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JB Copywriting
Engaging content to start
conversations - and keep them
going

Hello.

Welcome to my information kit.

I’m Judith – the J in JB Copywriting.  I’m a business-to-business (B2B) conversational 

copywriter for the event industry.

Why Conversational Copywriting?

Because the web opened the door to two-way communication and reintroduced 

conversation to the market place.  The result?  Your target audience wants to be engaged.

Messages full of jargon and corporate-speak don’t work in 21st century marketing.  Neither 

do adversarial, hard-sell and full of hype messages.  Your reader can hit the mute button, 

delete the message, or toss the letter and go find someone who wants to listen to and 

engage them. 

And the best way to engage your audience?  By starting a conversation with them.  Tell 

your story in a conversational tone that’s uniquely yours.   

Want to find out more?  Read my article “How Conversation Returned to the Market Place.”  

I’ve included a copy in the kit for your convenience.  
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And the Event Industry?

So many different businesses and services play an important role in the creation of a 

successful event.  The event planners, florists, speakers, caterers, decorators, travel agents. 

People in hotels, inns, conference centers, staffing agencies, restaurants, car rentals.

I understand how much is involved.  You see, I’ve been a coordinator, planner, and 

presenter, too.

So how do you all find each other?  It comes down to value added content to convince 

your audience that your product or service is the best option for them.  Conversational 

content that informs, engages, and keeps them looking for more.  That’s how you tell your 

story – and win your audience’s trust and loyalty.

And I can help you.

Have a look at the index on the next page and find out more.  And then let’s have a 

conversation.   

Judith

JB Copywriting

conversationalcopywriter@gmail.com

https//jbcopywriting.com
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A Bit About Me

I spent much of my life traveling the world.  Lots of great memories.  Like watching sunsets 

on Manila Bay, or the cheetah racing across the East African veldt at sunset.  I won’t forget 

Kilimanjaro under a full moon, wandering through Swiss villages, walking the walls of 

Dubrovnik either.  I wrote a short essay about it – TCK on a Camel.  You’ll find it among the 

samples on my website.

What makes me a copywriter

It started when I worked in the marketing department of a large newspaper group.  I 

learned a lot from a very tough boss.   Like:

• The importance of credible research and using the results to create persuasive 

presentations.  

• Creating content that speaks with your target audience – and doesn’t insult them 

by shouting.  

• The necessity of meeting deadlines.

• Making sure engaging customer experience is key throughout the sales funnel.

• I also discovered I could write.  How’d I feel when my first advertorial appeared in 

the newspapers? Well, happy is an understatement.  

I developed the concept for and project-managed the creation of a recognized promotion 

and video:  Children of the Mother City.  

Experience

Before I worked for the newspaper I was in administration.  Who did I work for?  There was 

the East African and International Professional Hunters’ Associations in Kenya, The World
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Wildlife Fund headquarters in Switzerland, the Canadian Mission to the United Nations at 

Geneva, travel agencies and retail in Cape Town, municipal government in Raleigh.

Education

After high School in Manila I studied French and business in Switzerland and journalism and 

creative writing through the University of Wisconsin.  I earned my certificate from the Public 

Relations Institute of S.A. and became a member of the SA Market Research Association. 

Since returning to the States I’ve successfully completed copywriting programs through 

the American Writers and Artists Inc., the industry’s leading copywriting training company.  

I learned how to write strong business-to-business marketing content from some of the 

best.  I also received my certificate of completion for Conversational Copywriting from Nick 

Usborne.  

I understand how important it is to continue learning and to keep up with market trends.  

I’m a follower of the Digital Commerce Academy, an in depth content marketing strategy 

program.

I’m a professional copywriter.  Let me help you engage your audience and win their trust.

They’ll become your loyal customers. 
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First Steps

Contact and Communication

The best way to contact me is via email at conversationalcopywriter@gmail.com.  It 

doesn’t have to be long.  Just introduce yourself, your business and the type of project 

you’d want me to work on.

 

Learning About Your Business and Project

Before we schedule a time to have a conversation I’ll send you a few questions to consider.  

They’re designed to help me learn about your marketing objectives and where the 

project is in your sales funnel.   You’ll find them under “Things to think about before our first 

conversation.”   We’ll use those as a guideline when we talk.  It’ll save you time.  

Now, if you prefer to answer those questions and email them back to me beforehand 

that’d be fine, too.  Please add any of your own questions or concerns when you do.

I’ll want to study your current marketing strategy, your target audience, previous 

advertising campaigns and marketing materials.  Depending on the product or service it 

would be helpful to see what your sales teams work with.
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Samples of my Work

I’ve included a couple of samples of my work on the following pages for you to read.  There 

are more samples on my website:  https://jbcopywriting.com.

The Formalities

Once we’ve introduced ourselves and talked about your project and we think we can work 

together we’d need to establish and agree upon timeframes to respect deadlines.

I’ll send you a project proposal, which will include a creative brief, your project’s terms of 

agreement and the project’s cost.

Fee Guarantee

My fees come with a guarantee that I’ll revise the content up to two times after the first 

submittal to make sure you’re completely satisfied with the way it reads.  This revision 

obligation shall be subject to the deadline section.  

Payment Terms

I’ll invoice you for a 50% deposit of the total fee up front, and 50% upon completion of the 

project.  I prefer to be paid by check, payable to JB Copywriting.  I will get started upon 

receipt of the deposit.
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Things to Think About Before
       Our First Conversation

1. Tell me a bit about your business.   How has 
it changed since it was established and where do you 
want to take it in the future? 
 

2. Who’s your typical customer or buyer?  Demographics. Psychographic profile.  
Lifestyle. 
 

3. What’s the biggest challenge you’ve been having with your marketing or copy?  
Is it related to your website, online communications?  Direct marketing? 
 

4. Is there something in particular that frustrates you about your current marketing 
content?  And is there something about it you like in particular? 
 

5. What’s working now? 
 

6. Do you feel that your product or service is different from your competitors?  
Something that makes you stand apart or distinguishes you from them? 
 

7. Where does this particular project feature in your sales funnel? 
 

8. What time frame are you working with? 
 

9. Do you have a budget range in mind for this project? 
 

10. Who else would be involved with this project for approvals and implementation? 
 

11. Is there anything we haven’t covered that you’d like to discuss?
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How Conversation 
Returned to the 
Marketplace
There was a time when you could listen to a 

community’s heartbeat in the marketplace.  It was 

where people came together to sell – and to buy.

  

And a visit to the marketplace was also a social event. 

Conversations took place on a commercial and a 

personal level.

Opinions were shared.  Needs met.  Goods exchanged.  Stories told.  Relationships built, loyalty 

earned.

People interacted with people.

Then along came the industrial revolution, with factories, mass production, mass transit, and mass 

media.   

Companies grew, commerce thrived, products and services spread across the nation and the globe.  

Progress changed lives.   And it changed the marketplace.   

Consumers became a faceless, captive audience on the receiving end of marketing messages 

broadcast via one-way media like television, print and radio.   It was hard for an individual to say 

enough already.  Listen to me.  Talk with me.   Respect me.
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The human element got shelved.

But then something rather wonderful – and rather frightening – happened.  

Enter the Web

The big, wide, wonderful world of the web challenged 20th century traditional marketing strategies.   

Strategies that aimed messages AT audiences rather than engaging them.

  

Before the web few businesses knew what their audiences thought when they received a message.  

Many didn’t really care.   Some still don’t.

Those days are over.

Today the web gives your prospect or customer not just the opportunity but the right to reach out to 

you.  They can question, answer or challenge you.

Now your audience can talk about what they think or want or need.  Their opinions or experiences – 

good or bad - can go viral and reach thousands via the web and social media in a matter of minutes.

The consumer can no longer be ignored.

And neither can you.  The web gives you the exact same opportunity.  Take that opportunity and use 

it to engage your audience.
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But there’s a key to successful engagement.  Respect.   You want their respect, but they also want you 

to respect them.    It’s the only way to build relationships and earn trust and loyalty.  

To quote Bryant McGill, “One of the most sincere forms of respect is actually listening to what another 

has to say.”

Listen to your audience – and give your audience a chance to listen to you.

How do you do that?  You start conversations – and keep them going.   Why?

Because the web opened the door to two-way communication and reintroduced the art of 

conversation to the marketplace - on a scale never, ever imagined.

Now - if you listen - you can hear the heartbeat of the marketplace.
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The LBR Cooler

Email to send to independent restauranteurs.  The company has
an email list so the email is personalized.  The email is sent from the Chill-O-Matic 
marketing director.

__________________________

Subject:  Introducing a new concept for your kitchen - the LBR 
Cooler  

Dear .... 

Let me ask you honestly.  Wouldn’t you like to get rid of that 
monster in your kitchen?

You know the one.  Your cooler.   

It’s hunkered down in the corner – right where you had it installed 
when you first bought it.  It’s in everybody’s way.  And it’s stifling 
your creativity.

I mean, what if you want to develop a more sophisticated menu?  
After all, that’s one of the perks of being an independent 
restauranteur.  You can experiment and grow.

Problem is you need to redesign your prep area.  And that means you 
need to move your cooler.  But your cooler won’t let you, will it?

Or maybe you’d like to rearrange your busy kitchen - just because 
you’d like a change.   But the idea of moving your cooler gives you 
nightmares.   
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We’ve been listening to independent restauranteurs like you from all 
across the country.

That’s why we developed the LBR – a cooler that’s Light, Bright, and 
Reliable.

What makes the LBR Different?

Before we talk about differences, let’s talk about the pluses of the 
larger heavier, coolers – the pluses we kept for the LBR.

Like the rugged stainless steel construction and the convenience of 
repositionable shelves. 
 
And we definitely didn’t forget the full glass doors with the special 
coating that resists condensation so you can see exactly what’s 
inside.  

What makes the LBR different – and better?

• It’s lighter and it’s on rollers.  Two people can easily move 
it to a different area of your kitchen.  And if you don’t like 
it there, it’s easy to try it in another location.  

• It’s just as energy efficient as the competition, even though 
its compressor is lighter.

• The LBR is 28.2% less expensive* than comparable competitive 
models, saving you money right from the very start. 

*According to a comparison study we commissioned from

the market research firm, LR Brown & Associates.
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Say Ciao to the Kitchen Monster!

We’re introducing the LBR Cooler at the upcoming Restaurateur 
Conference and Trade Show so why not stop by our exhibit and inspect 
it first-hand.

We’ll even give you a chance to “test drive” the LBR so you can see 
just how easy it is to move it from one spot to another.  All you 
need to do is unlock the wheels and we’ll help you push it.  It’ll 
only take two of us.

And even though the LBR Cooler is almost 30% less expensive than the 
bigger models on the market, it’s still a serious investment. 

We understand that, too.  

That’s why we’re offering you a 25% discount coupon.

A coupon that could save you up to $1,000 if you
decide to buy an LBR.

It’s also valid for six months - to give you time to weigh your 
options.  After all, it’s not a spur of the moment decision.

But there are only 50 discount coupons available!

Be among the first.

Reserve your personalized coupon now.

All you need to do is click HERE
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Your coupon will be waiting for you to pick up when you visit the 
Chill-O-Matic exhibit at the Restaurateur Conference and Trade Show. 

So will the LBR.

Then you can say good bye to your kitchen monster. 

See you at the show!

Sincerely,

Jane Atkinson
Marketing Director
Chill-O-Matic

P.S.  
Just want to let you know that the 25% Discount Coupon offer is being 
snapped up and I’d hate for you to miss out.  Click HERE now to 
reserve yours.  You have nothing to lose – and a lot to gain.
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The Conversational Copywriter Manifesto

This is a living document, reflecting the ideas and values of all of us in the Conversational 
Copywriting community. The entries are in no particular order. If you have comments or 
contributions to share, please email them to nick@conversationalcopywriting.com

1. We write in a tone and style that would fit a lively and enthusiastic conversation 
between friends over coffee at the kitchen table.

2. We write copy that ENGAGES our audience. We don’t broadcast sales messages 
AT our audience.

3. We write in a way that feels natural when spoken out loud.
4. We strive to write simply and clearly, with short words and sentences.
5. Our copy sells through a natural enthusiasm in its message and delivery.
6. We do our best to add value to our readers’ lives, even as we sell to them.
7. We try to be helpful and useful to our readers, even if they have no intention of 

buying anything from us now.
8. We don’t write copy that we wouldn’t feel comfortable reading to our mother, 

partner, children or neighbors while looking them in the eye.
9. We write with empathy and make it clear that we respect and care about our 

readers… because we do.
10. We don’t use corporate-speak or impenetrable jargon to hide or obscure the 

true meaning of what we’re saying.
11. We use a conversational approach to maintain a single, consistent and 

trustworthy voice across all digital media.
12. We don’t use hype or manipulative tricks to misguide or deceive our readers.
13. As with a genuine conversation, we don’t try to bulldoze our readers into 

submission.
14. We don’t take an adversarial position with our readers, because ultimately, we’re 

on their side.
15. We believe the conversational approach to copywriting allows us to do our job 

and serve our clients well, without being pushy, sneaky or manipulative.

This manifesto was written by Nick Usborne, with help, feedback and contributions.


