access their products.

[01:01:43.870] - Carin
Well, I really appreciate you joining me today, because, you know, time is precious, you could be doing
anything and you spent it here with me.

[01:01:54.400] - Carin
So I'm going to send out the replay so you can watch it again. And I might just go ahead also and add
it to the Persuasive Copy Guide product in MemberVault. So it'll just be there and a part of that
product as well. And I'll send the slides. So you have that. And but yeah, if you have any other
questions, you can reply to any of the emails that you got from me, carin at mixed media pros dot
com and I'm happy to answer them and talk through any things that you're kind of like not sure about
with respect to this framework and using, you know, enhancing your binge and buy Marketplace with
that persuasive copy.

[01:02:36.100] - Carin
But if you don't have any more questions, then I'll I'll be around the interweb, make sure you get that
fast action Friday. It's persuasive copy guide dot com. I just went ahead and bought the domain to
make it easier. And then the code the coupon code is I take action, so maybe I can put it in the chat
and you can just click on it. Let me try that. And then you don't have to you have to work so hard
because I want you to have to work hard.

[01:03:12.210] - Carin
So that's the that's what persuasive copy guide dot com redirects to, and then the coupon code is, I
take action and you can grab that for free. I'm excited about that one, and I think I'm going to try
something and maybe not do a separate funnel for this and just see how I can sell it just on
MemberVault. And then maybe I can use that as a case study. So I'll try that for a few months and
then I will share that with everyone, kind of a case study of just using my MemberVault product
description to sell this.

[01:04:01.100] - Carin
So I do have to go through and and persuade it up. But I might try that just to see what happens, right?
I mean, that's what a lot of marketing is testing, so. I'll see if that works. I think that would be cool. So
I'm just trying to make sure that I didn't miss anything, so I'm kind of scrolling back through. OK. I



think I got every question and everything. So, yeah, so grab your free copy.

[01:05:00.290] - Carin
Of the guide and if you have any questions, just reach out and let me know, but thanks for being here.
You, too, have an awesome weekend!


