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The F.A.B 
TECHNIQUE
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Remember that what you write is for humans to read.

Try to inject emotions in your text.

When you write, make it neither too formal nor casual.

Write as you speak.



The F.A.B Technique will help guide the 

direction of your copywriting.

Use the F.A.B before you write:
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Approaching
Copywriting
with A.I.D.A
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A.I.D.A is a proven copywriting formula
for generating leads and revenue.



This formula will help to make your method of copywriting more efficient and effective.
Want to capture the attention of potential customers? Don’t forget to use A.I.D.A when 

you write your text for your social media captions, Facebook ad copy, 

Grab the reader’s 

attention

Provide fresh 

and interesting 

information

State/re-state your 

brand

product’s benefits 

(and provide proof)

Get the reader to act 

by providing your 

product’s price/offer/

discount

  Attention    Interest     Desire   Action

A I D A



To write well, you need to properly 

plan and structure your text.

How to plan and structure your 

copywriting? It depends on your 

purpose. Are you writing text to sell 

a product? Or to educate potential 

customers on your brand’s

benefits? Or you only need to raise 

awareness of a newly launched 

product?

Once you have decided on your 

intent, you can begin to plan and 

structure your text based on a 

number of important components.

How to Structure
Your Copywriting
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Writing for e-commerce involves a number of key elements, such as: 

Headline The title of your text

Intro  Summary of your text

USP   Unique Selling Proposition

    - What makes your brand/product unique?

FAB   Features, Advantages, Benefits

    - List of your brand/product’s positive attributes

CTA  Call-to-Action

    - A purpose-driven text that encourages the reader to take a specific action

Testimony Testimonials from past or existing customers that praise your

   brand/product



Examples

Headline
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Creating Trust
Through Content

Creating content is not just about 

making visually-appealing creatives.

The primary goal of content is to 

communicate different aspects of 

your brand or product.

When content is done well, it will

ultimately create trust with your

current and potential customers.
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There are many ways to create content that builds Trust:
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Content
Ideas
& Types
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To build Trust, you can create content that expresses 

Credibility, Authority, and/or Testimonial. For example:

Blog

Blog

Visual/Product Highlight

Behind-the-Scenes



And so 
many more!

It’s a good idea to have a varied mix of content types in different formats. Such as:

Countdown

GamesQuotes

LiveVideo Story

Festive Wishes
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How tech-savvy is your audience?How tech-savvy is your audience?
Now that you have an idea on how to do creative content and copywriting
for your business, let’s do it.



www.avana.asia


