
 

How To Build Sales Copy Like A 
Roman Army 

By Richard Winser




The Roman Empire did not conquer much of the known world 
because every soldier was a genius.


It conquered through organization.


A legion could march for days, build a fortified camp before nightfall, 
receive supplies across enormous distances, follow a clear chain of 
command, and move thousands of men as a single force. Roads, 
ranks, engineers, scouts, armor, standards, and discipline all 
supported the same objective.


That is how strong sales copy works.


Weak copy resembles a lone speaker trying to win the crowd through 
passion. The writer searches for a brilliant headline, a dramatic story, 
a devastating bullet, or a heroic close.


Strong copy behaves like a legion. 

Every section has an assignment. Every claim is supported. Every 
movement prepares the next. Persuasion comes from coordinated 
force.
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Step 1: Choose the Territory You Intend to Take 

A Roman commander did not begin by telling every unit to “go win.”


He needed a specific objective: hold a bridge, surround a city, break a 
defensive line, or secure a supply route.


“Sell the product” is not a useful objective for a copywriter.

Define the precise belief you must establish.


For example:


Convince experienced freelancers that raising their fees will 
improve client quality rather than drive good clients away. 

Or:


Show ecommerce owners that their traffic problem is actually a 
weak follow-up problem. 

That belief becomes the territory your copy must capture.

Every section should help establish it. A fascinating story that does 
not support the objective is a unit marching toward the wrong city.
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Step 2: Use the Headline as the Standard 

Roman legions carried standards into battle. These symbols identified 
the unit, organized the soldiers, and gave everyone a visible point 
around which to rally.


Your headline serves a similar purpose.


It announces the central promise or conflict that the rest of the page 
must support.


A vague headline such as:


Grow Your Business Faster 

gives the message no formation.


A more useful headline might be:


Why More Traffic Will Not Fix a Weak Customer  
Follow-Up System 

Now the direction is clear. The lead must expose the follow-up 
problem. The mechanism must explain how follow-up converts 
existing attention. The proof must demonstrate improved conversion 
or retention.


The standard has been raised. Every unit knows where to assemble.


Before approving a headline, ask:


Can the rest of the page march behind this claim?


A headline that attracts attention but cannot be supported is a 
standard planted far beyond the reach of the army.
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Step 3: Let the Lead Scout the Ground 

Roman armies did not blindly march into unfamiliar terrain. Scouts 
identified roads, rivers, enemy positions, bottlenecks, and ambush 
points.


The lead performs reconnaissance.


It enters the reader’s current situation and identifies the real problem 
before the main argument advances.


Suppose you sell a premium email strategy service. You might begin:

Most email programs do not fail because the company lacks ideas. 
They fail because every email is treated as a separate performance. 
One teaches. One promotes. One tells a story. But the sequence 
never builds a cumulative case for buying.


The lead has now mapped the terrain.


The reader sees the obstacle differently. The problem is not idea 
generation. It is coordination.


A leadership coach might write:


New executives are often prepared to make decisions. They are rarely 
prepared for the moment when yesterday’s peers begin testing 
whether their authority is real.


Again, the lead reveals the ground on which the sale will be fought.

Do not rush past this step. An army that misunderstands the terrain 
wastes strength. Copy that misdiagnoses the problem wastes proof, 
emotion, and argument.
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Step 4: Assign Every Section to a Legionary Role 

A Roman legion was divided into specialized units. Soldiers did not 
wander onto the battlefield choosing whatever task looked 
interesting.


Your sales page needs the same discipline.


Assign every section a specific function:


• The headline raises the standard.

• The lead scouts and frames the terrain.

• The mechanism explains the battle plan.

• Proof reinforces the line.

• Testimonials bring allied credibility.

• Bullets create forward pressure.

• Objection handling protects the flanks.

• The guarantee reduces exposure.

• The offer gathers the units around one action.

• The close gives the command to advance.


This immediately exposes weak copy.


A testimonial saying, “They were wonderful to work with,” may sound 
positive, but what position does it defend?


If the reader doubts whether your system works for an established 
company, use a testimonial from an established company. 

If the reader fears the process will be disruptive, use proof showing a 
smooth transition.


If the reader doubts the speed of the result, show a credible timeline.

Proof should be stationed where resistance is expected.


Do not scatter testimonials around the page like decorative statues. 
Deploy them.
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Step 5: Build Roads Between the Sections 

Rome’s roads were not an incidental achievement. They allowed 
soldiers, messages, equipment, and supplies to move quickly across 
the empire.


Transitions perform this logistical role in copy.


A page can contain all the correct sections and still feel disjointed 
because nothing connects them.


The problem section must create the need for the mechanism. The 
mechanism must make the proof relevant. The proof must make the 
offer believable.


For example:


If scattered messaging comes from unclear positioning, 
rewriting more headlines will not solve the underlying problem.


That sentence creates a road from diagnosis to mechanism.


Then:


Once the central positioning decision is made, the homepage, 
emails, advertisements, and sales calls can all reinforce the 
same argument.

Now the mechanism leads naturally into examples or proof.


Good transitions do more than make the prose smooth. They move 
persuasive resources to the next position.


Without roads, each section becomes an isolated outpost.
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Step 6: Protect Your Supply Lines 

Roman armies could not survive on courage alone. They needed 
food, equipment, replacement weapons, information, and reliable 
routes back to support.


In copy, the supply line is the chain connecting claims to evidence.

The larger the promise, the more support it requires.


Suppose your headline says:


“Cut Your Sales Cycle in Half” 

That claim creates a long and vulnerable supply line. You now need a 
credible mechanism, relevant data, strong examples, appropriate 
qualifications, and proof that the result was not a fluke.


A narrower promise may be easier to defend:


“Remove the Three Follow-Up Delays That Quietly  
Extend Your Sales Cycle” 

This claim still has value, but the supporting line is shorter and 
stronger.


Audit every major claim by asking:


• What evidence supplies this claim?

• Is the evidence close enough to the claim?

• Does it prove the same result being promised?

• Is the mechanism clear enough to make the result believable?


A claim cut off from proof is like a legion cut off from food. It may look 
powerful briefly, but it cannot hold its position.
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Step 7: Use Engineering, Not Brute Force 

Roman military engineering often decided battles before direct 
combat began. Soldiers built bridges, ramps, siege works, walls, 
roads, and fortified camps.


They changed the conditions of the fight.


Copywriters should do the same.


Do not rely on louder promises and heavier pressure when you can 
redesign the argument.


Suppose buyers resist a $5,000 consulting service because they see 
it as payment for several calls.


You could push harder by adding urgency, bonuses, and repeated 
claims about value.


Or you could engineer a better frame:


The service is not six conversations. It is a diagnostic process 
designed to identify the decision currently costing the company far 
more than $5,000.


The price now sits inside a different structure.


Similarly, a course does not need to be presented as “40 hours of 
video.” It may be positioned as a complete training route that 
prevents the student from spending two years assembling random 
advice.


Engineering changes how the buyer encounters the offer.

Brute force merely increases the volume.
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Step 8: Keep the Formation Tight 

Roman formations worked because soldiers stayed in position. A 
shield wall failed when individuals broke ranks.


Sales copy breaks formation when each section begins pursuing its 
own theme.


The headline promises control.


The story celebrates creativity.


The mechanism emphasizes speed.


The testimonials praise customer service.


The close suddenly warns about lost revenue.


There may be five persuasive ideas on the page, but they are not 
reinforcing one another.


Choose a central line of advance and repeat it through different 
forms.


If the argument is that coordination beats isolated tactics:


• The lead diagnoses scattered activity.

• The mechanism shows how a central strategy coordinates 

decisions.

• The case study demonstrates improved consistency.

• The bullets describe practical effects of alignment.

• The close contrasts continued fragmentation with coordinated 

action.


The language can vary. The strategic direction should not.
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Step 9: Make the Close the Final Command 

A Roman commander did not wait until the final moment to explain 
where the army was going.


By the time the command to advance arrived, the units were 
positioned, the ground had been studied, the supplies were ready, 
and the plan was understood.


Your call to action should arrive under the same conditions.

The close is not where you suddenly become persuasive. It is where 
you release the pressure already accumulated.


For example:


You can keep rewriting individual sections and hoping the page 
eventually becomes convincing. Or you can rebuild the message 
around one central objective, assign every section a role, and 
make the entire argument move together.


The reader has already seen the problem, mechanism, proof, and 
offer. The command now feels like the logical next movement.


A weak close attempts to rescue the sale.


A strong close completes the formation.
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The Takeaway 

The Roman advantage was not one fearless soldier, one ingenious 
weapon, or one stirring speech.


It was a system that converted thousands of separate actions into 
coordinated force.


Your copy should do the same.


Open a current sales page and label every section by role: standard, 
scout, mechanism, proof, defense, supply, offer, or command. 

Identify any section marching in the wrong direction. Find claims 
whose supply lines to proof are weak. Build roads between 
disconnected ideas. Remove material that breaks formation, even 
when the writing itself is good.


Do not ask only whether each section is persuasive.


Ask whether the entire message is advancing as one organized force.


A clever line may win attention.


A legion wins territory.


Richard Winser

www.richardwinser.com 
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