
The
Perfect
Salespage

20 Steps to a Long Form Sales Page.
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Writing a long-form sales page can be an easy, quick way to lay out 
the solution that your product or service provides. The trick is NOT 
to sound like everyone else, but to sound like yourself while also 
hitting all of the salient steps for success. The following 20-part 
process has guaranteed our clients great results!

The Perfect Salespage:
20 Steps to a Long Form Sales Page.

Pro Tips:
 � Sound like yourself: do not copy and paste! If you are nerdy, 
be nerdy! If you are spiritual, be spiritual! If you are highly 
educated, use big words! All of these things will resonate 
with target clients that appreciate your brand, and dissuade 
those that will not appreciate you or your product! 

 � Stick to the formula—it works! It answers every question, in 
order, that a reader may have while keeping them engaged.
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EXAMPLES:

 � “Hello to all the Working Moms out there!”
 � “Attention Young Entrepreneurs”
 � “Welcome Sports Fans!”
 � “Calling All Coaches”

THE POINT?

Let people know that they are in the right place.

Summon Them In!

EXAMPLES:

 � “You’ve been burned!”
 � “Stop The Lies!”
 � “Forget everything that you’ve been told!”

THE POINT?

Get everyone’s attention, gain their interest, and 
compel them to read more!

Shock Them and 
Hook Them!
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EXAMPLES:

 � “Our new program reveals the 6 steps to X”
 � “We reveal the highly sought after system for X”
 � “The little known secret for X”

THE POINT?

Give people what they want (not what they need—you 
can do that later).

Headline
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EXAMPLES:

 � “Are you currently overwhelmed by X?”
 � “Are you doing X over and over and expecting  

different results?”
 � “Have you dreamt about an easier solution for X?” 

THE POINT?

Show people that you have walked in their shoes and 
faced the same problem. Make SURE they understand that 
you have EMPATHY for what they are going through. Ask 
leading questions that only a person in the know would 
know to ask!

Relate to their Reader

EXAMPLES:

 � “Extensive research has revealed X.”
 � “The top 20 internet marketers agree on X.”
 � “These CEOs can’t be wrong about X.”

THE POINT?

Back up the headline with more detail, and proof of your 
ability to deliver.

INCLUDE A BUY NOW BUTTON AFTER THIS SECTION

Sub-Headline
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EXAMPLES:

 � “We’ve solved X (problem) with Y (research, trial and 
error, a discovery etc.)!”

 � “Our patented, proven process has relieved our X 
pain!”

 � “We have proven that X is a thing of the past through 
years of success!”

THE POINT?

THIS IS NOT YOUR PROGRAM. This is your discovery or 
the summation of your research.

Provide Your 
Solution

EXAMPLES:

 � “We spoke with thousands of prospects, but we 
couldn’t close the deal, because we were X.”

 � “You are not alone: we faced this problem, too, and it 
slowed our growth for many years.”

 � “We’ve invested thousands of hours and more than 
$100,000 to solve this exact problem. Our process 
was painful and expensive, but yours doesn’t have 
to be!”

THE POINT?

Continue to empathize with a brief story about your own 
pain with the problem at hand.

Help Them Recall   
Their Pain
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EXAMPLES:

 � “Our solution turns 1000 hours of work into 2!”
 � “Why should you invest all of the time and money we did to come to 

the exact same solution?”
 � “1 product/course/solution could save you a year of trial and error!” 

THE POINT?

Time is the ONLY commodity you can’t get back: it’s even MORE valuable 
than money!

Make it Fast!

EXAMPLES:

 � “We will condense 1000 hours of troubleshooting into one easy-to-
implement solution for you!”

 � “Don’t reinvent the wheel, don’t struggle, just follow our system!”
 � “Our success was hard-won, but yours doesn’t have to be if you’ll just 

follow our steps!”

THE POINT?

Develop buy-in from the reader that your solution is better than trying to 
find their own.

Make it Simple, Make it Easy.
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EXAMPLES:

 � “We’ve trained hundreds of entrepreneurs to double 
and triple their revenue!”

 � “We’ve sold 10,000 of X and have a 4-Star Amazon 
Rating!”

 � “We’ve written a best-selling book about our process, 
and we want to share our success!” 

THE POINT?

We all know why Apple and Accenture and Starbucks 
and Salesforce are worth our money (they have GREAT 
track records and strong brands), but why are YOU? Your 
community is used to spending money with the best, so 
show them that you are it! After all, no one is going to 
toot your horn for you—you’ve got to do it yourself!

INCLUDE A BUY NOW BUTTON AFTER THIS 
SECTION

Establish Your 
Credibility

EXAMPLES:

 � “Gone are the days without X (the benefit)!”
 � “Imagine a life that doesn’t include X (their biggest 

pain point). Where would you spend your precious 
time?”

 � “The solution to X (problem) is no longer a fantasy 
when you have Y (our solution)!”

THE POINT?

To get your target market to buy your product or service, 
it helps for them to visualize a life with your product 
or service in it. What does this new life feel like? What 
does it look like? What benefits does it have?

Put Them in a 
Time Machine
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EXAMPLES:

 � “1000 satisfied customers can’t be wrong!”
 � “The following clients have tripled their profits with 

our program!”
 � “We’ve saved millions of dollars for thousands of 

customers!” 

THE POINT?

Promises, promises, promises! They’ve heard it all before, 
so here is your opportunity to list the proof points that 
make your product or service low risk and high value.

Prove it.

EXAMPLES:

 � “Invest $100 so that you can turn it into $1000!”
 � “Read more, faster and for LESS MONEY with a 

subscription to our website!”
 � “Learn what is holding you back from achieving your 

dreams, and make them realities!”

THE POINT?

Create a list with up to 10 bullets focused solely on the 
BENEFITS and ADVANTAGES of your product or service. 
This reinforces the reader’s desire to experience them and 
might pique their interest with a hidden benefit that they 
hadn’t thought of otherwise!

Overwhelm them with Benefits
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EXAMPLE:
 
This is Our Offer:

The 90 Day Program Guide ($399 Value)
(7) 45 Minute One-on-One Coaching Calls ($4,900 Value)
(5) 60 Minute Group Coaching Calls ($500 Value)
Special Report ($97 Value)
Access to Our Private Online Community Page (Priceless)
25% Discount on Coaching During the Program 
 
Total Value: $5,896  
Promotional Price: $1,197  
Total Savings: $4,699

THE POINT?

Make your offer compelling with a savings that is greater 
than the promotional price.

INCLUDE A BUY NOW BUTTON AFTER THIS SECTION

Make Your Offer

EXAMPLES:

 � “The first 10 buyers will receive X for free!
 � A $500 Value!”
 � “Every new client can invite a friend for free!
 � A $5,896 value!”
 � “We will pay you back, with a $1,197 gift certificate for 

future services!”

THE POINT?

If you are going to sell something, you should concretely 
stand behind your product or service and turn that new 
customer into a forever customer! Making your offer truly 
irresistible with an extraordinary bonus will seal the deal 
in the hearts and minds of your target market.

Make it Irresistable
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EXAMPLES:

 � “This promotion will only last through the month of 
December.”

 � “We have capacity only to make 100,000 units, and 
we’ve already sold half of them!”

 � “We will not be offering this price ever again!” 

THE POINT?

This is almost the last nudge in the process. Scarcity is 
designed to be the last straw, and the little push that a 
person might need to take out their credit card. However, 
you MUST remember that your limiter has to be honest 
and true! Your readers know inauthenticity when they read 
it and will abandon you if it is in any way unbelievable. 
This means you MUST follow through. False advertising is 
the beginning of the end for any business.

Make it Scarce

EXAMPLES:

 � “Our program costs less than your car payment, and it 
will take you further!”

 � “Our X is ½ the price of those OTHER brands that 
aren’t nearly as reliable!”

 � “You can achieve your dream for less than $10 per day.”

THE POINT?

Quantifying and justifying how the investment is within 
the reader’s current budget helps eliminate any lingering 
“money” issues that your audience might have, while 
furthering them to reach the right decision to hire / buy 
from you. 

INCLUDE A BUY NOW BUTTON AFTER THIS SECTION

Minimize the Investment
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EXAMPLES:

 � “100% Money Back Satisfaction Guarantee.”
 � “100-day test drive: if you don’t like it, return it with 

no questions asked!”
 � “Make a small, refundable deposit for your 30-day 

trial period. The balance will NOT BE BILLED until 
day 31!”

THE POINT?

Prove that you believe in your product or service. Put 
your reader’s money where your mouth is. Everyone 
loves confidence and it makes for a powerful close.

INCLUDE A BUY NOW BUTTON AFTER THIS SECTION

Remove the Risk 
Completely

EXAMPLES:

 � “BUY HERE AND ENTER YOUR PAYMENT INFO ON 
THE NEXT SCREEN.”

 � “JOIN US NOW.”
 � “START THE PROGRAM TODAY BY CLICKING 

HERE!”

THE POINT?

Ambiguity breeds confusion. If you have kept your 
reader engaged thus far, they are now completely willing 
to trust you to tell them exactly what their next step is.

Command the 
Reader to React
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EXAMPLES:

 � “You can’t afford not to.”
 � “The only thing worse than failing is not trying at all.”
 � “Regret only happens to people that don’t invest in 

themselves.”

THE POINT?

Leave people with the understanding that this is the best 
and the only logical choice for them to make. Remember, 
you have already removed ALL the risk!

INCLUDE A BUY NOW BUTTON AFTER THIS SECTION

Warn Against Inaction
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