
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



INTRODUCTION 
 

Welcome, 

This guide is designed to help you write high-converting Facebook caption copy. 

Most people assume that better ad copy comes from being more creative, using 
clever wording, or following complex copywriting formulas. In reality, performance 
data across platforms like Meta consistently shows something much simpler: 

The ads that convert are the ones that are immediately clear, directly relevant, 
and specific to a real problem. 

When someone sees your ad, they are not analysing it in detail. They are making 
a fast decision based on one question: 

“Is this relevant to me?” 

If the answer is unclear, they scroll. 

If the message is generic, they ignore it. 

If it feels complicated or exaggerated, they don’t trust it. 

Because of this, high-performing ads follow a predictable pattern. 

The primary text creates immediate recognition by describing a situation the 
viewer already relates to. Instead of explaining the product, it focuses on a single, 
specific problem and the frustration it causes. The solution is then introduced as 
relief, not as an abstract opportunity. 

The headline does not try to be clever or introduce new ideas. Its role is to 
reinforce the core problem or outcome, confirming to the viewer that the ad is 
relevant to them. 

The description plays a smaller but important role. It reduces friction by making 
the product feel simple, usable, and low risk. 

Together, this creates a clear structure: 

• The primary text makes the viewer think, “That’s me.” 
• The headline confirms, “This is relevant.” 
• The description reassures, “This is safe.” 

This guide is built around that model. 



Instead of relying on theory or overused formulas, it focuses on what consistently 
works in real ads: clarity, relevance, and specificity. By following this approach, 
you avoid the most common reasons ads fail — being unclear, irrelevant, or 
generic — and create copy that performs in real-world conditions. 

 

 

 

HOW TO USE 
 

Step 1: Input your product details 
Scroll to the ‘THE AD - ABOUT THE PRODUCT’ section and fill it in with details about 
your product. Use the examples below as guidance. 

 

Example 1 - AI master prompt 

• Product name: Hook Arsenal  
• Product type: An AI master prompt  
• Product category: Digital product  
• Product description: A master prompt for creating 3 second ad hooks 

based on 50 psychological techniques  
• Target customer: Sellers of ecommerce products  
• Customer situation: Sellers of ecommerce products upload their ads, they 

see increasing views, but notice drop offs in the first 5 seconds  
• Primary benefit: Increased ad clicks and sales  
• Desired transformation: Having a profitable business  
• Unique selling point: Prompts based on 50 psychological techniques.  
• Audience awareness: Aware of problem but not solution (psychological 

techniques as the missing piece)  
• Traffic temperature: cold traffic (never heard of brand or creator)  
• Desired outcome: Click buy now 

 

Example 2 – Teeth whitening kit  

• Product name: ClearWhite Whitening Strips 



• Product category: Physical product 
• Product type: Teeth whitening kit 
• Product description: Teeth whitening strips that remove stains using a 

peroxide-free PAP whitening formula. 
• Primary benefit: Noticeably whiter teeth. 
• Desired transformation: Smile naturally without worrying about how your 

teeth look. 
• Target customer: Adults who feel self-conscious about yellow or stained 

teeth. 
• Customer situation: They look in the mirror before going out and wish their 

teeth looked noticeably whiter. 
• Unique selling point: Uses a peroxide-free PAP whitening formula that 

whitens without causing the sensitivity commonly associated with 
peroxide. 

• Audience awareness: Problem aware. They know their teeth are 
discoloured and want whiter teeth but assume peroxide whitening is their 
only option. 

• Traffic temperature: Cold traffic (never heard of the brand or creator). 
• Desired outcome: Click to learn more. 

 

Example 3 – Excel Budget dashboard  

• Product name: BudgetFlow 
• Product category: Digital product 
• Product type: Excel budgeting dashboard 
• Product description: A budgeting spreadsheet that tracks income, bills, 

spending and remaining budget in one organised monthly dashboard. 
• Primary benefit: Always know how much money you can safely spend. 
• Desired transformation: Check your bank account and still see money left 

at the end of the month instead of wondering where it all went. 
• Target customer: People who regularly struggle to stay within their monthly 

budget. 
• Customer situation: They check their bank balance halfway through the 

month and can't understand where all their money has gone. 
• Unique selling point: Automatically calculates remaining budget after 

every expense using a single organised monthly dashboard. 
• Audience awareness: Problem aware. They know they're overspending but 

don't have a simple system for tracking where their money is going. 



• Traffic temperature: Cold traffic (never heard of the brand or creator). 
• Desired outcome: Click to learn more. 

 

Step 2: Copy and paste 
• Copy the text from ‘task’ to ‘end of prompt’ 
• Paste it into your preferred AI chat  
• Generate your ad text  

Note: If the pasted text becomes an attachment, write ‘Run the task’ in the chat 
before hitting send.  

 

Step 3: Make variations (optional) 
If you want to make more variations of the copy, use prompt 2. 

 

 

IMPORTANT  
• Each prompt is designed to run in sequence. Run them in order and do not 

skip steps. 
• The prompts are also highly detailed as they have been iterated over 

months to ensure every avenue for producing a weak output or 
misinterpretation has been blocked. However, you do not need to read 
them all. Simply add the required information and copy/paste each 
prompt as is.  

 

 

 

 

 

 



PROMPT 
 

TASK  
Your task is to write Facebook ad caption copy that accompanies the supplied Ad 
Script.  

This includes producing the: 

• Primary Text 
• Headline 
• Description 

Use the supplied Ad Script as the basis of the advertisement while expressing its 
message in different language without duplicating or closely paraphrasing its 
wording. 

Use the About the Product section for all product, customer and offer details. 

Follow all rules and constraints below for all variations when structuring and 
writing the output. 

 

SOURCE OF TRUTH BINDING (CRITICAL) 
You must treat the supplied rules, structure and constraints as a mandatory 
execution template, not as general copywriting guidance. 

You must strictly execute the rules, structure and constraints below. 

You are NOT allowed to: 

• Add new rules 
• Invent implied standards 
• Merge or simplify rules 
• Generalise from best practices 
• Substitute your own understanding 
• Create proxy or "common sense" criteria 

Do not apply personal judgment, expertise or optimisation beyond what is 
explicitly allowed. 



Every rule governing the structure, sequence or persuasive function of the output 
must remain clearly identifiable in the finished output. Do not satisfy multiple 
structural requirements through a single combined sentence or paragraph unless 
explicitly instructed to do so. 

 

RESEARCH INTEGRITY RULE (CRITICAL) 
The supplied Product Details and Ad Script are the result of completed customer 
research and are the authoritative source of truth. 

Do not reinterpret, replace, broaden, narrow or exaggerate the supplied problem, 
benefit, objection, transformation or positioning. 

Your task is to communicate the supplied research more persuasively, not to 
improve, change or invent it. 

 

CORE PRINCIPLE (NON-NEGOTIABLE) 
DON'T: 

• Don't substitute your own copywriting judgement for the prompt's 
instructions. If the prompt specifies how something must be written, follow 
it exactly, even if you think another approach sounds better. 

• Don't combine multiple required ideas into one sentence when the prompt 
instructs you to communicate them separately. 

• Don't treat the prompt as guidance or best practice. Treat every instruction 
as a pass/fail execution requirement. 

• Don't evaluate your output based on whether it sounds like good copy. 
Evaluate it only against the explicit rules and acceptance criteria in this 
prompt. 

 

POSITIONING RULE (CRITICAL) 
The product must be positioned as relief, not improvement. 

Relief means: 

• Fixing something that is already happening 
• Removing frustration, confusion, or wasted effort 



The reader should feel: “This solves something that keeps happening to me” 

 

PERSUASION PROGRESSION (NON-NEGOTIABLE) 
Every sentence must perform one unique persuasive function before naturally 
progressing to the next. 

DON'T: 

• Don't repeat, restate or rephrase information that has already been 
communicated. 

• Don't use multiple sentences to communicate the same persuasive point. 
• Don't include sentences that don't introduce new persuasive value. 
• Don't add filler that delays progression through the advertisement. 

If two consecutive sentences perform the same persuasive function, rewrite or 
remove one of them. Every sentence should move the reader one step closer to 
taking action. 

 

EXPLANATION BOUNDARY RULE (CRITICAL) 
The supplied Ad Script is responsible for explaining why the customer's problem 
occurs. 

The Primary Text should communicate the customer's experience, consequence, 
product, desired transformation and call to action without introducing additional 
explanations, diagnoses or persuasive claims. 

Do not explain why the problem happens unless that explanation has already 
been established in the supplied Ad Script. 

 

FORBIDDEN DIAGNOSTIC TRANSITIONS (CRITICAL) 
Do not introduce new diagnostic or explanatory transitions that are not present in 
the supplied Ad Script. 

This includes phrases such as: 

• "The real problem is..." 
• "The reason this happens is..." 
• "What most people don't realise is..." 



• "It may not be..." 
• "The issue isn't..." 
• "The mistake is..." 
• "The truth is..." 

Do not introduce new explanations, diagnoses or persuasive ideas simply to 
create curiosity or avoid repetition. 

These belong in the supplied Ad Script, not the Facebook caption. 

 

WRITING AND LANGUAGE RULES (CRITICAL) 
DO: 

• Use clear, everyday language throughout the advertisement. 
• Write the way the customer would naturally describe what happened, not 

the way a copywriter would. 
• Keep every sentence direct and immediately understandable. 
• Use concrete, specific wording wherever possible. 
• When a simpler, more natural alternative communicates the same 

meaning, always prefer the simpler wording. 

DON'T: 

Don't replace simple wording with marketing, corporate, educational, technical or 
industry-specific language unless it is explicitly supplied in the About the Product 
or Ad Script. 

• Don't assume the reader will infer missing information. 
• Don't use wording that could reasonably cause the reader to ask, "What do 

you mean?" 
• Don't use unnecessary abstraction. 
• Don't use metaphors, analogies or figurative language. 
• Don't use hype or exaggerated marketing language. 
• Don't over-explain or add unnecessary detail. 
• Don't write in a storytelling style unless the source material explicitly 

requires it.  

 



THE AD  
ABOUT THE PROUCT  

1. Product name: [What is the product name] 
2. Product category: [Physical product / digital product / service]  
3. Product type: [Describe the product is e.g. template, prompt, graphics]  
4. Product description: [What does the product do? Describe what it is and 

how it works in one sentence] 
5. Primary benefit [What is the direct benefit the product provides before the 

customer's ultimate transformation?] 
6. Desired transformation: [This should be the destination the customer is 

trying to reach, not another product benefit] 
7. Target customer: [The people you would ideally like to reach with your ad] 
8. Customer situation: [Describe a specific situation the customer repeatedly 

experiences] 
9. Unique selling point: [What separates this from other products] 
10. Audience awareness: [Is your customer aware of their problem? Including 

the problem cause, solution available and value of the solution] 
11. Traffic temperature: [Cold traffic (never heard of brand or creator), warm 

(heard of you), hot (already purchased)] 
12. Desired outcome: [What do you want the user to do e.g. click buy now, 

learn more, sign up] 

 

AD SCRIPT 
[INSERT YOUR AD SCRIPT HERE] 

 

 

PRIMARY TEXT RULES (MOST IMPORTANT) 

OBJECTIVE 
• Create immediate recognition through a specific, relatable customer 

experience. 
• Increase the consequence or emotional weight of the problem. 
• Clearly introduce the product and its desired transformation. 
• Independently justify the click while complementing the supplied Ad Script. 



 

STRUCTURE (MANDATORY) 
The Primary Text must be constructed from five distinct and clearly identifiable 
persuasive stages in the following order: 

 

RECOGNISABLE SITUATION 

• Begin with a real, recognisable customer experience. 
• Describe a specific moment, action or experience the customer can 

immediately relate to. 

 

ESCALATION 

• Immediately increase the stakes by showing what the customer is losing 
because of the recognised problem and why it continues to happen. 

• The first part should explain the immediate consequence of the problem. 
• The second part should reveal the underlying obstacle preventing the 

customer from escaping it. This is often missing understanding, visibility or 
knowledge. 

• The reader should feel that the problem isn't just frustrating—it will continue 
until something changes. 

• The escalation must introduce new information. Every idea should move 
the reader forward rather than restating the Recognition. 

Examples of progression: 

• Wasting money because people leave your ads → You don't know why 
they're leaving, so you can't fix it. 

• Revision doesn't translate into marks → Without a reliable way to 
remember what you've studied, you'll keep getting disappointing exam 
results. 

• Your money keeps disappearing → You can't identify what's draining your 
budget, so the same thing keeps happening. 

• You dismissed Kindle publishing as saturated → You'll never discover what 
successful publishers are doing differently. 

Don't: 

• Repeat or rephrase the Recognition. 
• Jump to the final transformation or desired outcome. 



• Use corporate, educational or marketing jargon. 
• Explain the problem from the product's or expert's perspective. 
• Use abstract language when the customer would describe it more simply. 
• Sound like a narrator or sales presenter. 

 

STAGE ISOLATION RULE (CRITICAL) 

Recognition communicates only the observable experience. 

Escalation must communicate only: 

• a consequence that was not already communicated or implied by the 
Recognition, and 

• why the customer remains unable to escape the problem. 

If either part restates, reframes or merely extends the Recognition, it fails. 

 

PRODUCT INTRODUCTION 

• Clearly introduce what the product is. 
• Use the supplied Product Name and Product Type. 
• Position it as relief for the problem already established. 
• Clearly communicate what the product does without unnecessarily 

repeating or closely paraphrasing the Ad Script. 
• Communicate the supplied Unique Selling Point. 
• Do not introduce additional product features, specifications, selling points 

or supporting details beyond the supplied USP. 
• End the Product Introduction by naturally communicating the product's 

immediate practical result for the customer 
• See the supplied ‘Primary Benefit’ in the ‘About the Product’ for the 

Immediate Benefit. Use it as your source of truth, not to repeat word for 
word. 

• Do not communicate the customer's ultimate desired transformation, 
explain the product's mechanism, reduce objections or deliver the Call to 
Action. Those persuasive functions belong in their own stages. 

• Do NOT add any phrases that start with "instead of". 

Product Introduction Templates (Principles Only) 



The following templates demonstrate how to combine the supplied Product 
Name, Product Type, Product Description, Unique Selling Point and Immediate 
Benefit. 

• [Product Name] is a [Product Type] that [Product Description] using 
[Unique Selling Point], so you can [Immediate Benefit]. 

• [Product Name] is a [Product Type] built to fix this. It [Product Description] 
using [Unique Selling Point], so you can [Immediate Benefit]. 

• [Product Name] is a [Product Type] that [Product Description] designed to 
fix this. It's built around [Unique Selling Point], so you can [Immediate 
Benefit]. 

IMPORTANT NOTES:  

• Adapt the structure naturally to the supplied product rather than copying 
the wording. 

• Ensure you are not confusing or duplicating the Product Description with 
the Unique Selling Point. The USP, should be in the space of the USP alone. 

• The Immediate Benefit should describe the product's first direct, practical 
result for the customer. 

• These templates are not suggestions; they are binding execution 
requirements. Do not prioritise your own writing style preferences over this 
execution. 

 

DESIRED TRANSFORMATION 

Communicate the customer's ultimate desired outcome in the real world. 

See the supplied 'Desired Transformation' in the 'About the Product' section. Use it 
as your source of truth, not to repeat word for word. 

This should be the destination they are actually trying to reach, not another 
product benefit or a repetition of the product's immediate result. 

The outcome should describe a specific change the customer experiences after 
the problem has been solved. 

The customer should be able to easily picture themselves experiencing this 
outcome in real life. 

Don't: 

• Repeat the product's immediate practical result. 
• Repeat what the product does. 



• Introduce another product feature or Unique Selling Point. 
• Describe a broad success objective that could apply to almost any 

product, such as "build a profitable business", "become more successful" or 
"improve your finances." 

• Rely on overused motivational language such as "gives you confidence", 
"feel empowered", "unlock your potential", "gives you a reliable way" or 
similar generic statements. 

• Use vague or generic outcomes such as "perform at your best", "feel 
reassured" or "improve your life." 

• Describe the transformation from the product's perspective instead of the 
customer's. 

Do 

• Use a connector at the beginning of the sentence like ‘This means’ or ‘This 
give you’ to flow from the previous sentence  

Strong Desired Transformation Examples 

• Launch new ads without wondering whether they'll bring in customers. 
• Stop second-guessing every advert before you publish it. 
• Check your bank account and still see money left at the end of the month. 
• Finally get the top grades you've been working towards. 
• Smile naturally without worrying about how your teeth look. 

Weak Desired Transformation Examples 

• Grow your business. 
• Become more successful. 
• Improve your finances. 
• Gives you the confidence to... 
• Gives you a reliable way to... 

 

CALL TO ACTION 

• End with a clear, natural call to action that gives the reader a compelling 
reason to click. 

• Give the reader a clear reason to click now without introducing new 
persuasive ideas. 

ALLOWED CTA PATTERNS (CHOOSE ONE, DO NOT COPY WORDING) 

Pattern 1: Action + reveal missing understanding 



Purpose: Appeals to curiosity by suggesting the product may contain the missing 
explanation or solution. 

Examples: 

• Click to explore [Product] and see if it's what your [problem] has been 
missing. 

• Click to explore [Product] and see if [USP] is what's been missing. 
• Click to explore [Product] and decide if it's the solution you've been looking 

for. 

Pattern 2: Action + resolve uncertainty 

Purpose: Appeals to uncertainty by promising an explanation or answer to a 
problem the customer hasn't solved yet. 

Examples: 

• Click to see if [product] explains why your [problem] keeps happening. 
• Click to find out why your [problem] isn't improving. 
• Click to see if [product] is the missing piece behind your [problem]. 

 

SUMMARY 

• Recognition: What problem do I recognise? 
• Escalation: What am I losing/how does this make me feel? Why am I stuck 

in this cycle? 
• Product Introduction: What is the solution, what makes it different and 

What immediately changes for me (immediate benefit)? 
• Desired transformation: What will my life look like when I’ve succeeded 

(ultimate transformation)? 
• CTA: Why should I click? 

Each stage performs one unique persuasive function before progressing to the 
next. 

Do not merge, reorder or omit stages. 

 

EXAMPLES (PRINCIPLES ONLY) 
The examples below demonstrate how the prompt's rules are applied in practice. 

Model the following: 



• The persuasive structure 
• The reasoning behind each stage 
• The progression from one stage to the next 
• The level of specificity and clarity 
• How each sentence performs one unique persuasive function 

They MUST NOT be copied for: 

• Wording 
• Phrasing style 
• Sentence construction 
• Tone imitation 
• Language patterns 
• Explanation logic 
• Mechanism usage  

 

Hook Arsenal Primary Text: 

You check the results from your latest ad and see people are watching, but they're 
scrolling away almost as soon as it starts. 

This means your burning through your money on ads, while failing to make it 
back. Worse, you have no idea why they're leaving, so you can’t fix the problem. 

Hook Arsenal is an AI master prompt that creates 3-second ad hooks using over 
50 psychological techniques, so you can hold attention long enough for people to 
click through to your offer.  

This gives you a chance to generate the consistent sales needed to build a 
profitable business. 

Click to see if Hook Arsenal explains why people keep leaving your ads. 

 

BudgetFlow Primary Text: 

You check your bank balance and can't work out why there's so little money left 
already. 

Without knowing where your money is going, you can't spot what's draining your 
budget, so the same thing keeps happening month after month. 



BudgetFlow is a budgeting spreadsheet that keeps your income, bills, spending 
and remaining budget together in one organised monthly view, so you know how 
much you can safely spend before it's too late.  

This ensures that when you check your account, you always see plenty of money 
left saved - no surprises.  

Click to explore BudgetFlow and see if this explains where your money keeps 
disappearing. 

 

Study Guide Primary text: 

You sit down to answer a question in your test and realise you revised it... but you 
just can't remember the answer. 

That means all the time you spent revising can't get you the marks. Without a 
reliable way to remember what you've studied, you'll keep failing to get the exam 
results you want.  

This Study Guide is a PDF system that teaches you evidence-based recall 
techniques, memory exercises and note structuring methods, so you can 
remember more of what you've revised when you need it.  

This gives you the best possible chance of finally getting the top grades on your 
exams, you see other students getting. 

Click to explore the Study Guide and see if this explains why your revision isn't 
sticking. 

 

ClearWhite Whitening Strips Primary Text: 

You look in the mirror before heading out and your teeth still seem more yellow 
than you'd like. 

It can leave you feeling self-conscious every time you smile, wondering if other 
people notice it too. 

ClearWhite Whitening Strips are a teeth whitening kit that uses a PAP whitening 
formula to remove stains without peroxide, so you can achieve noticeably whiter 
teeth while avoiding harm.   

This gives you the confidence to smile naturally without worrying about how your 
teeth look. 



Click to explore ClearWhite Whitening Strips and see if PAP whitening is what's 
been missing. 

 

KDP Course Primary Text: 

You've looked into publishing books on Amazon before, but it always seemed too 
saturated to be worth trying. 

As long as you believe that, you'll never discover what new publishers are doing 
differently to become successful. Month after month, you’ll keep looking for a new 
income stream, that never seems to end well.  

This KDP Course teaches the complete research, writing and ranking system used 
by a three-time bestselling Amazon author, so you can publish royalty-earning 
books while avoiding the trial and error of following random YouTube videos. 

This gives you the opportunity to build a new source of regular income without 
huge startup costs. 

Click to explore the KDP Course and see if this changes how you think about Kindle 
publishing. 

 

PROBLEM TRANSLATION & RECOGNISIBLE SITUATION RULE 
(CRITICAL) 
The supplied ‘ABOUT THE PRODUCT’ section already define the customer's core 
problem under ‘customer situation’. 

Do not invent a different problem, symptom, explanation or solution. 

Your task is to communicate the supplied customer situation as a specific, 
recognisable customer experience while preserving its original meaning.  

Always begin with the moment the customer notices the problem. Describe what 
the customer sees, does or realises rather than summarising the problem. The 
opening should make the reader mentally replay a real experience they have 
likely had. 

The opening should describe:  

• what the customer was doing 
• what happened 
• what they noticed 



• what they experienced 

The reader should immediately think: "That happened to me." 

Always describe the experience before summarising the problem. 

The examples below demonstrate the principle only. Do not copy the wording. 
Instead, apply the same reasoning to the supplied product. 

• Weak: "Your teeth are stained." 
• Strong: "You catch yourself smiling with your mouth closed in photos 

because you're conscious of your teeth." 
• Weak: "You're overspending." 
• Strong: "You check your bank balance and wonder where your money went, 

even though you don't remember buying anything expensive." 
• Weak: "Your spine is out of alignment." 
• Strong: "You wake up with the same aching hip or lower back, even after a 

full night's sleep." 
• Weak: "You want another income stream." 
• Strong: "You keep researching different ways to earn extra income but 

never feel confident enough to start one." 

Good examples: 

• opening something and immediately feeling overwhelmed 
• trying the same approach again because nothing else has worked 
• checking the results and realising nothing has changed 
• reading instructions twice because they still don't make sense 
• putting something off because it feels more complicated than expected 
• spending time setting everything up only for it not to work 
• finishing something with confidence, then seeing disappointing results 
• repeatedly searching for answers but finding conflicting advice 
• abandoning the task halfway through because it became frustrating 
• realising you've been doing the same thing for weeks without progress 

Bad examples: 

• struggling 
• finding it difficult 
• trying harder 
• wasting time 
• wanting better results 
• looking for a solution 



• feeling frustrated 
• having a problem 
• needing more sales 
• wanting to save money 

Always preserve the supplied customer situation. Change how it is 
communicated, not what it communicates. 

 

RECOGNISIBLE SITUATION RULE (CRITICAL) 
When expressing the supplied Customer Situation, describe experiences that the 
vast majority of the supplied Target Customer could reasonably recognise. 

Do not replace a broadly relatable situation with one specific manifestation that 
only some members of the supplied Target Customer would experience. 

If the supplied Customer Situation is general, keep your wording equally general. 
Do not invent specific tools, platforms, interfaces, environments, brands or 
sequences of events unless they are explicitly provided. 

 

EMOTIONAL RECOGNITION RULE (CRITICAL)  
Before introducing the product, first make the reader feel understood. 

The opening should make the reader immediately recognise their own experience 
and understand why it matters. 

The reader should naturally think: "That's exactly what keeps happening." 

Recognition should come from the situation. Emotion should come from mentally 
replaying that recognisable experience, not from emotional descriptions or labels. 

Do not begin by: 

• explaining the problem 
• explaining why it happens 
• selling the product 

The customer already knows the experience and its consequences. 

Reinforce those consequences rather than explaining or diagnosing them. 

 



FORMATTING RULE 
• Write every structure section (recognisable situation, consequence, 

product introduction, desired transformation and call to action) on its own 
line for clarity  

 

FORBIDDEN 
• Feature lists 
• Generic benefits 
• “Imagine if…” 
• Hype language 
• Abstract wording 
• Trying to sound impressive 

 

ALSO FORBIDDEN 

Do not begin with generic advertising phrases such as: 

• Are you... 
• Are you tired of... 
• Are you struggling with... 
• If you're... 
• Looking for... 
• Sick of... 
• Want to... 
• Need to... 
• As a business owner... 
• Every business owner... 
• Many people... 
• Most people struggle with... 

These phrases describe categories of people rather than recognisable 
experiences. 

 



HEADLINE RULES 

OBJECTIVE 
• Reinforce the customer's recognition that the advertisement is relevant to 

them. 
• Clearly reinforce the core problem, desired transformation or desired 

outcome. 
• Support the Primary Text by confirming relevance, not by introducing new 

persuasive information. 
• Encourage the click through clarity and relevance, not curiosity or 

explanation 

 

HEADLINE FOCUS RULE (CRITICAL) 
The Headline should reinforce the central message of the advertisement, not 
expand it. 

Its role is to immediately confirm to the reader: "This is about the problem I have" 
or "This is about the outcome I want." 

The Headline should focus on one of the following: 

• the core problem 
• the desired transformation or desired outcome 
• the consequence of the problem 
• the key mistake preventing the desired outcome 

Do not introduce: 

• new problems 
• new benefits 
• hidden explanations 
• product mechanisms 
• unique selling points 
• information that requires explanation 

The Headline should be instantly understandable and reinforce what the reader 
already knows from the advertisement. It should confirm relevance, not introduce 
new persuasive information. 

 



REQUIREMENTS  
• Must clearly reinforce the core problem, desired transformation or desired 

outcome. 
• Must be specific. 
• Must be instantly understandable. 
• Must communicate one central idea. 
• Must complement the Primary Text by reinforcing relevance rather than 

introducing new persuasive information. 

 

HEADLINE CLARITY RULE (CRITICAL) 
The Headline should communicate one central idea. 

Do not combine: 

• the problem 
• the mechanism 
• the solution 

into one sentence. 

Focus on the problem or the desired outcome. 

Never both. 

 

VALID STRUCTURES 
• Problem-based 
• Outcome with contrast 
• Mistake-based 
• Hidden issue 

 

FORBIDDEN 
Do not introduce: 

• hidden mechanisms 
• psychological explanations 
• technical explanations 
• product methodology 



• unique mechanisms 
• new persuasive claims 
• information that requires explanation 

These belong in the supplied Ad Script or supporting creative, not the Headline. 

The Headline should reinforce what the reader already understands rather than 
introducing new information. 

 

HEADLINE REPETITION RULE (CRITICAL)  
The Headline must contribute a different persuasive function from the Primary 
Text, Description and supplied Ad Script. 

It should reinforce the advertisement's central message without repeating or 
closely paraphrasing existing copy. 

The Headline may reinforce the same problem, benefit or outcome, but it should 
do so from a different angle or with different emphasis. 

Do not: 

• repeat sentences from the Primary Text 
• closely paraphrase the supplied Ad Script 
• duplicate the Description 
• repeat the call to action 

The Headline's role is to confirm relevance and strengthen the advertisement's 
central message; not restate information the reader has already seen. 

 

DESCRIPTION RULES 

OBJECTIVE  
• Reduce the final practical uncertainty preventing the click. 
• Reinforce the buying decision by providing one clear, relevant piece of 

practical information. 
• Make the purchase feel clearer, safer or easier to evaluate. 
• Support the Primary Text and Headline without introducing new persuasive 

arguments. 

 



DESCRIPTION ROLE (CRITICAL) 
• The Description is not another sales message. 
• Its role is to reduce the final practical uncertainty preventing the click. 
• It should make the purchase feel clearer, safer or easier to evaluate by 

providing one practical piece of information that supports the buying 
decision. 

• The Description should complement the Primary Text and Headline, not 
repeat or expand upon them. 

 

SPECIFIC REASSURANCE RULE (CRITICAL) 
Choose reassurance that is specific to the product. 

Avoid generic reassurance that could apply to almost any product. 

Good examples include: 

• delivery format 
• what the customer receives 
• software compatibility 
• supported devices 
• access method 
• download process 
• update availability 
• guarantee 
• refund policy 
• step-by-step structure 
• required skill level 

Bad examples: 

• Easy to use 
• Saves time 
• High quality 
• Great value 
• Beginner friendly 
• Powerful 
• Effective 

These are vague claims unless supported by specific information. 

 



PRACITICAL INFORMATION RULE (CRITICAL) 
The Description should answer the single most relevant practical question a 
customer may still have before clicking. 

Choose the practical information that most reduces purchase uncertainty for that 
specific product. 

For example: 

• What do I receive? 
• How do I access it? 
• What format is it in? 
• Will it work for me? 
• Is there any purchase risk? 
• How quickly can I use it? 

Answer one practical question well rather than attempting to answer several 
superficially. 

 

STYLE 
• Short 
• Simple 
• Practical 

 

FORBIDDEN 
• Repeating headline 
• Adding new claims 
• Over-explaining 

ALSO FORBIDDEN 

Do not: 

• restate the Primary Text 
• repeat the Headline 
• closely paraphrase the supplied Ad Script 
• repeat the call to action 
• introduce new selling arguments 
• introduce new product benefits 



• use vague adjectives without supporting information 

Avoid words such as: 

• easy 
• powerful 
• amazing 
• incredible 
• simple 
• effective 
• high quality 
• revolutionary 
• premium 
• best 

unless they are supported by specific evidence. 

 

STRUCTURAL INTEGRITY RULE (CRITICAL)  
Each section has a unique persuasive role. 

Do not allow sections to overlap. 

Primary Text 

Purpose: 

• Create recognition 
• Build emotional tension 
• Reveal the hidden reason the problem continues 
• Position the product as relief 
• Create enough curiosity to encourage the click 

It should not simply explain the product or repeat information communicated 
elsewhere. 

 

Headline 

Purpose: 

• Confirm relevance 
• Reinforce the core problem or desired outcome 
• Encourage the reader to continue 



It should feel like a continuation of the Primary Text, not a repetition of it. 

 

Description 

Purpose: 

• Reduce friction 
• Remove uncertainty 
• Provide practical reassurance 

It should not repeat the Primary Text or Headline. 

Instead, it should make the purchase feel easier, safer or simpler. 

 

OUTPUT FORMAT (NON-NEGOTIABLE) 
Primary Text: 

[Write full primary text] 

 

Headline: 

[Write headline] 

 

Description: 

[Write description] 

 

• Ensure to put the headings in bold.  
• Do not bold anything else, including the product name.  

 

END OF PROMPT  
 

 

 



PROMPT 2 
 

TASK  
Write a new variation of the advertisement above. 

The objective is not to produce different wording for its own sake. The objective is 
to produce another equally strong execution of the prompt. 

Do not deliberately weaken, generalise or abstract sentences simply to make 
them different. 

When creating a variation: 

• Preserve the strength, specificity, vividness and persuasive function of 
every sentence. 

• Change only the wording necessary to avoid close paraphrasing. 
• If the strongest execution naturally resembles a previous variation, prioritise 

the stronger copy over greater linguistic variety. 
• Never replace a concrete, visual or emotionally recognisable sentence with 

a more generic, abstract or business-oriented alternative. 
• Never replace a strong consequence with a weaker business implication 

simply to create variation. 
• Every sentence in the new variation should be capable of standing 

alongside the strongest sentence from the previous version, not merely 
being different from it. 

Treat the previous output as the quality benchmark. Your goal is to match or 
exceed its persuasive strength while expressing the same research in fresh 
language. 
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