
and your client language, through the lens of justice
Locate Your Client
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Context
When we name a thing, we 
make it real...and actionable
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Storytime...

● The history and impact of the word ‘mansplaining’
● And the impact of making sure we have language for our 

experiences
● What happens after we realize a thing is A Thing?



The Problems 
We Are Solving
● Customer Solutions
● Culture-Making Solutions
● Money AND Justice
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YOUR SUBHEADING HERE

Your Heading Here
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1. Define and understand your customers and what they’re 
experiencing so you know how to write copy for them

2. Write specific, effective, money-making copy...through the 
lens of justice (no pain points required)

1. Customer

1. Self-help, spiritual and ‘empowerment’ industries  erase 
cultural context, individualizes and gaslights -- but we’re 

doing the opposite

2. Traditional copywriting leverages shame and pain to 
trigger subconscious reactions -- but we’re doing the opposite

2. Culture-Making

3. Make Money AND Justice 



Who is Your 
Client?
● Demographic
● Psychographic
● IDENTITIES AND BIASES 

AGAINST THEM
● What are they navigating, 

socially?
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Age Range?

Identities?

Biases that get used against them?

Gender(s)?

Customer 
Demographic
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Income?

Marital/Family Status?

Geographic Region?

Occupation?

Customer 
Demographic
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What are their two core desires?

Customer 
Psychographic
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What do they want to avoid?

Customer 
Psychographic
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What’s getting in their way?

Customer 
Psychographic
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What do nearly all of your clients -- 
and people like them -- experience?

Customer 
Psychographic
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Now, TOGGLE OUT.
What’s the bigger picture? The systemic factor producing the 
barriers and experience your clients experience?

TOGGLE OUT

This is your Villain!
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What’s the Grand, 
Overarching Villain?

Name the Villain
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What’s the Industry Villain?
eg Bro Marketing, The Female Lifestyle Empowerment Brand

Name the Villain
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Who are the Henchmen showing up 
in their daily lives?

Name the Villain



Customer 
Research
This may confirm or disprove 
our initial hypotheses about our 
clients and audience

It will definitely help you find 
the concrete language THEY are 
using (rather than conceptual 
language we might be using)
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Customer Research
This might confirm or disprove our initial hypotheses

Log FB Comments in a spreadsheet 
and look for recurring phrases & words



Customer Research
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1. Facebook. Search for posts with key phrases relating to your 
business

2. Look at the COMMENTS from clients

3. Create a Spreadsheet and log the client comments

4. Look for phrases/sentences and words that repeat. USE 
THESE IN YOUR COPYYou’re looking for what they want to 
do AND                       what they want to avoid

Customer 
Research
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What phrases are repeating?

What words are repeating?

What do your clients say to YOU?

Customer 
Research
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What do they want to achieve?

What do they want to avoid?

What is getting in their way?

Customer 
Research



5 Customer-Centric Copywriting

Tools
This may confirm or disprove 
our initial hypotheses about our 
clients and audience

It will definitely help you find 
the concrete language THEY are 
using (rather than conceptual 
language we might be using)
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5 Customer-Centric 
Writing Tools
in the Feminist Copywriting Framework
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1. TOOL 1: Name the Villain

2. TOOL 2: Bear Loving Witness (Third Person)

3. TOOL 3: Facilitate Power Experiences (2nd 
Person)

4. TOOL 4: Be Concrete (Use THEIR Language)

5. TOOL 5: Write to One Person



1.  Name The Villain
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eg Mansplaining

When you name the Villain:

● Your client has an epiphany: they are not the 
problem 

● They get out of shame and into power
● They’re more likely to take action because 

they are in POWER, not a shame spiral
● They realize that the problem is bigger than 

them and they might need professional 
support

● YOU DON’T HAVE TO USE PAIN POINTS!!!



2. Bear Loving Witness
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● Yes, witness the problem

(sometimes, because we want to avoid pain 
points, we avoid describing the problem entirely 
-- but that’s not necessary)

● But use THIRD-PERSON language (they, them, 
clients, people, students) to describe the 
problem because 3rd person creates 
psychological distance

● 3rd-person helps clients  OBSERVE the 
problem rather than EXPERIENCE it 

● 3rd-person is less activating/triggering
● To OBSERVE carefully is to bear loving witness



3. Facilitate Power 
Experiences
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● When describing things that are affirming 
and make readers feel good, use SECOND 
PERSON (you, we)

● Second person creates identification and 
intimacy with the thing you’re describing

● We want to create intimacy with power and 
feeling capable (rather than intimacy with 
pain and shame)

3rd person for pain; 2nd-person for power



4. Use Concrete 
Language
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● Use their words
● How does it show up in their day? Describe 

that, in detail
○ YES: “Speak up in the meeting at 2pm instead of 

waking up at 2am with the perfect thing to say”
○ NO: “Learn How to Find Your Voice and Self-Express”

● Remember the customer research 
spreadsheet? Go to it and find the words your 
clients are using -- and use those!



5 Customer-Centric 
Writing Tools
in the Feminist Copywriting Framework
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1. TOOL 1: Name the Villain

2. TOOL 2: Bear Loving Witness (Third Person)

3. TOOL 3: Facilitate Power Experiences (2nd 
Person)

4. TOOL 4: Be Concrete (Use THEIR Language)

5. TOOL 5: Write to One Person

Recap
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REMEMBER:

3rd person 
for pain

2nd-person 
for power



Homework
1. Print the 

demographic/psychographic 
slides and complete them

2. Create a Customer Research 
spreadsheet; go to Facebook 
and mine comments. 
Highlight recurring 
phrases/words
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Resources
Men Explain Things To Me by Rebecca Solnit



Thank you!
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