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“You can say the right thing about a product and nobody will listen. You've got to say it in such a way that 
people will feel it in their gut. Because if they don't feel it, nothing will happen.”

–Leo Burnett

INTRODUCTION
A product cannot speak for itself! That’s why it needs you to tell everyone what it can do for 

them. Don’t get me wrong, having an excellent product on your hands certainly helps.  But 

unless you can communicate your value proposition in a way your target audience 

understands, you’re going to struggle to get your products off the ground.

Copywriting becomes an essential tool to learn in this context. It’s the art of writing in a 

convincing way that converts people into paying customers. Judith Charles famously defined 

a copywriter as “A salesperson behind a typewriter.” Of course that was back in the 80s and 

the typewriter is now a keyboard. This also means that the skills of copywriting have gone 

beyond the realm of advertising and become a crucial skill in writing quality blog posts, 

ebooks, social media updates and snappy emails.

Think about how we communicate online. It’s through writing. And it can make the difference 

in getting yourself meetings with investors and signing up more consumers.
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You don’t need a marketing degree or the skills of a Pulitzer Prize reporter to become a 

proficient copywriter – just the motivation to read this short ebook to the end.

This ebook will tell you all the essentials, and secrets to writing content that sells. It’s 

designed to be practical so you can put the advice into good use instantly. You won’t see me 

going deep into any theories here. It’s just quick and dirty tips famous copywriters, such as 

David Ogilvy, Leo Burnett and William Bernbach used to make a fortune.

By reading this ebook you will discover:

• How to communicate your vision effectively

• How to convert prospects into customers

• How to write persuasive web copy

• How to create engaging blog posts

• The essentials for writing compelling content that builds awareness, grows your online 
presence, attracts more web traffic and closes more deals

My vision is to give everyone who reads it the essentials for creating compelling content that 

sells and grows their business.

I started copywriting based on the very same principles I talk about here. It has gotten me in 

touch with executives from various industries that include online advertising, mobile, digital 

media and real estate. Which has enabled me to make a living writing – heck, it even got me 

an apartment in Amsterdam with only one month’s notice!

With that said, I hope you will develop a keen fondness for writing killer content that grows 

your business. Now, let’s begin with the first secret!
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1. GETTING TO KNOW YOUR AUDIENCE

What’s the key to getting more sales, social media shares and followers? Simple. Give 
people exactly what they want!

When it comes to your content, understanding who you’re talking to is of paramount 
importance. This is the foundation that all the popular startups and blogs are built upon. The 
thing they do right is knowing exactly what makes their customers tick. 

The same principles that make Amazon and Mashable so popular apply to writing content 
that sells. 

To write content that sells, you want to think of yourself as a salesperson on a keyboard. 

What highly successful salespeople have in common is their ability to connect with 
customers. In other words, empathy is the characteristic I'm talking about here, which by 
definition is understanding and sharing the feeling of others, in this case, your target 
audience.

By understanding who your audience is, you're able to deliver content with substance that’s 
relevant to their needs, which means more shares, subscribers and, most importantly, sales 
for your business.
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The first step of course is to gain a basic understanding of your audience. Start off by finding 
the answers to these questions:
1. Who’s involved in the buying decision? E.g., CEOs, Marketing manager, business 

owner, etc.
2. What does their day look like?
3. How are they measured for success?
4. How can your content help them? How does your product fit into their needs?
5. What does your audience want?
6. What does your audience want to avoid at all costs?

Next. Listen and observe what your audience values most. Here are a few ways you can stay 
tuned in:
1. Visit forums where they spend time online
2. LinkedIn Groups
3. Google+ Communities
4. Set up Twitter searches
5. Attending trade shows and networking events
6. Subscribe to relevant blogs and monitor the comments

The secret is to put yourself in their shoes. Your audience’s reasons for buying might be 
different from yours, which is why it’s essential to become familiar with their needs. Imagine 
how much time you’d spend crafting content, only to realize its ineffectiveness when no sales 
materialize, or when that blog post doesn’t go viral. That’s the price you pay when you fail to 
understand who your audience is.

Find out and focus on what keeps your audience up at night!

If you can't turn yourself into your customer, you probably shouldn't be in the ad writing business at all.
–Leo Burnett
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2. MOTIVATION TO BUY

Why would anybody want to buy your product? I’m afraid that’s something only you can 

answer.

People buy things for different reasons. If you asked 100 people why they bought an iPad, 

you'll probably get 100 different responses.

Kids buy a football to have fun. You might buy new running shoes to stay healthy. I buy books 

to gain knowledge and others play Clash of Clans for entertainment. 

Case in point. We're motivated to buy things for different reasons.  Your job here is to find out 

what motivates people to buy your product. It can be different things, but you need to pick 

the most important motivator in order to make a compelling case for your product.

Here are a few examples that push people to buy things:
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1. To survive and live longer
2. To enjoy food and drinks
3. To prevent pain and danger
4. Companionship and friendship
5. To live comfortably
6. To be better than everyone else
7. To protect loved ones
8. To get social approval
9. To gain knowledge
10. To satisfy curiosity
11. Cleanliness of body and surroundings
12. To increase productivity
13. Convenience
14. Dependability/quality
15. Expression of beauty and style
16. To make money
17. To save money 

To help get a better understanding of why people buy things, do this very simple exercise 

everytime you buy something. Ask yourself; why you’re buying that particular product? 

What’s your motivation for buying it? Once you understand what motivates people to buy  - 

you’ll know how to write content that sells.

It is insight into human nature that is the key to the communicator's skill. For whereas the writer is 
concerned with what he puts into his writings, the communicator is concerned with what the reader gets 

out of it. He therefore becomes a student of how people read or listen.
–William Bernbach
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3. BENEFITS: WHAT'S IN IT FOR ME?

When you're asked why you bought a new computer, did you answer because it has an Intel 

i5 processor and 4GB of RAM? Probably not. And I'm guessing you answered something 

along the lines of improving productivity and getting things done faster. 

That's the difference between features and benefits. The feature in the above example is the 

processor and the RAM. While the benefit is what those features do for you, i.e., getting 

things done faster.

But before we go further, let’s define what a benefit and a feature is:

BENEFIT: An advantage or profit gained from something

FEATURE: A prominent or conspicuous part or characteristic of something (something offered 

as a special attraction)
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Identifying the benefits is the cream of the crop when it comes to selling. It’s what pushes 

people in their buying decision because it helps them imagine the value they would get from 

the product.

People didn't buy an iPod because it had 16GB of storage. They bought it because it holds up 

to 3000 songs on the go. That's the benefit people got from a 16GB iPod.

HOW I WOULD TRY TO SELL MY 2008 HP LAPTOP

FEATURE BENEFIT

Overheating Guaranteed to keep you warm during a cold Finnish winter

15 inch screen Increased productivity with enough working space to have multiple 

windows visible at the same time

Weighs 2.5kg Heavy enough that you'll always know that it’s always with you 

(true story, almost forgot it at Hannover airport security).

You'll probably not buy my HP anytime soon, but you get the idea. 

It’s good to have a list of features  because people will want to compare products. However, 

presenting benefits is the key to closing sales. People buy things for what they can do for 

them. But where rookie copywriters and sales reps stumble is when they assume people 

know what the benefits are. That is why it’s up to your content to give people a reason to buy 

by presenting the benefits.
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To get started, make a list of your product’s features - just like I did in the table above - and 

describe what each of those feature does for the customer.

"In our factory, we make lipstick. In our advertising, we sell hope."
-Peter Nivio Zarlenga
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4. UNIQUE SELLING PROPOSITION

Your objective is for people to buy your product instead of the competition’s. But if the 

product is no way different or better - folks will have no reason to buy from you!

A unique selling proposition (USP) is a way for you to distinguish yourself from others. A 

simple exercise to begin with is to go through all the benefits your product delivers, and then 

identify how your competition is positioning themselves.

Remember that your USP must be a benefit! A benefit that your competition has overlooked, 

and is not advertising. Even though you might share similar benefits, you can always find 

something that differentiates your business from the herd. 

However, the challenging part is to find a benefit that is strong enough to compel people to 

jump ship and buy your product.
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EVERNOTE VS. DAY ONE

I’m a big fan of Evernote, a note-taking application that syncs across all my devices. 

Nevertheless, I found myself looking into another application called Day One, that some 

would argue is very similar to Evernote. Both can be used for taking notes, but the difference 

between the two is that DayOne is positioned as a journaling app and delivers features, such 

as passcode protection and reminders, which Evernote does not.

By positioning themselves as the go application for journal writing, DayOne has proved very 

popular with folks who want a written record of events. And has won several awards in the 

process, including App of the Year in 2012.

When identifying something unique about your products and making a big deal about it - you 

help folks see it from a different perspective. Because what you’re saying to consumers is, 

“When you buy our product, you’ll get this particular benefit.” For Day One, the benefit is that 

you get a journaling app that lets you keep track of your life.

Ideally, you want to find a strong benefit to set you apart. However, for markets where you 

might find yourself with a flood of competing products,you might want to follow these useful 

tips.

THREE WAYS TO BUILD A USP FOR SIMILAR PRODUCTS
1. MAKE A BIG DEAL ABOUT A LITTLE KNOWN BENEFIT

• Take a look at your list of features and benefits

• Study the competition's marketing content

• Spot anything they’ve ignored? Then highlight the feature and benefit they’ve missed 

and present it in a unique way.
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2. DIFFERENTIATE PACKAGING, DELIVERY AND GUARANTEES

• Make your packaging the stand out attraction, Puma’s Clever Little Bag is an excellent 

example.

• Promise delivery times your competition isn’t offering

• Out do the competition’s guarantee

3. BUILD A BRAND PERSONALITY

• Give your brand human characteristics

• Classic example include: the Marlboro Man (masculine), Nike swoosh (athletic), Apple’s 

bitten apple (youthful)

• Your logo, content, videos, mascots and employees help personify your brand

• Examples of businesses using mascot include; MailChimp with their chimpanzee, Angry 

Birds with its birds and pigs, and Evernote has an elephant.

A unique selling proposition can be anything, but it’s up to you to find out what it is and take 

advantage of it. Oreo is notorious for its twist, lick and dunk campaigns showing consumers 

how they can eat the sandwich cookie and M&M came up with the “Melts in your mouth, not 

your hand” tagline. So, what’s your USP?

In advertising not to be different is virtually suicidal.
–William Bernbach
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5. CONVERSATIONAL: WRITE NATURALLY

Ever parted with your hard earned cash with a person you disliked? I thought not. And you're 

more likely to buy from someone you like and trust.

Think of every email, press release, newsletter and blog post as a way to build trust with 

potential customers. You can't be in more than one place at once, and unless you've got a 

marketing budget the size of a Fortune 500 company - your sales material act as a substitute 

for your sales force. Which is why it’s very important they get read.

The secret to getting your material read? Simple. Write as you normally talk in a 

conversation

The reason this is so effective is because it's more clear and enjoyable to read. People like 

reading material written in a conversational tone because: 

a) They can process it naturally, 
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b) It's easy to understand and, 

c) It isn't full of formalities.

The reader feels like they're being spoken to when you write as you talk. Your goal here is to 

make people feel relaxed and slowly break down any resistance they have.

Another benefit to conversational writing is that you build engagement and develop a 

relationship with your readers without being there.

Here’s a perfect example from MOO.com
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Hello Kostas Papageorgiou.

I'm Little MOO - the bit of software that takes care of your MOO 
order.
By now you should have received your most recent MOO purchase 
and hopefully, you’re really pleased with it.

If it hasn’t yet arrived, please follow this link for help:

http://www.moo.com/help/contact-us.html

We really hope you’re happy with your new MOO stuff. But there's 
only one way to find out for sure - and that's to ask for your 
feedback.

If you have a few moments, we'd be really grateful if you could 
answer 3 very quick questions about your experience with us, so 
that we can keep improving the MOO experience for everyone.

http://www.surveymonkey.com/s.aspx?
sm=VZH_2favWJ8Ixr8ZreyLiQKA_3d_3d&c=906678533

Thanks for your help,

Little MOO, Print Robot

P.S. You've received this email as a standard part of the MOO 
order process. If you'd rather I didn't ask for your feedback on 
future orders, you can take yourself off the list at the 
following url:

http://www.moo.com
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As I said in the introduction - you don’t need a marketing degree or an extensive knowledge 

of English. It’s just a matter of writing down what you would normally say. To get yourself 

into the groove of conversational writing, simply record yourself talking about a topic and 

transcribe it. You’ll immediately spot the difference and realize how incredibly easy it is.

Write the way you talk. Naturally.
–David Ogilvy
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6. HEADLINES: GETTING THE ATTENTION YOUR BUSINESS 
DESERVES

Content that doesn't get read is worthless!

Whether it's an article, blog post, press release or brochure - if a headline doesn't get people 

to stop and read, your content  gets sent into oblivion and remains unread.

First impressions count and a headline is the first thing people see. In fact, headlines are so 

important that I spend a considerable amount of time coming up with  the perfect headline.

Eight out of 10 will read your headline, while 2 out of 10 will read the rest of your content.  

Other tests also reveal that compelling headlines increased conversion rates by 73%, and 

performed 259% better than average headlines. This is how powerful headlines are!
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You may have noticed yourself skipping an article in the newspaper or a magazine purely 

based on what the headline said. A headline may have even made you buy something.

Headlines that perform well usually have these 8 characteristics:

SIX CHARACTERISTICS OF EPIC HEADLINES

1. URGENT

Usually involves  a time element, that gives the reader a sense of urgency. 

Example: SEO Benefits in 60 Seconds

2. UNIQUE

A great headline tells you something new, or it says something you know in a new and 

creative way

Example of creative headlines:

“Not all mind expanding substances are illegal” –The Economist

“Cancer Cures Smoking” –Cancer Patients Aid Foundation

“Please do not drive faster than your GPS satellite can fly” –Lamborghini 

3. ULTRA-SPECIFIC

This just gives your headline more credibility because specific examples are more believable 

than broad statements.

Example: How I grew my email list by 136%
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4. BENEFIT-DRIVEN

Appealing to your readers’ self-interest is a surefire way of getting your content read. It gives 

them a reason to read, tells them what they'll get from it and communicates they'll receive 

from your content.

Example: Increase web traffic with search engine optimization – once difficult, now easy 

5. SIMPLE

You won't see any play on words here, as it will confuse the reader more than it will intrigue 

them to read on. Remember to keep it to the point and that you're not in a creative writing 

competition.

Example: “Watch TV shows and movies anytime, anywhere” –Netflix

6. POSITIVE

There's some debate here about whether it should be positive. But my advice is, if you're 

selling something keep it positive, avoid any words that have negative connotations. 

However when it comes to blog posts, negative titles tend to attract more traffic.

Positive example: Build a product everybody loves and you can be proud of

Negative example: Five reasons why your Facebook page sucks
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SEVEN TYPES OF HEADLINES YOU CAN USE TODAY

1. THE QUESTION HEADLINE

The question headline needs to focus on a topic the reader wants an answer to.

Example: Why nobody cares about your product?

2. THE HOW-TO HEADLINE

This type of headline gives the reader practical advice on how to solve a problem.

Example: How to market your business on a budget

3. THE SOCIAL-PROOF HEADLINE

Usually involves a quote from a happy customer, or an employee (if you’re promoting your 

business as a great place to work)

Example: "Company X increased my website traffic by 200% in 5 days," says John Doe

4. THE LIST HEADLINE

Featuring a set of tips broken up into a list format.

Example: 14 Ways a Business Can Use Vine for Marketing

5. THE CURIOUS HEADLINE

Arouse curiosity and the reader finds the answer in the content

Example: “Think before you write” –DBA

6. THE NEWS HEADLINE

Used when you have something to announce, a new product launch or new features 

introduced.
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Example: Introducing a 3D printing startup

7. THE CALL-TO-ACTION

This type of headline tells the reader what to do.

Example: Download a free ebook today!

I could write a whole book about headlines and their importance (I probably will, so it’s a 

good thing you’re a member of my mailing list). People scan headlines and stop when they 

spot something interesting. Your job is to grab people’s attention, and get your marketing 

content read!

If your advertising goes unnoticed, everything else is academic

–William Bernbach
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7. SHORT SENTENCES: TIME FOR A BREATHER

Breaking down sentences is an effective way of driving home a point.

They're much easier to read than long sentences. The contents of the sentence is easily 

remembered. And more importantly, it retains much of its meaning.

Now, I could have easily written the previous paragraph into one sentence. But decided not 

to because it would have been counterproductive. 

A short sentence should contain one idea that helps readers fully grasp what you're trying to 

say.

Below you’ll find 8 ways you can shorten sentences that will come in handy when Tweeting.
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EIGHT WAYS TO SHORTEN YOUR SENTENCES
1. BREAK THEM UP INTO SHORTER SENTENCES

Before:  They’re much easier to read than long sentences, the content of the sentence is 

easily remembered, and more importantly, it retains much of its meaning.

After: They're much easier to read than long sentences. The content of the sentence is easily 

remembered. And more importantly, it retains much of its meaning.

2. USE DASHES

Before: In Paris, some 300 flights from Charles de Gaulle airport, a quarter of the day's total 

were cancelled along with a similar proportion from Paris Orly.

After: In Paris, some 300 flights from Charles de Gaulle airport - a quarter of the day's total - 

were cancelled, along with a similar proportion from Paris Orly.

3. DON’T BE AFRAID TO START SENTENCES WITH “AND”

Before: Jimmy used Google Analytics to measure how his website is doing and now he can 

see which blog posts get the most hits.

After: Jimmy used Google Analytics to measure how his website is doing. And now he can 

see which blog posts get the most hits.

4. GET RID OF “THAT”

Before: The CEO said that a strategy is in place to increase earnings for Q2

After: The CEO said a strategy is in place to increase Q2 earnings

5. ELIMINATE THE “THERE ARE”

Before: Around the World there are millions of people are unemployed

After: Around the World millions of people are unemployed
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6. USE BULLET POINTS TO KEEP THING ORGANIZED

Before: Some of my favorite apps include iA Writer, Buffer, Feedly, Haiku Deck and Tweetbot 

After: Some of my favorite apps include: 

1. iA Writer
2. Buffer
3. Feedly
4. Haiku Deck
5. Tweetbot 

7. CUT OUT THE “WHICH”

Before: This ebook which was written by Kostas was very popular

After: Kostas’ ebook was very popular

8. LEAVE OUT THE UNCERTAINTIES (e.g. mostly, almost, nearly, just about...)

Before: Almost 80% of employees say they’re mostly on Facebook during the day

After: 78% of employees are active on Facebook during the day

Notice how the second ones were easier to read – and sounded more professional. These are 

the ways journalists and copywriters make each sentence pop with enthusiasm.

To make your content easy to understand and remember – aim for an average length of 14-16 

words. There isn't a rule for how long sentences must be but as John H. Patterson put it, “To 

get your ideas across, use small words, big ideas and short sentences.”

Avoid confusing your readers with unnecessary details by keeping your sentences short. 
Doing so ensures your content is memorable and easier to read. I know some of these tips 
are contrary to what you learnt back at school – and trust me I was skeptical too – but I soon 
realized that this is a more powerful style of writing. Just take a look at Apple’s product pages.
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8. SIMPLE WORDS: IT'S ALL GREEK TO ME

Now this is awkward. Because I actually know Greek! 

Nevertheless, using simple words is the ideal way to build rapport with your readers.

Using big words is a big no-no. Why? Because you're writing to communicate - not to impress 

people with your knowledge of the English dictionary! 

You'll also not translate those big words into more sales. And according to research by D. M. 

Oppenheimer1, the hard truth is that they don’t really impress anyone! In fact people might 

feel a little stupid if they don’t understand and you do not want this to happen.
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Keep things simple and use words most people understand. You'll definitely not be getting 

any complaints about how easy your content was to read.

Here’s a list of words to avoid and what to replace them with:

AVOID REPLACE

Cost effective  Profitable, money saving

Access Reach

Brand awareness  Popularity

Facilitate Help

Conceptualize Think

Finalize Finish

Inoperative Doesn't work

Eliminate Get rid of

Leverage  Take advatage of

Impact Affect

Synergy Cooperation

In the vicinity Near by

Embarking Starting

Endeavor Working

Utilize Use

Assist Help

Indicate Say, show, tell

Superior Best

Obtain Get
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There’s a huge difference when writing marketing content, compared to all those reports you 

had to write back in school. And that’s because your content needs to engage your target 

audience. To help you tone down on jargon, ask yourself whether you would say what you 

wrote down in a conversation - if not, replace it with a simple word.

“Never use jargon words like reconceptualize, demassification, attitudinally, judgmentally. They are 
hallmarks of a pretentious ass.”

–David Ogilvy
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9. SHORT PARAGRAPHS: EASY READING

“Vigorous writing is concise. A sentence should contain no unnecessary words, a paragraph no 
unnecessary sentences, for the same reason that a drawing should have no unnecessary lines and a 

machine no unnecessary parts.”
–William Strunk, Jr.

A simple way to getting your content read is by breaking it down into shorter, more digestible 

sections or paragraphs.

Large chunks of text with no break in sight are guaranteed to scare people away. They scream 

to the reader that this is going to be tough to read. Short sections are easier to digest! That’s 

why people are more likely to stick around and read everything you have to say.
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Take a look at the two versions of my blog post below, which one would you prefer reading?

Notice how the second one is more inviting to read than the first one. The white space just 

makes it easy on the eyes and improves readability almost instantly. And that means more 

people reading your content!

Here are a few pointers to make your content more readable:
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SIX TIPS FOR KEEPING IT SHORT

1. Use subheadings to separate lengthy content into sections

2. Numbered lists to organize information

3. Bullet points to improve readability

4. Make good use of white space

5. One paragraph to present one idea

6. One-sentence paragraphs are okay!

7. If you think a paragraph is too long, break it down into smaller parts

Take a look at your favorite websites, blogs and magazines, and you’ll see how they use short 
paragraphs to keep you reading. Writing content that sells is less formal than writing a report 
for university, which is why it’s acceptable to also have one sentence and even one word 
paragraphs.
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10. CALL-TO-ACTION 

Your content started off with an attention grabbing headline, and now it ends with the 

equally important call-to-action (CTA).

A call-to-action is simply a piece of text or an image that encourages people to take action. 

Whether you're looking for more subscribers to your newsletter, more inquiries about your 

product, or to get people to place an order - the CTA is essential to letting people know what 

they should do next. 

Your readers shouldn’t have to guess what to do. And you want to make it really easy for 

people to take action to increase conversion rates.

In other words, it's an attempt to close the deal or move people along the sales cycle.

Let’s take a look at some examples of how CTAs are used.
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Postbox is an email application that wants visitors to either buy or download the 30-day trial. 

Linkedin wants to make it easy for first-time visitors to sign up for the service by having the 

form on the homepage.  
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BlueGlass has a call-to-action positioned in the menu bar, and another one in the sidebar. 

They want you to get in touch with them and request for more information. The other call to 

action is to get more people to sign up for their email newsletter.

Notice the use of different colors for their buttons and how they’re made to standout to grab 

your attention? That’s how you get people to act, by showing them what to do next. Below 

you’ll find some more tips creating effective CTAs.

TWELVE TIPS FOR EFFECTIVE CALL-TO-ACTIONS

1. Communicate value

2. Authoritative

3. Specific

4. Go easy on the hype (unless you can back it up with research or testimonials)

5. Pick one CTA per page

6. Make it noticeable

7. Sense of urgency, e.g., limited time offer, while supplies last, etc.

8. Include a benefit

9. Include some social proof
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10. Choose colors that stand out

11. Be direct and use simple words

12. Mastering everything in this ebook

TOP 3 TIPS FOR CTA IN EMAIL

1. Every email has to have a call-to-action
2. Think of the subject line as a CTA
3. Include links to where you want people to go

TOP 3 TIPS FOR CTAs IN BLOG POST

1. Include a CTA in the sidebar

2. Also place one at the end of your post

3. Make sure your CTA relates to the topic of your blog post

TOP 3 TIPS FOR CTA ON WEBPAGE

1. All web pages need a call-to-action

2. Keep it above the fold

3. Do NOT include a call-to-action on your landing page. The landing is where you get 

folks to convert.

Many businesses lose out by not having an effective call-to-action. Every person who visits 

your website, reads your content, subscribes to your feeds and downloads your special 

reports is a lead. The secret to converting those leads into tangible business benefits is to 

include an effective call-to-action telling them exactly what to do next.

So what’s my call-to-action? Find out after the jump.

“Before you send your letter or your memo, make sure it is crystal clear what you want the recipient to do.”
–David Ogilvy
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THANK YOU

Congratulations! You’re now equipped with 10 secrets to writing content that sells. 

Thank you so much for downloading and reading this ebook. I know you have a ton of other 

things to do. But you took the time out of your busy schedule to read it all the way through - 

so big thanks!

If you found these tips helpful, I would really appreciate if you shared this ebook with 
your friends and colleagues!

For any questions and comments email me at kostas@kanguro.fi 

You can also connect with me on Google+, Twitter and LinkedIn

Thanks again for reading my ebook!

Written by Kostas Papageorgiou

Did you enjoy these tips? Then you’ll definitely like my website and blog. 

Visit http://kanguro.fi 
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