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If anyone told you that copywriting is just about putting words 

together and expecting sales to pour in droves, the person lied 

to you. And if you paid with your hard-earned money for it, go 

back and request a refund. 

 

Copywriting which can literally be explained as salesman in print 

is the act of using words to sell… But hey, not just anyhow words 

but battle-tested psychological triggers. 

 

Aside the confidence that exudes in your copy, showing that you 

know what you are offering, another factor that will determine if 

people will buy your product or not are the psychological triggers 

you pulled. 

 

In this short guide, I will teach you the 16 most sought-after 

psychological triggers that will help you grab the attention of 

your audience, convert them to paying customers almost 

immediately (if your offer is worth staking for) and build a 

business you will be proud of, and can replicate. 

 

I have tested a couple of these psychological triggers countless 

times and even used them to get you to buy this book and will 

continue to use them because they have never stopped working 

as long as the offer is interesting. 

 

1. The Novelty Factor 

According to a neurological finding conducted in UCL Institute of 

Cognitive Neuroscience by a team of psychologists and medical 

doctors, it was believed that exposure to a new and novel 

ideology increases the amount of dopamine that is released into 

the brain. 

 



For a long time ago, Apple has been using the exact same 

strategy to sell their new model year over year and people never 

get tired of buying even when the new features aren’t too far-

separated from the first. 

 

How To Implement Novelty Factor In Your Marketing Copy: 

Add new features to your product from time to time. Each time 

you add a new feature, add it to your copy and promote the 

living hell out of it.  

 

Every time you want to relaunch a program, always add an extra 

benefit/feature/bonus. 

 

2. Reciprocity 

When you see me creating valuable and premium content on 

social media and in my blog, EntrepreneurBusinessBlog.com for 

free, I’m not doing it just because it’s easy nor because I don’t 

have any valuable thing to do with my time but because I do not 

want to ask you for something without first giving you something 

for free. 

 

If you are like most people I know that still have conscience, I’m 

good to say that you are more likely to do something for 

someone that has helped you in the past or you see as a person 

of value than a total stranger asking for your kidney in the name 

of help. 

 



How To Implement Reciprocity Factor In Your Marketing Copy: 

The best way to implement reciprocity in your marketing copy is 

to use education-based marketing where you have to educate 

your audience before selling to them.  

 

Alternatively, you can start sharing helpful tips long before the 

day you make an offer. Jab. Jab. Jab. Right HOOK! like Gary V 

rightly put it.  

 

It aligns with the principle of Pre-Suasion like you will later 

discover in this book. 

 

3. Never Sell Expensive Products to Strangers Online 

Except You Are Using Affiliates 

Except you are selling through highly specialized affiliate 

partners, never sell expensive products to total strangers. 

 

This is because the decision to purchase expensive product is 

not one that can be easily made in a hurry. It takes time. 

 

Instead of trying hard to get a cold traffic to purchase expensive 

products from you, offer them a more affordable one that helps 

them have a taste of the value you bring to the marketplace 

before selling them on the big offer. 

 

This is why most high-ticket offers are sold to a warm or hot 

audience that already know the seller. 

 



How To Apply This Strategy: 

Have you heard of tripwire offer? It is that offer where you see 

a vendor selling a product for as long as $1.  

 

The goal is to build a buyers’ list (people with the capacity to buy 

something online) and then upsell them on something that is 

more expensive.  

 

Another good way to implement this is to organize a free event 

or webinar and introduce your paid service at the end. 

 

4. The Snob Effect 

The Snob Effect is a situation where the demand for a certain 

good by individuals of a higher income level is inversely related 

to its demand by those of a lower income level. 

 

In essence, this helps your audience who finally purchase feel 

special because you made them belong to a class of a 

privileged few. 

 

How To Apply The Snob Effect: 

A smart way to apply the Snob Effect is to add limited edition 

products to your line or give loyal customers or fast-action 

takers a little something extra when they buy to make them feel 

special. 

 



5. Social Proof 

Customers are not jerks. They need a proof to believe you. And 

you need the proof to convince them that your product is worth 

their money. 

 

Proofs help to increase your credibility. And the best of proofs 

are what people are saying about you or verifiable evidence of 

your own result. 

 

However, it’s not enough to get social proofs, customers are also 

interested in who said it, the number of people that believe in 

your product and the format of delivery. 

 

To make your social proofs more reinforcing, use industry 

experts and influencers they hold in high esteem, a large number 

of testimonials from satisfied customers, videos, real names, 

screenshots and images. 

 



How To Use Social Proof:. 

Customers do not want to be the first to use your product or hire 

your services. They think it’s risky. Remember, people can do 

anything to avoid risk. 

 

Let them know using social proofs that others are satisfied using 

your product via the testimonials their shared with you.  

 

I’m sure you must have seen something like, “2,545,951 visitors 

can never wrong” in some websites or sales copies. That’s a 

social proof. Or 25,000+ downloads? 

 

6. Resolving Cognitive Dissonance 

Cognitive dissonance refers to the psychological tension that 

arises when someone makes a decision that doesn’t fully align 

with the beliefs, thoughts or lifestyle.  

 

For example, when someone who hates to waste money ends up 

buy a high-priced product and lies awake thinking about how 

much they’ve spent – that’s cognitive dissonance. 

 

As marketer, you better prepare a perfect resolution for 

Cognitive Dissonance long before it happens especially if you are 

selling luxury products. 

 



How To Resolve Cognitive Dissonance: 

When a customer has purchased a high-priced product, you can 

soothe their worries with testimonials and successful case 

studies.  

 

In addition to that you can even throw in a refund policy so that 

they won’t be scared of attempting to get massive result. 

 

7. Loss Aversion 

Based on past experiences marketing online and from series of 

researches that have been carried out, it was discovered that 

people feel the pain of loss more than they feel the joy or 

pleasure of gain. 

 

Here’s a perfect example for you. If Mr Emenike promise to give 

you N50,000 every month and your employ delivers a memo to 

you that your salary is going to be cut down by N50,000 two 

things will happen. 

 

Firstly, you will be happy for the gain and secondly, you will be 

sad for the pain of losing N50,000 from your salary. 

 

When the excitement of gain is placed side-by-side with the pain 

of loss, you will discover that the pain of loss will outweigh the 

excitement of gain. 

 

This is the power of loss aversion. When faced with losing 

something, we tend to act quicker and on impulse. 

 



How To Masterfully Apply The Loss Aversion: 

In your sales message, create a situation where your audience 

thinks they’re going to lose something if they don’t buy your 

product. 

 

Agitate the pain of not taking action to buy your product over 

the happiness that come with taking the offer.  

 

To generate the right hook you will use in your copy, ask 

yourself: “What do people stand to lose for not buying this 

product?” 

 

Take this book, “The Magic Headline Hooks” for instance… 

Anyone that doesn’t buy it will most likely continue to struggle 

in their marketing until they begin to experience cash flow 

drought. 

 

Example of loss aversion: The pain, fear and disgrace that comes 

with remaining poor over the excitement that comes with being 

able to afford anything you need. 

 

8. Exposure Theory 

There’s a proven research that it takes an average of 7 times of 

seeing an advertorial for a consumer to take a purchase action. 

 

This is true because people will never buy something if they don’t 

know it exist in the first place. The more exposed we are to 

something, the more likely we are to buy it. 



How To Use Exposure Theory: 

It’s not enough to have your product on a single page. You must 

have it on different segments of your website.  

 

If you are running ads on social media or Google, then you must 

create multiple ad-sets that makes it easy for your product to be 

shown to your consumers multiple times.  

 

Another simple but unique strategy is to put up your product on 

multiple platforms at the same time and get as many people as 

possible to talk about it. 

 

9. The Decoy Effect 

The Decoy Effect is a cognitive bias every professional marketer 

(especially psychologists) use in their product pricing to 

dramatically influence buyers’ decision in their own favour (often 

making them to spend more money with the company). 

 

This works by giving your consumers three pricing options with 

two almost looking similar to each other but having a slight 

difference in pricing and features. 

 



The Economist is a great example of this. 

  

How To Apply The Decoy Effect: 

Present your product in three different pricing tiers, where the 
two higher-price points are the same but one offers additional 

extras. This will make your consumers settle for the one with 

higher price. 

 

10. Context Effect 

You ordinarily wouldn’t buy rice to eat at the cinema. But you 

are most likely going to buy popcorn at the cinema because 

that’s what you’ve been intrinsically wired to do.  

 

You are more likely to buy a book at an industry event than you 

will be propelled to do same in a wedding party. Why? This is the 

context effect.  

 



How To Apply The Context Effect: 

Create a setting for your consumers that makes them want to 

buy or at least find themselves in the mindset for buying.  

 

The smart way experts apply this online is to organize a webinar 

and give massive value. Once you give them A for free, you can 

ask them to buy A, B and C. 

 

11. Odd Prices a.k.a Charm Pricing 

There are tons of proven evidences that consumers perceive odd 

prices to be more charming.  

 

Subconsciously, they think they are saving money when the 

price of an item is little less than the round number.  

 

I’m sure you must have seen price tags on items in Shoprite or 

Walmart like N299.99 or $9.99. In some cases, you will see price 

tags like, $99, $97 or even $98.  

 

This psychological pricing theory tend to work because 

consumers always see it that they are having a fair, no-brainer 

deal when the price is not in the whole number ending with zero 

(0). 

 

 



How To Apply Odd Prices Theory: 

For any products you have priced at a flat rate with a zero on 

the end, switch it up so that the price ends in an 8, 7, or 9 to 

give your customers that sense of saving money.  

 

Customers can delay a purchase just to save money on 

everything they buy but with this pricing and marketing 

strategy, you help them make purchase decision faster. 

 

Note: Sometimes, you might also want to try prestige pricing 

where you round up N4,999 to N5,000 or try halfing, N7,500 

instead of N8,000. 

 

12. Sense of Urgency 

Take this advice from a marketer who has almost seen it all. I 
have sold real estate properties, health products, information 

products, affiliate products, soya beans, etc. 

 

People are lazy. Even you that is reading this book right now is 

LAZY. I will prove that you. 

 

If there’s no sense of urgency in your marketing message, 

people postpone and procrastinate their buying decision or like 

a pendulum jump between two opinions of whether to buy or not 

to buy. 

 



God help you, if they postpone their buying decision, they might 

never buy again. Not always because they lost the enthusiasm 

but it could be because they diverted the money. 

 

If this continues, your business will experience cash flow drought 

and you will go broke eventually. 

 

To ensure that it doesn’t happen, you must inject a sense of 

urgency in your marketing message.  

 

Urgency is ONE BIG psychological trigger in copywriting you 

can’t afford to ignore. 

 

 

How Wakanow created a sense of urgency with date specificity 



How To Create A Sense Of Urgency: 

There are a bunch of different ways to create urgency in your 

sales copy. Some of them include but not limited to: Giving a 

discount for a limited time, giving a fast-action bonus to a limited 

number of people or a limited time-frame, specifying the exact 

number of stock left, or immediate benefits derivable. 

 

13. Stop Selling Features, Sell Benefits 

According to the principles of Pre-Suasion as taught by Robert Cialdini, 
the best products and marketing can experience lacklustre if the people 
who are to receive it are not warmed up or arranged like he rightly put it, 
for the product you are introducing to the market. 

 

Which other better way to warm them up if not to share the benefits of 
your product in advance? 

 

You might think sharing the glamorous features of your product will entice 
your audience but to be brutally honest with you, it doesn’t. 

 

Instead of sharing the features of your product, talk about the benefits the 
features add to the product. People don’t care about your product 
features; they care about what your product will do for them. 

 

However, this doesn’t mean you should totally remove product features. 
No, they are also important. While your product features do the work of 
adding credibility and substance to your product when compared to those 
of your competitors, your product benefits give customers reasons to buy 
now and from you. 

 



Here’s a perfect example: Don’t stop at telling your prospects that your 
newly launched modern iPod has 2GB storage system, tell them that it 
can comfortably contain over 2,000 songs.  

 

How To Sell Benefits Not Features: 

Having 2,000 songs in one iPod will attract them to your offer as compared 
to when you sell them the idea that it has 2GB storage memory. 

 

Always show them the benefits by demonstrating it if you are using a video 
ad.  

 

Take for instance you want to sell Elide fire extinguishing ball that 
explodes to extinguish fire during a fire outbreak, your primary focus 
should be on showing them the benefits of buying it instead of dwelling 
too much on the chemical components of the extinguishing ball. 

 

14. Storytelling 

People love, connect and relate to stories more than any other 

writing format. 

 

By creating a unique and outstanding, relatable story around 

your product, you subconsciously move people to start feeling, 

seeing, smelling and thinking what it would be like to have 

your product in their hands. 

 

Of course, you can’t get someone to feel, think, see and smell 

something and he won’t end up not desiring to touch it and of 

course, taking the needed risk to buy it. That seldom happens. 



In my book, Social Selling Ninja, I listed 5 types of stories you 

can tell that are proven to increase conversion on social media. 

You can be the first to buy it. 

 

How To Use Storytelling In Your Marketing Message: 

In writing a story-based copy, here are three things you must 

put into consideration: What life/business was like before you 

used the product, how you (or your customers) are using the 

product and what they achieved after using the product. 

 

Take for instance you want to interpret your story using the Elide 

fire extinguishing ball I cited above, your copy can come in this 

order: 

 

1. Story of how you struggled to buy your dream car 

2. Goes cruising with girlfriend in your dream car 

3. Fire outbreak 

4. Completely damaged car 

5. A friend introduces you to Elide fire extinguishing ball 

6. Regrets why you didn’t hear about it earlier 

7. Buys it, tests it and confirms it 

8. Worked hard again to buy the latest model of your dream 

car 

9. Buys elide fire extinguishing ball to prepare yourself against 

a reoccurrence  

10. Fire outbreak occurs again 

11. Elide fire extinguishing ball explodes inside the car 

bonnet to extinguish the fire completely 

12. Checked and nothing serious was damaged in the car 

except some wires and your life was spared 

13. Introduces the product to your audience 

14. Remind them that it was your ignorance that made 

you lose your first car to fire outbreak but it will be their 



inability to take action today that will make the same thing 

to happen to them 

15. Before they scream “God forbid, it not my portion” 

remind them that nobody prays for evil, you never did, but 

it happens – the best you can do is, “protect yourself.” 

16. Name your price and smile to the bank 

 

What happens when you do this is that you automatically 

activate their neurological senses that immediately reminds 

them of all the fire outbreaks they experienced or heard about 

in the past that could have been averted if elide fire 

extinguishing ball was handy. 

 

15. Agitate Pain Points 

Sometimes, customers don’t know they are in a big mess and 

need to do something urgently if you don’t remind them. 

 

Agitating pain points in sales copy work because people can do 

anything to avoid pain – reminding them about it compels them 

to do something about it immediately. 

 

When you agitate the pain points, quickly introduce your product 

as the solution they need. 

 

How To Agitate Pain Points: 
 

Identify a problem that your audience has, agitate, agitate and 

agitate it to the point that they become uncomfortable about it 

then introduce a solution (your product). 

 



16. Create Curiosity 
 

While it’s okay to believe that none of these psychological 

triggers are less important than the other, I must tell you 

categorically that nobody will click on the link to your sales copy 

and read it to the point of seeing your offer if you don’t embed 

an element of suspense in it. 

 

When I talk about creating curiosity, I’m not talking about the 

use of click-baits. Click-baits can make you lose your credibility 

and of course, sales. 

 

Curiosity in a marketing message makes people want to look 

your direction. It takes readers from one paragraph to another 

until they click add to cart and place their order. 

 

How To Create Curiosity In Your Marketing Copy: 

The gap between what you know and what you want to know is 

what creates or excites curiosity.  

 

To keep this gap perpetually open until a purchase is made, 

you have to leak the knowledge bit by bit without revealing 

everything at once. 

 

A good example is this headline I used in a recent post in my 

Facebook group, The Excellent Entrepreneurs’ Network: “What 

Donald Trump’s Full State of the Union Address Will Teach You 

About Writing a Great Compelling Copy.” 

 



To heighten the curiosity, I began by asking questions. 

 

 

 

HOW TO START A BLOGGING BUSINESS 

AND TURN IT INTO A LIVE BREATHING 

CASH MACHINE 
 

After understanding how to use these psychological triggers in 
your marketing, the next big move will be to stop using only 

borrowed platforms and create your own platform. 

 

The danger of using a borrowed platform is that you can be 

kicked out any time without apologies.  

  

If this crank down happens when you are just about launching 

your digital product or in the midst of your launch, I bet you it 

won’t be funny at all. 

 

You will lose money, time and potential customers. 

 

I’m sure you wouldn’t want this to happen to you, right? 

 



You can’t wish it away but you can do something about it. And 

that is… building a blogging platform you can call your own. 

 

Today, I want to give you a chance to register in my Blogging 

Business Masterclass where you will learn how to create your 

own blog, generate massive traffic to it and make money from 

it. 

 

Click here to place your order at a 50% discount: 

paystack.com/pay/bbmpromo 

 

You can check out the sales page to read my story and also see 

details of what I covered: bit.ly/bloggingbm. 

 

After placing your order send your proof of payment to 

info@ebusinessroom.us to receive access and other bonuses. 

 

Do not forget to let me know that you are coming from Temi 

Ajibewa so I can add one more bonus for you that will help you 

in case you want to go into affiliate marketing business in 

future. 
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