
 

 

 

 

 

 
 Why won’t they 

notice me? 

How to create copy 

your prospects  

want to read 



 

 

 

 

 

 

 

 

 

 

I get it. 
 
You spend hours thinking what to write.  
Your next article. Your next email. New web copy.  
And then you spend hours writing. 
 
But when you publish it…zilch. 
 

No additional engagement 
No additional enquiries 
No additional traffic 
 
It’s disheartening when this happens. Yet it’s common. Very common. 
 
Whether you’re a business leader or new to marketing (and writing), creating 
effective business copy is not as easy as it looks.  
 
We all learn to write English at school, but that’s not the same as creating 
commercial copy your specific audience wants to read. 
 
You’re not alone, and things can get better. Not overnight. Not next week. But 
given thought, planning and practice, you can start to write copy that’ll help build 
your business and generate more enquiries – even sales! 
 
This download discusses key things to get right before you write a single word. 
 

So, get stuck in and learn how to create business copy 
that’ll help you stand out. 

 



 

  

                  What’s coming up? 
 

1. Who are ‘they’? 
 

2. Where are they at? 
 

3. You’re taking them on a journey 
 

4. What to write 
 

5. Be where they hang out 
 

6. How often is too often? 
 

7. Creating a plan that works 
 

8. How to bring in outside help 

 

 

 



 

  

                1. Who are ’they’? 
 

I cannot under estimate the value of taking time to 

consider who you’re actually talking to. 

 

It’s easy to gloss over this point, or assume you know everything.  

“How silly to suggest I don’t know who my audience is!” 

I’ll let you into a secret: I’m continually learning more about who my audience is 

and what they actually need from me. I don’t profess to know everything. 

 

Start here... 

Look at your customers first. From fully understanding who they are, you can 

set about finding more like them. 

What do you need to know? Try this list of points (though it’ll vary by business 

sector and customer type): 

 

 Type of business (manufacturer, service provider etc.) 

 Business sector / product types 

 Size of business (turnover / employees etc.) 

 Location 

 Job role of main contact 

 

You might have more than one customer type – and that’s ok. Perhaps you sell 

the same product to different markets or have a few distinct products.  

Spend time defining each segment and determining how significant they are to 

the growth of your business. 

It’s also important to consider whether your audience should include segments 

beyond your existing customer base. By focusing solely on who you’ve served 

so far, you could be missing an opportunity for growth. 

 

A word of warning... trying to serve everyone rarely works. The more 

specific your audience is, the clearer your message will be to them. 

 



 

  

            2. Where are they at? 
 

I recently marched into PC World intent on buying a 

high-end router. I came out with a subscription to Sky 

Broadband.  

What happened?  

The incredibly helpful shop assistant took time to understand my problem. He 

empathised and sought to clarify where I wanted to get to. 

I felt heard. At last, someone gets it! 

From here it was easy for him to show me the way. I didn’t feel sold to, I felt 

helped.  

There’s a big difference. 

 

Getting inside their world 

Having got to grips with who your target audience is, you need to understand 

what’s going on in their world right now. 

You might have some insight from conversations with customers, and that’s 

great. But I’d urge you to go further and even sense-check your assumptions. 

 

Here’s a list of the questions you need to find answers to: 
 

 Is your product a nice to have or a must have for their business? 

 What relevant frustrations and problems do they have? 

 How do they currently handle these? 

 What stops (or delays) them buying your product? 

 Is there a specific purchasing procedure they must follow? 

 

Talking to your customers is an obvious route to insight. But think carefully 

about who should have those conversations. Your salespeople might feel they 

know the answers anyway or use the conversation to sell.  

You need someone who can listen carefully and draw out the insight you need. 

This is why I’m often helping my B2B clients with customer insight.  

 



 

  

Beyond specific customer calls, there are many ways to develop your 

understanding: 
 

 Learn from phone and email enquiries. Where are they stuck? What are 

they asking? 

 Learn from networking and events 

 Look at your testimonials and case studies 

 Look at competitor’s stories and customer profiles 

 Search for relevant feedback online – Feefo, Amazon reviews, TripAdvisor 

etc. 
 

Getting inside the mind of your audience is a huge topic. I’m just touching the 

surface here. Even by improving your discovery methods a little (and not solely 

relying on your assumptions) you’ll reap rewards. 

And keep it going!  

Frustrations, problems, and hesitations can change over time. External factors 

might influence them too (like a pandemic…)  

So, keep listening and learning. It’s all gold for your messaging. 

 



 

  

     3. You’re taking them on a journey 
 

Years ago, I helped an established, national cash and 

carry chain. With sites across the UK, they were 

confident their awareness was high. In actual fact, a 

significant percentage of their target audience had 

never heard of them! 
 

Few audiences are primed and ready to act. In a B2B environment, it’s 

something that takes weeks, months, or years to achieve. What you write must 

take account of this. 

 

Four key stages 

AIDA is a classic marketing communication tool that defines the journey we 

subconsciously go through before making a purchase. Whether it’s a pair of 

shoes or a software system, the logic is exactly the same. 

 

       Awareness 
 
      Interest 
 
                              Desire 
 
                              Action 

 

Sometimes, you can take prospective buyers through this journey in one fell 

swoop. For example, a landing page for a training course. Starting with Google 

Ads and grabbing headlines, the page works through to a strong call to action: 

book your place! 

For most businesses, the reality is somewhat slower. 

Consider where your audience sits in the AIDA journey and act accordingly.  

Of course, different prospects will be at different stages, so determine what 

each piece of copy must achieve.  

 



 

 

For example, they need to *get* the home page of your website in an instant – 

they might not know who you are. But if they’ve signed up for your emails, 

they’re interested and your copy should adjust accordingly. 

 

Awareness (or Attention) 

Describe your business in nine words. Develop attention-grabbing headlines. 

Appeal to their pains. There are many factors that can help you gain the 

awareness of your audience. 

Interest 

What value can you give them? Why should they like you? Can your customer 

stories show what’s in it for them? 

Desire 

Are your product benefits clear? Can they see how you make their life better? 

Have you justified the necessary investment? 

Action 

You might offer a trio of different packages to buy or want them to get in touch. 
Is it clear what they should do and how it will help them? 

 

 



 

  

                4. What to write 

 

Blank page be gone! 

It’s a horrible feeling when you’re faced with a deadline 

to ‘write something!” and have absolutely no idea where 

to start. 

That’s why, the better you understand your audience, the easier it becomes. 

Whether you’re creating posts and articles or a series of nurturing emails, 

determine your topics by focusing on your audience. 

Open up a spreadsheet and allocate a column to each of these headings: 

 Frustrations and problems 

 Hesitations and objections  

 Questions they ask 

 Alternative solutions 

 Advice to provide 

 Stories to share 

Actually, I’ve made this even easier. Download my example here. 
 

These headings focus on your audience, not your business. They 

don’t want to read about you, they want to understand how you can 

help them. 

 

https://www.cantaloupemarketing.co.uk/media/1254/spreadsheet-template-what-to-write.xlsx


 

 

Alone or with colleagues, note 

down all the ideas you have for 

each column, even if they’re part-

baked.  

Draw from the knowledge you gained in 

understanding your audience better.  

Ask your sales team, your 

manufacturing team, everyone you can.  

And if I’ve missed columns relevant for 

your business, add them in. 

The more ideas you can gather (and 

keep gathering), the better.  

Whilst I’m not an advocate of copying 

your competitors, do look at what 

they’re doing and learn where you can 

do a better job on a particular topic (or 

communication method). 

 

If you’ve really given this your best 

you should now have a healthy 

looking spreadsheet to build from.  

Great job! 

 

What about selling?  

Well, that’s the thing. Your audience 
doesn’t want to be sold to.  

They want to understand how you can 
help to solve their problem.  

By addressing what matters to them, 
you’ll still have the opportunity to show 
how you can help, without that feeling of 
the pushy salesperson breathing down 
their neck. 

 

 



 

  

         5. Be where they hang out 

 

So, you understand your audience and you know what 

they want to hear from you. But have you worked out 

where to reach them? 
 

These days, most businesses use a variety of communication methods. What 

works for one business might not work for another, so find out where your 

particular audience goes to learn. 

If you’re not sure, ask your friendly customers. 
 

Typical places include: 
 

 Google (searching by keywords you can optimise for) 

 LinkedIn (good for most B2B companies) 

 Other social media such as Twitter, Facebook, and Instagram 

 Trade magazines (and their online presence) 

 Online forums and groups 
 

And of course, there are direct methods such as your email list. 

You don’t have to use every avenue available to you, though. If time or budget 

is stretched, focus on doing a few things well. 

 



 

  

          6. How often is too often?  

 

I’ve joined email lists only to be bombarded daily. I’ve 

connected on LinkedIn only to be worn out by their 

excessive posts. 

We all know what too much looks (and feels) like.  
 

The optimum frequency depends on your audience and what you’re trying to 

achieve. 

When it comes to creating SEO content for Google, go for it. They’ll only find it 

when they search for it. The same goes for trade magazine coverage and guest 

posts.  

If you get the opportunity, take it. 

The tricky ones are social media posts and email frequency. 

 

 

When you write with their needs in mind (because 

you truly understand them), you’re less likely to 

annoy them if you’re in touch a bit too much. It’s 

useful stuff, right? 

Consider what you can consistently achieve and do 

that first. Then build from there.  

A stop-start approach does your reputation more 

harm than good. You’re trying to build trust, so 

disappearing never helps. 

If you can create a really good nurturing email 

every month, go for that. When you can build to 

fortnightly, great. And if your open rate remains 

strong (and unsubscribes low), try a weekly email if 

you have the resources for it. 

The same goes for social media. Develop a 
timeframe you can consistently manage. 

If your engagement is good and you can achieve 
more, build on what you have. 



 

  

        7. Create a plan that works  

 

This stuff  is all well and good if you manage to achieve 

it. Consistently.  

You need a plan. 

It doesn’t have to be fancy. You don’t need to learn Trello, Slack or Asana 

(though I’m a big fan of Trello). A simple spreadsheet will do. 

Decide on your communication methods, decide on your frequency, then 

develop a plan. 

I’ve mapped out a basic plan in my example spreadsheet.  

Have you downloaded it yet? 

 

By having a plan, you’re creating a visual commitment. You can share it with 

other team members and look ahead to see what’s coming. 

Of course, any plan can change, it’s a working document. But at least you’ll 

have something to work from, instead of vague ideas in your head. 

By documenting it, you can look back too, assessing what worked and what 

didn’t (because everything you write isn’t going to deliver stonking results). 

Create a structure that suits how you work. And give Trello a try if you feel 

suitably enthused. 

Just have a plan! 

 

https://www.cantaloupemarketing.co.uk/media/1255/spreadsheet-template-what-to-write.xlsx


 

  

       8. How to bring in outside help  

 

You might be able to manage all this activity in-house. 

Perhaps you love doing it. Perhaps you’ve got a 

marketing whizz in your team. 

On the other hand, finding external support could lift your 

game. The trick is finding the right type of support for you. 
 

What do you need help with - insight, planning or writing? 

You might be able to manage your social media but need help with longer-form 

articles or customer stories. 

Establish your budget. Copywriting and marketing support comes in all shapes 

and sizes. If you want a steer on pricing, have a peek at my pricing page for a 

few scenarios. 

Finally, seek out agencies or freelancers equipped with the skills you need and 

get in touch. You’ll learn far more than simply reading their website and it costs 

nothing. 

 

Are you ready to get more engagement, enquiries and traffic? I hope this 

download has inspired you and provided some practical guidance. It doesn’t 

answer every question so feel free to drop me an email or find me on LinkedIn.  

Understand your audience, create a plan, and keep going. Only then will they 

start to notice you. 

Good luck :-) 

 

Anna 

anna@cantaloupemarketing.co.uk 

01299 832161 

linkedin.com/in/annametcalfe 

 

https://www.cantaloupemarketing.co.uk/pricing
https://www.cantaloupemarketing.co.uk/contact-us/
http://www.linkedin.com/in/annametcalfe

