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First Dose: “What the Heck Do I Write?”  

 

We’ve all been there: staring at the blank page and wondering how to begin. Here’s where some 

basic structure comes in handy. These are the fundamental parts you’ll want to include in almost 

any blurb, long or short. 

 

• The Headline  ------------------------- 
This is what you use to catch the attention 

of a reader skimming through titles.  

 

• The Lead  ------------------------------- 
Your opening sentence(s). This is where 
your reader is getting their first sense of 

what your story is like—your setting, 

characters, plot, and voice.  

 Focus on what is essential. You are 

not summarizing your story—you’re 
giving the reader a delicious first taste. 

 

 

• The Closer  ------------------------------ 
Your final sentence(s). The emotional 

impact is what matters. If you leave the  
reader hungry for more, you’ve succeeded. 

 

• The Coda  ---------------------------------- 
This part of the copy is optional, but can 

be valuable. In this example, the writer is 

using a coda to help readers contextualize 
the genre by using comparison titles. Note  

how the coda uses a different voice. This  

writer has wisely chosen to offset the coda 
by presenting it in italics.  
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Second Dose: “How Much Do I Say?” 

 

You know your own story better than anyone. When writing your blurb, you’re not rewriting 

your story. You’re giving the reader a small, tasty sample of what they’ll experience when they 

read the whole thing. Here we have an example from a very old friend of what good sales copy 

can achieve.  

 

Let’s pretend you’re unfamiliar with this book. Note 

how the copy uses minimal details to suggest a 

much larger picture in the following ways: 

 

• Setting 

It only takes a few choice words to show us we’re in 

a high fantasy setting. We get a few unfamiliar 
words—like “Ringwraith” and “hobbit”—to let us 

know we’re in for some deep worldbuilding.  
 

• Characters 
Frodo Baggins, Sauron, and Sam. Those are the only 

named characters here. You might be tempted to 
rattle off your entire cast, but taking a judicious 

approach means you won’t be confusing your 
readers with a ton of names.  

 

• Plot 
Perhaps the most difficult impulse to avoid is summarizing. If you are writing your copy and find 
yourself going chapter-by-chapter to list all the important events… then take a pause, because you’re 

almost assuredly on the wrong track. Give the reader a sense of the underlying conflict. Mention only 

the events you absolutely need—even if you present them out of chronological order.  
 

• Voice 

This blurb does not sound like it was written by the author—and it doesn’t have to. What matters is 

that it is congruent with the author’s writing. Note especially the word choice—“dark, fearsome 

Ringwraiths,” “seeking him and the Ring he bore,” “all that was good.” These evoke Tolkien’s style 

and tone. The blurb has a mood and a flavor that complements the story within. 
 

• Emotion 

Little touches throughout this blurb add up to a big emotional impact. Think about what makes 

people care about a story. For instance, an underdog story is naturally compelling, and the blurb 

gives us a strong sense that our “small band” is outnumbered and outmatched. Sacrifice, courage, 

and loyalty move us, and all these are hinted at in this copy.  

 Really consider what you want your reader to feel when they read your story. Describing the 
experience can work (i.e., “In this rich and sumptuous narrative,” “This hilarious and zany story,”), 

but evoking the feeling is usually better (i.e., “In the sultry nights of a tropical paradise,” “With only 
his wits, his pocket calculator, and his haiku-reciting goldfish,”). If you can get the reader to actually 

feel those emotions, you’ll be on your way. 
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Third Dose: I’m Not a Salesperson!  

 

If you’re stressing out because you don’t know all the psychological triggers and “best practices” 

for manipulating people into making a purchase, then you can relax. You don’t need tricks. 

You’ve already got everything you need. 

 

• You know what your audience wants. 

You don’t have to guess. Your audience wants to dive into a good story. They want to be 

kept up at night turning pages. They even want it in exactly the genre you’ve chosen! You 

don’t have to convince Hard SF readers to try out your Paranormal Thriller… there are 

mobs of Paranormal Thriller readers eager to find their next tale. You already possess 

the kind of intimate understanding of your audience that most professional marketers 

would give a right arm to have (maybe not their own right arm, but certainly 

someone’s…). 

 

• You have a great story. 

A professional copywriter writes for clients—and many clients produce garbage. So a 

pro often has to sell something they don’t really believe in. You don’t have that problem. 

You know the story you’re selling is great, because you’ve personally worked hard to 

make it great. You don’t need tricks when you’ve got quality on your side. 

 

• Gimmicks go in and out of fashion. Honesty is always fresh. 

So many marketers end up chasing trends, desperately for the next hot trick that “hacks 

the consumer brain” (yes, someone really said that to me). You don’t need to do that. 

Honestly represent your story for what it is and what it offers. As long as you’re doing 

that, you’ll be fine. 

 

And Always Remember… 

 

 

 

 

 

Don’t just tell your reader about your story. 

Evoke their feelings, and you’ll make a human connection. 

That’s how you find your audience. 

 

Information Informs. 
Emotion Connects. 


