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Training 1: Copywriting Strategy
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ASK!

   Andre Chaperon
+ Ryan Levesque
+ Ryan Deiss
= The Quiz Engagement 
Funnel



ASK!



EMAIL1: OFFER REMINDER
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…and SALES!
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EMAIL 3: OFFER EXPIRY
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EMAIL 4: CONTENT



OBJECTION HANDLING & CROSS 
SELLING…
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And Goodwill!





DIGITAL MARKETER:
GAIN – LOGIC - FEAR
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EMAIL 5: GAIN



PROOF OF GAINS
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F.A.Q.





ASK!

v



EMAIL 7: FEAR



URGENCY
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Training #2: Copywriting Tips



Subject Lines



1. Curiosity
2. Benefit

3. Newsworthy



Content vs Sales



Content Also Sells



Storytelling



OmHarmonics Sequence



Writers Block



Never start with a blank page



Q&A


