
HOW 

helped MANLY BANDS  sell

(no joke!)

WEDDING  RINGS



 
LIANNA IS THE REAL DEAL .

Not only is  she a good copywriter,  she’s also familiar with various 
conversion tactics,  will  dive into your Google Analytics,  and can even 

help you craft a strategy for your SEO.

SHE’S NOT JUST A COPY WRITER...
She puts all  of these things together into a comprehensive package.

THAT’S WHAT REALLY IMPRESSED ME.

 

John Ruggiero
CEO, Manly Bands
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The Challenge
D O  W E D D I N G  R I N G  W E B S I T E S 
H A V E  T O  B E  S O  B O R I N G ?



Manly Bands is  an online retailer that 
specializes in wedding bands for men. 
They offer unique and custom ring designs 
that f it  any personality or budget .



CHALLENGES
Wanted to build a 
stronger brand voice on 
the Manly Bands website

Looking to set their 
business apart from 
other online wedding 
band retailers

Needed copy that 
was funny enough to 
get attention,  but still 
trustworthy



SOLUTIONS
Custom conversion copy,  
courtesy of Lianna Patch  
and PUNCHLINE COPY

Lianna reworked f ive product 
pages,  including making UX  
and design recommendations

Created additional copy for 
Facebook ads,  the Manly Bands 
homepage, and the About page



Results
K E Y  P R O D U C T S  A D D E D  T O 
C A R T  T W I C E  A S  M U C H  A S 
B E F O R E ,  W I T H  T H R E E  T I M E S 
A S  M A N Y  C O N V E R S I O N S



WHEN JOHN RUGGIERO AND MICHELLE LUCHESE FIRST 
STARTED MANLY BANDS, THEY KNEW THEY WANTED IT TO BE 
DIFFERENT FROM OTHER ONLINE WEDDING BAND RETAILERS.

To achieve this ,  the couple created a variety 
of wedding band products,  each for a dif ferent 
customer persona. On the Manly Bands website, 
they wrote up each product page to connect 
with a specif ic type of personality.

“ For  e x ample ,”  John says,  “ We  h a v e  ‘ T h e  Mo unt ain 
Man ,’  w hic h  i s  a  b e a ut if ul  w o o d  r in g  f or  p e o ple  w h o  ar e 
o ut d o or s y  an d  lik e  t o  c am p .  O n  t h e  ot h e r  h an d ,  w e  al s o 
h a v e  s om e t hin g  lik e  ‘ T h e  C E O ,’  w hic h  i s  a  g old - plat e d 
c u s t om  r in g  f or  p e o ple  w h o  s p e n d  m or e  t im e  in  t h e  o f f ic e .”

Not only would Manly Bands offer unique 
designs,  custom materials ,  and better 
customer service… they planned to create 
a brand whose funny, irreverent marketing 
would speak directly to savvy millennial 
customers.

“ G r o w t h  i s  imp or t ant  t o  u s ,”  explains John, the 
CEO. “ But  w e  al s o  r e all y  w ant e d  t o  c o nn e c t  w it h  o ur 
c u s t om e r  b a s e  an d  m a k e  s ur e  t h at  t h e y  f e lt  lik e  t h e y 
w e r e  p ar t  o f  o ur  b r and ,  an d  o ur  c ommunit y.”



“ W E  W A N T E D  T O  T E S T  
S O M E  O F  O U R  B E S T - S E L L I N G 

P R O D U C T  P A G E S  T O  S E E  
I F  W E  C O U L D 

 
A N D  M A K E  T H E M  

D O  E V E N  B E T T E R . ”

P U N C H  U P  
T H E  C O P Y



Solution
C O P Y W R I T I N G  S O  G O O D , 
J O H N  A N D  M I C H E L L E  
W I S H  T H E Y  C O U L D  M A R R Y  I T



AFTER SOME SEARCHING, JOHN AND 
MICHELLE DISCOVERED LIANNA PATCH , 

THE OWNER OF PUNCHLINE COPY. 

Her writing style and sense of humor seemed to be 

exactly what they were looking for,  so they decided 

to bring her onto the project .

“ We  f ound  Lianna ,  and  he r  t one  ju s t  mat che d 
our s  s o  p e r fe c t l y,”  John says.  “ It  r e all y  dr e w 

u s  in .  We  imme diat el y  felt  t hat  she  w r it e s  in  t he 
s ame  w a y  t hat  w e  w ant  t o  s ound .  A nd  t he n ,  of 
c our s e ,  on c e  w e  g ot  t o  k no w  he r,  w e  di s c o v e r e d 

t hat  she ’s  fant a s t ic  t o  w or k  w it h  t o o .”



Lianna started out her work with Manly Bands by digging deeper 
into their  brand, goals,  and tone of voice.  She immersed herself 
in their  products,  read customer reviews,  and researched the 
company’s position in the marketplace.

Using this information, Lianna started to juice up their  website.

“ He r  s t yle  w a s  e x a c t l y  t h e  dir e c t ion  w e  w ant e d  t o  g o ,”  Michelle says. 

“ E v e r y t hin g  t h at  Lianna  did  f or  u s ,  sh e  p u sh e d  t o  t h e  ne x t  le v el .  A nd  sh e 

p ut  u s  r i ght  on  t h e  line  o f  ir r e v e r e n c e ,  w it ho ut  t a k in g  it  t o o  f ar.  It  w a s 

ju s t  t h e  p e r f e c t  s p ot  f or  g e t t in g  u s  t h e  k ind  o f  at t e nt ion  t h at  w e  w ant e d .”

Not only did Lianna create new copy for f ive key product pages 
on the Manly Bands website,  she made key UX and design 
recommendations to help all  of Manly Bands’  product pages 
convert more customers.



On top of that ,  Lianna punched up the Manly 
Bands homepage, created a series of Facebook 
ads,  and wrote a new, more mission-focused 
“About” page starring John and Michelle.

“ O ne  o f  t h e  s u g g e s t ion s  sh e  h a d  w a s  f or  a  ne w  home p a g e 
t it le ,”  John says.  “ He r  id e a  w a s ,  ‘ Bu y in g  a  We d din g  Band 
D o e s n’ t  Ha v e  t o  S u c k .’  Yo u  d on’ t  nor m all y  s e e  t h at  on  t h e s e 
t y p e s  o f  w e b s it e s .  S o  o f  c o ur s e  w e  lo v e d  it .”



What impressed John and Michelle the most 
was how Lianna was will ing to take risks 
with the copy in order to inject more of their 
brand personality.

“ Mo s t  p e o ple  pla y  it  s af e ,  b ut  sh e  w a s  w illin g  t o 
s u g g e s t  t hin g s  t h at  w e r e  d e f init el y  out s id e  t h e 
b o x ,”  John laughs.  “ It  ma d e  a  hu g e  dif f e r e n c e . 
Pe o ple  c ome  t o  u s  no w  b e c au s e  t h e y  c onne c t  w it h 
t h at  w a y  mor e  t h an  s ome  b or in g  r in g  s it e .”

“ E V E R Y T H I N G  T H A T  L I A N N A  D I D  F O R  U S ,  S H E  P U S H E D  T O  T H E  N E X T  L E V E L . 
A n d  s h e  p u t  u s  r i g h t  o n  t h e  l i n e  o f  i r r e v e r e n c e ,  w i t h o u t  t a k i n g  i t  t o o  f a r .  

I t  w a s  j u s t  t h e  p e r f e c t  s p o t  f o r  g e t t i n g  u s  t h e  k i n d  o f  a t t e n t i o n  t h a t  w e  w a n t e d .”



“ W h e n  w e  s e e  a  lar g e  lif t  o n  e v e n  o n e  o ur  pr o d u c t  p a g e s , 
t h at  t r an slat e s  int o  a  lot  o f  s ale s ,”  John explains.  “ S o  w e ’ v e 
d e f init e l y  c o v e r e d  t h e  c o s t  o f  o ur  init ial  in v e s t m e nt ,  an d 
w e ’r e  v e r y  h a p p y  w it h  t h e  o ut c om e .”

Now, the Manly Bands website is selling more than ever, and John 

and Michelle say they have PUNCHLINE COPY  to thank.

N E E D L E S S  T O  S A Y ,  J O H N  A N D  M I C H E L L E 
W E R E  T H R I L L E D  W I T H  T H E  R E S U L T S .

“ I  w o uld  v e nt ur e  t o  s a y  t h at  t h e  c on v e r s ion  r at e  on 

t ho s e  p a g e s  ar e  s o  mu ch  hi gh e r  b e c au s e  o f  h e r  c o p y 

alone ,”  says John. “ T h at  p un ch - u p  r e all y  did  h elp . 

Be c au s e  it  d o e s  s om e t hin g  t o  y o u .  It  m a k e s  y o u  b e  lik e , 

‘Oh my God, of course I want this!’ ”

In the end, Lianna wrote new copy for f ive dif ferent 
product pages on the Manly Bands website.  On average, 
these changes helped John and Michelle increase “Add to 
Cart” conversions by 93%. One wedding band in particular, 
called “The Journeyman,” skyrocketed Add to Cart 
conversions more than 196%!

“ It  w a s  a  v a s t  im p r o v e m e nt  f r o m  w h at  w e  n o r m all y  s e ll ,”  John 

says.  “ We  w e r e  t hr ille d ,  a n d  v e r y  im p r e s s e d .  To  u s ,  it  m a d e  s e n s e 

t h at  w e  s a w  a  lif t  in  s ale s  b e c a u s e  c o m p ar e d  t o  t h e  c o p y  t h at  w e 

h a d  b e f o r e …  It ’s  j u s t  a  hu g e  dif f e r e n c e .  T h e  w r it in g  j um p s  o f f  t h e 

p a g e  n o w.  It ’s  s o  mu c h  c o ole r .”

Across all  the product pages that Lianna updated, average 

purchases went up by more than 71%. Some of the wedding 

bands sold even more than that ,  including “The Cowboy” 

and “The Architect ,”  which saw their  sales nearly double.

At the same time, the changes Lianna made to the Manly 

Bands homepage resulted in a 12% lower bounce rate.



 
W E  W E R E  T H R I L L E D ,

A N D  V E R Y  I M P R E S S E D .
To us,  it  made sense that we saw a lift  in sales because  

compared to the copy that we had before…  
It ’s  just a huge difference. 

The writing jumps off the page now. 

I T ’ S  S O  M U C H  C O O L E R .
 



READY TO GIVE YOUR WEBSITE 
A KICK IN THE PANTS?

B O O S T  Y O U R  B R A N D  W I T H  P U N C H Y  C O P Y 
T H A T ’ S  P R O V E N  T O  C O N V E R T .

Heck Yeah, Let’s Get Started

https://punchlinecopy.com/services



