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Welcome to Week #5

Hi Sherpas!

For many copywriters, the “meat and potatoes” of what we do is the creation and writing 
of sales letters.

And that is our focus this week!

Within the flow of a sales funnel, the sales letter carries a ton of weight. That is because 
all of your effort in creating opt-ins, all of your effort in writing your email sequences, 
and all of your effort getting the most ideal prospect to visit and read your sales letter 
will be for not if you fail to convert those prospects into customers with your sales 
letter.

So it ’s important to get this right!

Because here’s the thing about copywriting.
 
If you can really become a master at writing a sales letter, it means you’ll become 
a master at selling. And that my Sherpa friends, is the key to financial freedom and 
security. It means you have the key to unlock unlimited sales potential for you and for 
your clients.

• Master the sales letter, and your services will ALWAYS be in demand.

• Master the sales letter, and your own products sales will skyrocket.

I ’m not going to sugar-coat it. There is a lot in this training, and your homework 
assignment is no small feat. This week is going to require you to dig deep, and it ’s going 
to require you to find your focus; but it ’s also going to be a lot of fun!

Let ’s dive in.

Tina Lorenz
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THE ANATOMY OF A Sales Funnel

THIS WEEK: The Sales Letter

The sales letter, which you write for a sales page within a 
funnel, gets a lot of attention -- for good reason.

It ’s generally the point in the funnel where the marketing 
either sinks or swims for a business because it either 

converts into sales or it doesn’t.

A lot rides on your copy, and there are a lot of components 
that make up a great sales letter. In this training, my goal 

is to simplify the task of writing a great sales letter by 
breaking it up into four distinct sections and approaching 

each section with a different intent.
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THE A.I.D.A.  Strategy

1. You have to grab the reader’s attention when they arrive to 
the sales page.

2. You have to generate and keep interest in the product or 
service you’re selling

3. You have to elicit emotion within the prospect and create 
desire for your product or service.

4. You have to nurture your prospect and influence them to 
take action and buy.
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HOW TO GRAB THE READER’S Attention

FIRST, YOU MUST REALIZE THAT YOUR WINDOW 
OF OPPORTUNITY TO GRAB ATTENTION IS VERY 
SMALL.

• The 8-Second Rule: The brain takes only 8 
seconds to process, analyze and categorize 
each situation. 

• The 12-12-12 Rule: At 12 feet, you decide who 
someone is; at 12 inches, you make up your 
mind; and after the first 12 words, you’re in 
or you’re out.

You therefore need to work fast and be very smart and 
strategic with your copy to get your reader’s attention!

ELEMENTS FROM “THE ANATOMY OF A SALES 
LETTER” THAT WORK TO GRAB ATTENTION:

• Eyebrow or Tease

• Headline

• The Salutation

• Subheads

• The P.S.

SALES PAGE ELEMENTS THAT WORK TO 
GRAB ATTENTION:

• On target branding including colors and imagery

•  Uncluttered design to keep focus on Headline 
and important copy elements

•  Video

•  Single out scarcity (i.e. countdown timer at top)
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COPY STRATEGIES 
that GRAB ATTENTION: Create a Great Hook
•  Use emotion to HOOK your reader in by using Positive “Trigger Words” (i.e. 

Baby, Home, Cash, Millionaire, Wealth, etc).

•  Do this by creating engaging Eyebrow/Teasers, Headlines & Subheads that 
speak to your prospect at a subliminal level by addressing their unconscious 
needs and desires.

•  A hook is not telling your reader something (i.e. “I help people find their dream 
homes”).

•  A hook is not selling your reader something (i.e. “If you want to buy a house, I 
can help you get the best rate on a loan”).

•  A hook inspires your reader by dangling something desired in front of them (i.e. 
“Most buyers have to sacrifice on luxury when buying a house — well, I negotiate 
deals that get my clients into mega-rich homes at trailer-park prices”).

• Use strong verbs (i.e. “I solve”, “I capture”, or “I establish” as opposed to “I help”, 
“I assist”, or “I try”).

• Stay away from too many adjectives. Too flowery, colorful, or fanciful of 
language can weaken a sales message, making it ineffective.

• Incorporate compelling stats and use numbers, which are easy to remember 
and create a sense of validity and certainty.

• Focus on the benefits rather than features. Benefits speak to the solutions 
people are looking for.

• Address objections head-on, which is a way to create pattern disruptions.

• Use questions strategically and sporadically.

Exercise! Create a Hook Swipe File
Do you want to know something that great copywriters make a habit of doing?

They pay attention to advertising!

Whether it ’s f lipping through a magazine, reading online publications, or taking 
screenshots of Facebook ads that strike them, great copywriters make it a point to 
study their craft every chance they get.  

This week, I want you to take up this practice. Start noticing all the ads around you 
and start looking for the hooks. When you find one you think is powerful, save it in 
a document so you can refer back to when you need inspiration!
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Tina’s TOP HEADLINE TIPS
• THE TRIPLE BENEFIT HEADLINE - Showcase three benefits in the headline.

•  THE POWER OF THREE - Words and phrases tend to sound more appealing in 
threes.

•  DON’T FORGET THEIR DESIRES - People are looking for hope, resolution, and a 
way to actualize their dreams.

•  USE THEIR WORDS - Read competitor reviews and write copy in the customer’s 
language using their lingo.

•  FILL IN THE BLANKS: How to ____________, The Secrets to ____________, 3 
Steps to ____________.

•  ENGAGE THEIR SENSES - Use phrases like “Imagine this…” or “Picture this…”.

•  USE NUMBERS - “The 7 Ways to ….”, “The 3 Things You Must Know….”.

Exercise! Headline Brain Blast
Spend 10-15 minutes and list as many features and benefits for a product that you 
can.

With those features and benefits in hand, then spend another 10-15 minutes 
writing out as many headlines as possible using only these 3 rules: 1) write by 
hand, 2) adhere to the short time line, 3) Don’t self-edit during the process.



08
©Copyright Tina Lorenz 2019

HOW TO GENERATE READER Interest

Once you have gotten the attention of 
your reader...

You need to work very hard to keep it!

ELEMENTS FROM “THE ANATOMY OF A SALES 
LETTER” THAT WORK TO GENERATE & KEEP 
INTEREST:

• The Lead

• Opening Paragraph

• Introduction

• Bullets

• Subheads

• Connectors or Transitions

• Prove it

• The P.S.

SALES PAGE ELEMENTS THAT WORK TO 
GENERATE & KEEP INTEREST:

•  “Color Blocking” - It helps break up long pieces 
of copy

•  Isolating Your Headlines

•  Using Fonts Strategically

•  Head shots from those who have given you tes-
timonials (especially if they fit your target demo-
graphic)

•  Imagery that helps convey the message
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COPY STRATEGIES 
that GENERATE INTEREST: Tell Stories
•  Stories are how we put ideas out into the world, are how we inspire change, 

and are how we track progress.

• Stories and their details are easy to remember.

•  Stories create pictures in our mind.

•  With a story, you can reveal without defining, explain without patronizing, and 
convey a message without mandating its meaning.

TINA’S TOP STORY TELLING TIPS

• Be Present In Your (or Your Client ’s) Business - Be observant, notice the people, 
situations, events, and create vignettes around them.

• Ration & Reveal - Build up to your story, don’t reveal all at once, and work to 
create suspense. Your stories can actually do double duty and also serve as 
Hooks!

• Use Customer Stories - Let your customers help you sell by incorporating their 
stories into your marketing.

• Every Hook Should Have a Story Behind It - Think in terms of “hook, story, 
offer”.

• Every Stat Should Have a Story Behind It - Don’t throw out numbers without 
context behind it to back it up!

• Use Stories to Also Teach - Providing value in your copy is a great way to get 
people interested in your offer.

GENERAL RULES FOR FORMATTING YOUR COPY

• Use Capital letters very sparingly (and ALL CAPS even more sparingly).

• Use Title Case for Headlines.

•  C h o o s e  a  f o n t  w i t h  e n o u g h  l i n e  s p a c i n g .

• Try-not-to-hyphenate.

• Don’t make your sentences too long and overly drawn out and lengthy 

for your reader.

• Keep your paragraphs short.

• When in doubt, use more bullets.

• Find ways to add in more subheads.
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HOW TO CREATE Desire for your Product

Ever heard “Facts Tell, Emotion 
Sells”?

It’s true! If you want to convert a 
reader into a prospect, and a prospect 
into a customer, you have to generate  

an emotional response - desire! 

ELEMENTS FROM “THE ANATOMY OF A SALES 
LETTER” THAT WORK TO CREATE DESIRE:

• Subheads

• Connectors & Transitions

• Prove It

• Your Offer!

• The P.S.

SALES PAGE ELEMENTS THAT WORK TO 
CREATE DESIRE:

• Press symbols

• Product Images - Show everything that they ’d 
get with the purchase

• Smiling Faces

• Images that show benefits being enjoyed (think 
before and after photos for weight loss).
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•  Remember that people buy as much to avoid pain as they do to experience a 
benefit.

•  Appeal to both rationale & emotion - use a mix of stats, social proof, case 
studies and fact along with emotional triggers like future pacing, and talking to 
remove pain / experience joy.

• Speak to your prospect ’s aspirations and dreams. Get them to visualize their 
future.

• Limit your use of scare tactics when speaking to the current pain your prospect 
is working to avoid / solve.

•  Let your customers tell their story in their own words.

•  Create bonuses that help overcome objections.

•  Use F.O.M.O and scarcity around your pricing to kick start your prospect into 
wanting your product.

TURNING INTEREST INTO DESIRE
Tina’s Tips for

Exercise! What is Your Appeal?

Using your chosen avatar as a client, spend 10-15 minutes on this exercise and 

determine who your client (avatar) is and what are they really offering their 

clients? 

Rationally?

Emotionally?
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You may not use every element for every product or service you sell, 
but when creating your offer,consider including the following:

 � Product Deliverables (i.e. “6 module training”)

 � Product Features (i.e. “24 hour customer service support”)

 � Product Benefits (i.e. “earn more income”)

 � Product Advantages (i.e. “learn from someone who has helped 1,000 
entrepreneurs scale their business”)

 � The Price (i.e. “one time investment of $1997)

 � Terms of Purchase (i.e. “6 month access”)

 � Bonuses, if any (i.e. additional deliverables like extra training 
modules)

 � Risk Reversals (i.e. guarantees, social proof, testimonials, trust 
symbols)

 � Element of Scarcity (i.e. special pricing for a limited time or 
disappearing bonuses)

 � FAQ section (address those objections!)

ELEMENTS of AN OFFER
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HOW TO INFLUENCE Action

It’s not enough to present a 
compelling offer. You also need to 

include calls-to-action and provide 
helpful nudges that influence 

action!

ELEMENTS FROM “THE ANATOMY OF A 
SALES LETTER” THAT WORK TO INFLUENCE 
ACTION:

• Prove It

• The Offer

• The Guarantee

• The Close

• The P.S.

SALES PAGE ELEMENTS THAT 
WORK TO INFLUENCE ACTION:

• Countdown Timer

• Trust Symbols

• Visual Affirmations (i.e. “Yes!”)
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•  Include a healthy amount of F.O.M.O. (fear of missing out) and scarcity, but 
don’t hit people over the head with it. 

•  Make your scarcity genuine.

• Include a reason why with your CTA (i.e. “Enroll today so you can be applying 
for your dream job next week.”).

• Describe what happens once they buy (i.e. “Once you sign up, I ’m going to 
email you immediate access…”).

• Future Pace - Inspire your prospect to visualize themselves in the future 
enjoying the benefits of your product/service. 

•  Create bonus material that overcomes objections (i.e. if an objection to buy is 
“a lack of time”, create a bonus that addresses that like a “cheat sheet” or “fast-
track guide”).

TIPS FOR INSPIRING ACTION
Tina’s

Exercise! Do an Offer Audit

I know that for me, it would take about 3 minutes of scanning my email inbox 

to find a recent sales email linking me to a sales page somewhere. And I bet the 

same is true for you.

For this exercise, I want you to find an offer made to you by a business and I 

would like you to audit that offer.

Specifically, I want you to audit two elements of the offer:

 @ Does the offer include all ten elements as listed on page 12? What ’s missing, or 

what else do they include that is not on that list?

 @ What is done via that offer to inspire action?
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YOUR HOMEWORK This Week
1. Review The Anatomy of a Sales Letter training from Authentic Copy (Session 

#5). Use the sales letter example provided in that training to guide you with 
this assignment.

2. Using the Elements from “The Anatomy of a Sales Letter” and the “Elements of 
an Offer”, write a sales letter for your avatar.

• For Carmen: write a sales letter for “Life After Marriage”

• For Rudy: write a sales letter for “$1000 Side Hustle as an Affiliate 
Marketer”

• For Yourself: it ’s up to you!

Note: You have creative freedom for determining WHAT the offers are! Have fun!

Elements from “The Anatomy of a Sales Letter” to 
include:

 � Product Deliverables

 � Product Features

 � Product Benefits

 � Product Advantages

 � The Price

 � Terms of Purchase

 � Bonuses, if any

 � Risk Reversal

 � Element of Scarcity

 � FAQ Section

 � Eyebrow or Tease

 � Headline (come up with 5-10 different 
ones to test)

 � The Lead

 � The Salutation

 � Opening paragraph or two 
pinpointing the problem

 � Introduction

 � Bullets

 � Subheads

 � Connectors or Transitions

 � Prove it (you may not have any 
testimonials to use, but you can use 
facts or figures!)

 � Your Offer

 � The Guarantee

 � The Close

 � Sign Off

 � The P.S.

Elements of an offer you may want to include:


