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It’s All About The Headline 
•  Headlines Grab Attention 

•  Pull Your Reader Into 
Your Ad 

•  Can Make or Break Your 
Ad 

•  Should Hook The Reader 
Into Reading The 
Remainder of Your Ad 
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3 Main Functions of a Headline 

1.  Grab Attention 
2.  Speak Directly To Your Audience 
3.  Deliver A Complete Message 
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1. Grab Attention 

• Eye-Catching 
• Produce Intrigue 
• Lure Your Audience 

Into The Ad 
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2. Speak Directly To Your Audience 

• Written Directly For 
Intended Audience 

• Imagine Your Ideal 
Customer 

• Pretend To Write 
Directly To That One 
Person 
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3. Deliver A Complete Message 

• Provide A Reason To 
Keep Reading 

• Justify The Time To 
Keep Reading 
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3 Types Headlines 

1.  Curiosity 
2.  Benefit 
3.  News 
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3 Types Headlines 
1.  Curiosity 

–  They work because a reader’s curiosity is 
aroused so they are compelled to read 
further.  

Examples: 
 "Is Your Accountant Trustworthy?" 
"Does this Habit Inflict Your Marriage?" 
" I Bet You Can't Answer This Question?"   
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3 Types Headlines 
1.  Curiosity Example 
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3 Types Headlines 
2. Benefit 

–  Benefits sell . . . features DO NOT! A successful 
benefit headline offers a powerful, compelling 
benefit to your product/service that the reader 
can’t easily get somewhere else.  

Examples: 
 “Clean Your Breath While Cleaning Your Teeth” 

 “Dry Up Your Allergies in 15 Minutes”   
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3 Types Headlines 
3.  News 

–  Normally used to introduce a new product or the 
improvement of an existing product. Includes 
words such as: New, Announcing, Introducing, 
Finally, Just released, Now, At last.  

Examples: 
 “A New Diet That Burns More Fat Than Others on the Market” 
 “Announcing a New Cure to Male Baldness”  

      “Grand Opening Announced…”  
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How To Write Killer Headlines 

•  The 4 U’s To A Killer Headline 
1.  Unique 
2.  Useful 
3.  Ultra-Specific 
4.  Urgent 



“Inspiring Dreams, Realizing Potential” 

1. Unique Example 
•  Your Headline Needs To 

Say Something That Is 
Different 

•  It Can’t Be The Same 
Old Thing 



“Inspiring Dreams, Realizing Potential” 

2. Useful 

• Your Headline Has To 
Have Value 

• Give People A 
Reason To Be 
Interested In Your 
Product/Service 
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3. Ultra-Specific 

• Be As Specific As You 
Can 

• Narrow Your Message 
To Just One Idea 
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4. Urgent 

• Create Urgency 
• Get Immediate 

Customer Action 
• Highlight The Benefit 

Of Immediate Action 



“Inspiring Dreams, Realizing Potential” 

How To Write Killer Headlines 

• Tap Into The 
Prospect’s Emotions 
– More Often Than Not, 

People Buy Based On 
Emotion 
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How To Write Killer Headlines 
•  Include Major Benefits 

– What Benefits Do You Offer? 
–  Price Reduction, Coupon 

Incentives, Immediate 
Satisfaction, etc. 

• Do Not Just Provide A 
Feature Of Your Product. 
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Major Benefit Example 



“Inspiring Dreams, Realizing Potential” 

Include The “Why” & “How” 

• “How” Tells The Reader Something They 
Didn’t Know Before 

• “Why” Implies That There Is A Valuable 
Piece Of Info Being Offered 
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Asking A Question 

• Immediately Makes It Personal To Your 
Reader 

• Gets Them Thinking Of Themselves & Their 
Needs 
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Asking A Question 

• Who else wants a Hollywood figure? 

• Is the life of a child worth a dollar to you? 

• Is your home picture poor? 

• How much is that old car costing you? 
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Combining Asking A Question With 
Why/How 
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Creating a “Swipe File” 

• Store And Keep Record of Headlines You 
Like In Your “Swipe File” 

• You Cannot Steal Them, But You Can Use 
Them For Ideas & Inspiration 

• Categorize Your “Swipe File” By Industry 
Type And/Or Headline Type 
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“Swipe File” Ideas 
•  “Caught soon enough, early tooth decay can 

actually be repaired by Colgate.” - Colgate 
•  “What in the world is wrong with me?” – 

Prevention Magazine 
•  “Try burning this coupon.” – Harshaw Chemical 
•  “Finally, a Caribbean Cruise as good as its 

brochure.” – Norwegian Cruise Line 
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Before 
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After 
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The Do’s & Don’ts 
Do’s 
•  Feature your most 

important announcement 
or benefit 

•  Involve your reader 
•  Be positive 
•  Be clear and 

understandable 
•  Make a compelling point 

Dont’s 
•  Try too hard to be clever or 

funny 
•  Tell the entire story 
•  Be negative 
•  Exaggerate or make 

outrageous statements 
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Workshop: Headline Templates 

1.  Who Else Wants _____? 
2.  The Secret of ______? 
3.  Here is a Method that is Helping ______ 

to ______? 
4.  Little Known Ways to ______ 
5.  Get Rid of ______ Once and for All 
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Workshop: Headline Templates 

6.  Here’s a Quick Way to ______ 
7.  Now you can ______ ______ 
8.  ______ like _______ 
9.  Have a ______ you can be Proud of 
10. What Everybody Should Know About 

_____ 



Thank You! 
Written By: Chris Brewer, 
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