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Welcome to Week #9

Hi Sherpas!

By now I hope you’re starting notice something happening week after week... and that 
is, I hope that you’re noticing that once you’ve gone through the process of writing the 
foundational pieces of copy (i.e. your sales letter or webinar) that things are starting to 
get easier.

Whether you write your sales letter first or write your webinar first, everything can be 
created and modified off of that.
 
You don’t have to reinvent the copy-wheel each and every time you need to write 
something for your business or for a client; pretty much all elements can be repurposed 
and reused in one way or another.
 
And this is not to take the easy way out. This is good copywriting strategy!

Being a good copywriter means that you know how to craft an effective sales message.

But being a great copywriter means that you understand that in order to really drive 
sales skyward that you need to weave these effective sales messages in and out of all 
the various communication channels available. 

It is commonly known that it takes an average of 6-8 communication “touches” to 
generate a sale from a prospect. This means that your potential customers need to read 
your emails, watch your webinars, and view your videos.

Repetition drives sales, Sherpa! So with that said, we are going to focus on another area 
of copywriting where you can leverage the work you’ve already done - video scripts!

Tina Lorenz
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A video script is copy you write with the intent that it be recorded and 
presented online via video.

• Scripts for sales videos are generally recorded “face-to-camera” 
(or “product-to-camera”) and are a component of the overall sales 
message. 

• Depending on the video’s purpose, your video scripts will be used on 
videos that live on landing pages (for opt-ins) or at the top of a sales 
letter on a sales page. 

• You may be asked to create video scripts for Facebook ad videos.

THE ANATOMY OF Sales Funnel

THIS WEEK: Video Scripts
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THE STATS Why use Video to sell... 

Let ’s just say there’s more to video than Youtube...

• Mobile video consumption rises by 100% every year. (Insivia)

• By 2022, online videos will make up more than 82% of all consumer 
internet traffic — 15 times higher than it was in 2017. (Cisco)

• 59% of executives say they would rather watch a video than read 
text. (Wordstream)

• 72% of customers would rather learn about a product or service by way of 
video. (HubSpot) 

• Viewers retain 95% of a message when they watch it in a video, compared to 
10% when reading it in text. (Insivia)

• The average user spends 88% more time on a website with video (Forbes, 
2018)

• Video marketers get 66% more qualified leads per year (Optinmonster, 2019)

Beyond the numbers...
• Video, as part of the sales process, helps build rapport with a buyer. Putting 

a face to the brand, product or service helps makes online transactions seem 
more personal.

• Video helps convey emotion. The presenter can take the opportunity in video 
to emphasize important points and get personal in a way that written copy 
cannot. 

• Video provides an enhanced experience. They make your landing pages and 
sales pages more dynamic.

• Videos are easy for people to consume. Videos get watched!

And best of all....
Since you’ve already written the sales letter, repurposing it into a video 

script for video is easy and it ’ll help increase conversions!



05
©Copyright Tina Lorenz 2019

VIDEO SCRIPTS: The Why, When, Where

WHY: To Introduce

You may want to write a video script to introduce your business to your prospect 
and offer a free lead magnet or invite them to a webinar. 

WHEN: When your prospect first becomes aware of you

WHERE: On your opt-in pages; in your ads

Elements of copy that make up the ...
HOW: 
• Headline copy (that introduces the video)

• Your Intro

• Identify your audience (who are you talking to?)

• Share your relatable story

• Present your invitation 

• Let them know WHY they should say yes

• Include your Call-To-Action

& The How!

Tip:

Introduction videos 

are great to also 

put on your About 

page!

Authentic Copy Webinar 
Opt-In Page with Video 

Invite.
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VIDEO SCRIPTS: The Why, When, Where

WHY: To Instruct

If your strategy involves education as part of the sales process, then 
you may want to use video and craft informative video scripts that do 
double duty and builds up anticipation for your offer.

WHEN: Great to use during a launch (i.e. a “PLF” style 3-video series 
launch.

WHERE: During a launch, subscribers will receive a series of emails 
directing them to individual landing pages where each video lives.

Elements of copy that make up the ...
HOW: 
• Headline copy (that introduces the video)

• Video intro

• Recap where they came from (if in middle of series)

• Let them know where the video will take them ( future pace) 

• Teach (longest portion of video) 

• Share what ’s coming in the next video (get them excited)

• Let them know why they should continue... what do they have to lose if they 
don’t watch the next video or take action?

& The How!

One of four instructional 
launch videos for 
Frontier Sawmills
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WHY: To Transition

Most visitors to a sales page don’t come out of thin air. They either watched a 
webinar, received an email pitch, or saw an ad. A video at the top of the sales letter 
can be a good segue that primes your prospect to buy.

WHEN: After a lead has been warmed up (after watching a webinar, receiving an 
email, etc)

WHERE: At the top of your sales letter (above the fold).

Elements of copy that make up the ...
HOW: 
• Headline copy (that introduces the video & page)

• Video intro. Identify your prospect and where they came from (i.e. from a 
webinar replay, etc)

• Congratulate them on their good decision to be here

• Modified 5-minute webinar - without the “3 secrets”

• Instruct them to keep reading and give them a reason why

• Note: give instruction to your client to point towards the CTA button when 
delivering the CTA.

VIDEO SCRIPTS: The Why, When, Where
& The How!

Sales video at the top of 
the Authentic Copy Sales 

Letter
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WHY: To Offer

And of course you’ll want to use video to deliver your offers! These include your 
upsells, downsells, and one-time-offers. Use video to explain the additional value 
you’re wanting to give.

WHEN: Make your upsell pitch after a prospect has agreed to buy and before they 
confirm with a credit card.
Make your downsell pitch before a visitor to your page leaves.

WHERE: Generally when using video to present an upsell, downsell, or OTO, they 
will live on either their own landing page (or a pop-up window) with a CTA button.

Elements of copy that make up the ...
HOW: 
• Attention Grabbing Headline (i.e. “WAIT - Before You Go…”)

• Quickly introduce the offer you’re making. Get them interested!

• Upsell: position it as something that will enhance their purchase and/or make 
the case that it ’s something they may not want to miss out on.

• Downsell: acknowledge a few of the objections why they may not have 
purchased and make your offer as a way to overcome those objections.

• OTO: Include scarcity. Let them know that this is their only shot to grab the 
deal.

VIDEO SCRIPTS: The Why, When, Where
& The How!
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A CASE STUDY: Frontier Sawmills

Opt-In Page
• A sawmill is a high-ticket item that a potential buyer needs to 

see in action - making a video-based product launch the best 
option.

• For this launch, I wrote 4 different video scripts for the client - 
all presented in sequence prior to making the offer.

• To attract the opt-in, we used a “money-magnet” shot - 
showing the potential buyer a glimpse of what they ’d get to 
see upon opt-in.

• Click here to view Opt-In Page

Videos 1 & 2 
• To connect with the potential customer, the client was 

best to speak in his own voice and own words, so I simply 
wrote both his intros and endings with the CTA to give his 
talk structure.

• For this product launch, our goal was to get subscribers 
to believe that having a portable sawmill was a better 
option than going to a lumber yard, so these videos had 
to educate and sell.

• Notice how I use video headlines to introduce each video 
and get subscribers excited about watching it.

• Click here to view Video #1

• Click here to view Video #2

Videos 3 & 4
• For videos #3 and #4, I wrote the entire script for the 

client to do voice over.

• I simply adapted what I wrote for the sales letter and 
organized it to be repurposed in the videos.

• Because my sales letter copy is written in a way to be 
conversational, I barely had to edit a thing!

• Notice that video #3 introduces the offer and video #4 is 
more focused at overcoming any remaining objections.

• Click here to view Video #3

• Click here to view Video #4
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TIPS ON MAKING YOUR 
VIDEO SCRIPTS A Success!

 9 Limit your video scripts to 5-8 minutes (or less!)

 9 Most video scripts are for face-to-camera recordings, so make sure that your 
copy is conversational and engaging.

 9 Format your document (use bold and/or italics) to let your client know when to 
emphasize.

 9 Read your video sales scripts aloud and time them before delivering them 
to the client.

When Writing Scripts for Facebook Ads...
 9 When writing video scripts for Facebook ads, you need to be careful if you’re 

writing for the money making niche or anything health related.

 9 Video copy that is directive as in “Do you want to make $10,000 this month?” 
will be flagged and your ad account will get shut down.

 9 Instead, make your copy more story-based, and make yourself and/or your 
client the focus (i.e. “I struggled to earn enough money for years until I 
stumbled upon this one thing…” )

 9 Make sure that your landing page is congruent with your ad and video script 
copy.

YOUR HOMEWORK This Week

 � Write a 5-8 minute video script for your avatar for a video that will be 

placed at the top of sales letter on a sales page.

 � Write the video script for webinar registrants that are either coming to 

the sales page from the webinar or from an email promoting the replay.

 � Use your 5-minute webinar script as the basis of your video script.

 � Bonus: record your video script and share it in the Facebook Group!


