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Authentic Copy by Tina Lorenz 

PLEASE READ THIS FIRST… 

Hi, this is Tina Lorenz. 

I want to welcome you to Authentic Copy. 

You’ve made a smart decision to invest in yourself with this program. 

The need for ongoing training and refinement of your skills is essential to your successful 
business, whether you’re writing for your own product or for clients. 

If you’ll just follow the path I’ve created for you here, you’ll soon discover how easily you 
power up your copywriting skills, create a marketing funnel for your business, and have a much 
deeper understanding of the necessary marketing foundation you MUST have in all of your copy. 

Now, it’s possible you’re thinking “million-dollar copywriting” with a bit of skepticism or doubt 
about whether or not that is truly possible. 

But I can assure you—this isn’t a marketing ploy or hype. 

The strategies I’ve developed for creating the marketing package in this program have been 
proven to work over and over again. 

Not only have my strategies and techniques made millions of dollars for my clients, they’ve done 
the same for me as a copywriter, marketing strategist, and entrepreneur. As you go through the 
videos designed to work hand-in-hand with this guidebook, you’ll soon realize I didn’t come into 
the world of copywriting and marketing with any particular advantages. 

I was on my own at the tender age of 17. I don’t have a college degree, I don’t come from 
money, and I certainly didn’t have what you’d call an inspiring or supportive upbringing. 

Basically, I had to discover my power and ability the hard way—from the school of hard knocks. 
I’m not complaining—I truly believe things happen for a reason and there were invaluable 
lessons along the way. 

But what I want you to know is this: No matter where you’ve started from or where you are now, 
it is entirely possible for you to learn to write moneymaking copy and in turn, create a financial 
bonanza for yourself and your loved ones too. 

Maybe you’ve heard me say this before, but it bears repeating: There’s no other way you can 
legally make so much money—so fast—starting from scratch! 
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Of course, I can’t predict how much you’ll make for yourself or for your clients. Perhaps you’ll 
neglect to take action or decide you’ve got a more “creative” idea for your marketing, and you 
won’t make a nickel. 

But if you’re truly ready to increase your understanding of marketing and how to write compelling 
copy, you're in exactly the right place. 

Before you begin, I’d like to explain a bit more about how Authentic Copy is structured. 

There are ten videos in the program, designed to lead you through the entire copywriting 
process—from mindset, to marketing, to sustaining a successful business. 

In addition to copywriting, you’ll also get a ton of strategic ideas for dealing with clients. 
While I refer to copywriting clients, there is a wealth of ideas that are directly applicable to other 
types of clients or customers as well. It’s all about leveraging your time and your 
expertise for maximum benefit in your business. So even if you aren’t planning on writing 
copy for clients, you’ll want to pay close attention. 

The funny thing is, you’d be surprised how many entrepreneurs realize it’s extremely lucrative to write 
for others too! Even if you're developing your own products, you may also wish to take advantage of 
writing copy for others from time to time. 

Basically, I’ve taken the best of my work and consolidated it into a straightforward process that 
I’m sharing with you.  

And—every minute of this program is applicable to ANY market or niche. In fact, you’ll find 
examples taken from financial products, alternative health, and personal development, just to 
name a few. 

It’s the core strategies that are important, and they apply across the board in your marketing and 
copy, no matter what the topic may be. 

All of the copy examples (bullets, sales letters, opt-ins, and autoresponders) are from successful 
campaigns I’ve created. You can use them for inspiration and guidance as part of your swipe files—but 
please, don’t plagiarize or use them word for word. This is all about creating authentic copy and giving 
full value to your clients and customers. 

OK, on to the actual structure of the program… 

Your program consists of a password-protected membership area containing ten video modules, 
and a downloadable PDF of a 118-page guidebook. You should definitely start by printing out 
your guidebook and placing it in a three-ring binder for easy reference and use. 

Then I’d suggest you watch the ten video modules in sequence, one at a time, with your 
guidebook at hand. 

Authentic Copy by Tina Lorenz 

http://www.Authentic-Copy.com


You may wish to take some notes as you go through them. If you watch one module, then read 
the corresponding module in your guidebook and complete the action steps, you’ll gain 
tremendous benefit from this program. 

Of course, everyone has their own learning style, and you may find it works best for you to blast 
straight through all the video modules first, and then go back through them with your 
guidebook. 

The most important thing is to do what is the most productive way for YOU. No matter how you 
get there, I encourage you to complete the action steps in your guidebook. This is how you’ll 
deeply internalize the structure and strategies to your ultimate advantage. 

When you do this, here is what will happen next… 

Whether you’re a brand-new rookie to copywriting or have already been in the trenches with 
your marketing, you'll soon discover there are nuggets of gold all through Authentic Copy that 
will increase your skills rapidly and consistently. 

This is also a resource that will keep on giving, in the sense that you’ll return to it over and over 
again to refresh and confirm what you’ve learned from your first time through. Remember, 
repetition is one of the keys to your success and ability to transfer your new knowledge into 
actionable results. 

It’s one of my deepest joys to be able to “pay it forward” by teaching and guiding others on their 
entrepreneurial path. Developing these skills can open doors to you that you may never have 
imagined until now.  

This can also deeply impact your life, even to the point of transformation. As the classic saying 
goes, “If I can do it, so can you!” 

Whether you make 6-figures, 7-figures, or are finally quitting a boring job that sucks the life out 
of you, your adventure is just beginning. 

So get excited, have fun (yes, marketing IS fun), and of course…get busy! 

You have the keys to success in your hands. All you have to do is take action. 

So let’s get to it! 

To your success,

Tina Lorenz 
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Overall Outcome 

SESSION 1: INTRODUCTION

To learn the methodology, strategies, and tools to create and build a successful copywriting 
business that can give you the freedom and options to design and live your life however you 
want it to be. 

Or, if you are already an entrepreneur, to learn the techniques and tactics for effective 
copywriting to increase the impact of your marketing efforts and ultimately drive more sales. 

What this course is about 

To start you on the path to creating a successful copywriting business, you will learn the 
following skills: 

1. How to get people to pay attention to
you and start building your copywriting business
immediately.

2. How to talk about marketing effectively with
your clients.

3. How to dissect a sales letter and restructure it to 
maximize results.

4. How to write compelling opt-in copy.
5. How to put these pieces together to create an 

entire online marketing and sales package.
6. How to create compelling copy, email 

marketing, and autoresponders to increase the 
effectiveness of your communications.

7. How to stay connected to your authentic voice, 
and guided in your path.

Rules of the Game: 

1. It will take time to master. You 
may have to hear something 
several times in order to retain it. 
You’ll also have to practice so 
you can effectively apply it.

2. You already know more than 
you think.
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The #1 Key to Copywriting Success: Mental Muscle 

Think Big: You’re providing much more value than just words on a page. The single most 
important factor in building a successful copywriting business is to develop the mental muscle of 
how you think about yourself. 

What do you think is possible in this business for you? What do you truly believe you’re worthy 
of creating, giving, and receiving? 

Unfortunately, I know too many stories of copywriters who quit right when they received their 
first paid project. The reason for this is they simply could not deal with someone giving them the 
money. As simple as it sounds, being able to ask for the full value of what you’re providing and 
what you’re really worth is one of the biggest obstacles in creating a successful and lucrative 
business. 

Most of us have a story of tough times we’ve been through in our lives. We all have issues. We 
all have difficulties. The important thing when we are faced with challenges, however, is to 
recognize what focusing on them does to our mental focus. 

Things in life can either defeat you or they can propel you. It’s up to you to decide. You have to 
be able to manage and direct your mind to take you beyond what’s happening in the outside 
world. 

Each of us has untapped abilities. There’s something more inside each of us than we may 
realize at the moment. Going from our dreams to making it happen starts with fostering the 
belief we can not only do it, but that we are also infinitely capable of doing it successfully. 

Key Beliefs 

1. You can become a successful copywriter.

2. There’s plenty of work out there and not too many quality copywriters.

Exercise: 

Write down an empowering phrase about who you’re committed to becoming 
and say it to yourself over and over again with conviction (at least 10x per day): 

Example: “I am a copywriter. I am a successful business person.” 
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The #1 Obstacle: Fear of Success 

We all have doubts that overcome us at times. If I do something fantastic, can I do it again? 
Can I sustain it? What if I can’t live up to x, y, or z? What happens when I start making more 
money than my parents or my spouse? What happens when someone says, “You get paid how 
much to write a letter?” 

If you aren’t aware of these thoughts, they can often start to work on you and do a number on 
your head. You must learn to be completely open to things coming into your life and having that 
be a part of your life. 

How do you do this? You must reset your financial thermostat. 

Exercise: 

1. Write down all of the beliefs that you were taught about money (positive and negative).
For example, “Money doesn’t grow on trees.” Or, “Close the door, do you think we’re
heating the great outdoors?”

2. Now cross off all of the negative beliefs listed above.
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3. Write down at least five new positive beliefs about attracting money and wealth.

So many of us are brought up with beliefs that cause us to struggle with our ability to make 
money. The truth is, money is simply about options. 

Sure, you can use it to buy lots of bling or strut your five Ferraris around town. But you can 
also use it to start schools or programs for the poor, help those in need, and do all kinds of 
good things in the world. 

Neither of these is right or wrong. What you don’t want to do, however, is set your financial 
thermostat so low that you limit the options available to you. 

It won’t always feel comfortable or safe. Sometimes, the thing you are afraid of most is 
absolutely the thing you should be doing because you’re pushing the envelope of the familiar 
way your life has always been. 

Start by rewriting the script of your life and cultivate positive energy about where you 
want, and deserve, to be. Be aware of any negative thoughts that come to you. Do not let 
them in! 

Instead, envision something better for your life—what it is you truly want—and then make a 
conscious decision to make it so. Spend time imagining it so vividly, it seems as if it already 
was here. 

There is a science to the energy of this when you let it start happening. Remember, it doesn’t 
cost you a nickel to change how you think. All it takes is harnessing the power of decision. 

“Choices are the hinges of destiny.” 
—Pythagoras 
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Clearly, intention affects how you come across to people, how you use your time, and what 
you’re able to accomplish in a short amount of time. Have you ever had even a moment where 
you’ve been on a roll, where you’re talking to clients in a way they really respond, where you 
effortlessly “close the deal” and then go on to exceed your client's expectations? 

When you’re able to tap into the positive energy of focus and intent, things tend to start 
falling into place for you. It brings a different energy to your business, clients, and to your life. 
I think of it like an energy force that’s around everything—an invisible power that you can tap 
into at any moment to make a difference in your life. 

5 Tips to Tap into the Power of Intentioning 

1. Commit to sitting and thinking for a few minutes every day to prepare yourself 
before you talk to a client or before you sit down to write. Envision specifically what 
you want and picture yourself flowing through making that happen.

2. Close the door on toxicity and dysfunction. If you find yourself having a negative 
thought, don’t beat yourself up. Simply acknowledge it, decide not to indulge in it, and 
immediately change your focus to something positive.

3. Do not let negative people affect your energy. We all have people in our lives at some 
point or another who seem to just suck the energy out of us. If you have anyone like this 
in your life, make a decision to forgive them and then let it go. Try even picturing the 
person and then saying, “Name, I forgive you.”
NOTE: If this person is family or someone you want or need to keep in your life on 
some level, you can still support them without spending a lot of time or energy on them.

4. Notice and acknowledge when things start to go your way. As you change your focus 
and start to embrace positive energy, you’ll soon notice doors opening in your life. When 
this happens, make sure you take note and use it to reinforce your new patterns of 
thinking.

“Our intention creates our reality.” 
—Wayne Dyer, Ph.D. 

The Power of Intentioning 

Intentioning (n.) 

The incredible, amazing, magical state of positive energy and expectancy responsible for 
attracting abundance, happiness, and success. 
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5. Never underestimate the power of decision. Intention by itself cannot create change.
Only when coupled with decision and action can you take your life where you want it to 
go. It’s time to make your decisions consciously about what you want for your life and 
your business.

It takes work! Having positive intent makes a difference, but don’t be deluded into 
thinking that you can achieve massive success without also putting energy and effort into 
it. You have to put a lot of energy into your writing, into your clients, and into your 
business. 

Assignment: Put the Power of Intention to Work for You 

1. What do you currently believe is possible for you? Write down three specific goals you
have for your business in the next 90 days. How many clients will you have? What type of
clients? What kinds of results will you help them achieve? How much money will you be
making? Who will you spend time with? What will your lifestyle be like? Why is pursuing
a copywriting business important to you?

1.

2.   

3. 

2. Post these three goals where you can see them every day. Spend 10 minutes every 
morning envisioning them and focus your intention on achieving them. (Then spend the rest of 
your working day taking action to make it happen!)

3. Create an empowering “I AM” statement. Place it where you’ll see it.

The Power of Intentioning 

Intention + Focus = Your Success 
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SESSION 2: STANDING OUT IN YOUR MARKET

The Ultimate Purpose of Copywriting 

The purpose of copywriting is to sell. It’s about answering the need someone has, solving a 
problem for them, or bringing them something they’re already looking for that they need for 
whatever reason. 

If you want to be a freelance writer, this is not the course for you. You can have fun writing a 
novel, or the story of your life, but this will likely not make you money. In fact, if you look on 
the web, you’ll see a ton of what I call “Starving Writer Forums.” These are people out there 
who love to write for the sake of writing, but who do not understand the purpose of copywriting: 
to get people to take action and sell. 

By the same token, to be effective, you must sell with integrity. Quality marketing and authentic 
selling only come when you have the client’s best interests in mind. You are helping them 
specifically define a need or a want that they have and then providing a solution in the form of a 
good match. 

Someone once asked me, “Don’t you just love to write?” The answer is “Of course,” but to be 
clear it’s not always fun every minute. It’s not just about feeling good that you’re writing. 
Effective copywriting has an energy and intensity as well as a structure and a flow that are 
critical to bringing people to the point of the sale, especially on the internet where there are so 
many other factors at play. 

“Let us prove to the world that good taste, good art, 
and good writing can be good selling.” 

—William Bernbach 
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Standing out in your market comes down to three important keys: 

(1) Find Your Niche

In order to succeed in any business, you need to learn how to zero in on a particular audience. 
Who specifically are you serving, and why?  

In doing so, you will dig more deeply into what your audience needs, what their pain points are,  
and what solutions they’re looking for. Knowing all of this information in detail, you’ll be able 
to serve them at the best and highest level possible.  

In addition, when you narrow down your “niche,” you enable yourself to find a space where there  
is less competition and more opportunity. The more specific you can be about who you ideally want 
to reach, the easier it’ll be to stand out in your marketplace.  

(2) Find Your “One Thing”

You also want to be able to articulate how what you are offering is the “one” most important solution your 
audience is looking for.  

To accomplish this, your audience must believe: 

1) what you have to offer (a new opportunity) is

2) the key to something appealing (what they desire most), and it’s

3) only obtainable by opting in, signing up for, and/or purchasing what you have to offer 
(your vehicle)

Tina’s Tip 

Be sure to order these two books by Russell Brunson. In order to get the most out of this course, 
you will want to read them both.  

DotCom Secrets: The Underground Playbook for Growing Your Company Online 
https://therenegadeboomer.com/DotComSecrets  

Expert Secrets: The Underground Playbook for Creating a Mass Movement of People Who Will 
Pay for Your Advice 

https://therenegadeboomer.com/expert-secrets  
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(3) Find a Catchy Name

To hook your audience, you need a name for whatever you’re offering that captures their 
interest and attention. You want a sexy title, something with a little punch to it to make it 
pleasantly conspicuous and therefore memorable.  

Your name should speak to your unique audience. 

By adding this marketing perspective to what you write, you’re setting yourself (and your 
client) up for success.  

This is the secret to standing out in your market and creating million-dollar copywriting.  

“The rich is in the niche.” 
—Anon 
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SESSION 3: HOW TO CULTIVATE A CLIENT

This is not about being a short-order copywriter. This is not about letting your clients run  the 
show. For example, don’t let your client tell you, “I need three autoresponders, a sales letter, 
and a postcard. Hold the fries.” 

This is not about becoming an hourly employee. If you think of your business in terms of an 
hourly rate, you’re going to have a much harder time making the leap into the $15,000 sales 
letter. Price by the project, not by the hour or number of pages/words. 

10 Steps for Turning Prospects Into Clients 

This is a copywriting course. To have the privilege of doing this, however, you need to first 
capture and retain quality clients. 

Part 1: You receive an inquiry. 

The moment you receive an inquiry about your services, you have a prospect. At this point, 
your outcome is to cultivate them and turn them into a client. 

1. Thank them for their interest and keep your response brief and professional. What 
not to do:
• Do not spill your guts or tell your life story.
• Do not say, “I am just getting started as a copywriter.”
• Do not talk to the prospect on the spot.

2. If responding by email, immediately provide value and feedback (even better if 
you can be specific—i.e. “Hi X, Thank you for your inquiry. I’ve taken a quick look at 
your website and here are 4 things I think might help you...”).

3. Set an appointment for a consultation. Give them a couple of options and make
an appointment to have the conversation.

Tina’s Tip 

In order to provide your clients with maximum value and get paid at the level you 
deserve, you must always put yourself in a position where you have complete control of 
the interaction. 
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If you receive a phone call, do not talk to the person on the spot. Not only does it help 
with the perception of you as a business, but it gives you a chance to prepare before 
engaging the prospect in conversation. So even if it’s that you’re busy waxing floors, 
watching college football, or walking the dog, the best answer is “you’re busy!” 

This is about positioning your time. It starts from the beginning and when you do this, 
you’re immediately on a different foot with them. Think about it from the prospect’s 
perspective. What kind of message does it send if you respond with, “Yes, I’m 
available. I’m not doing anything and I can talk to you for an hour. I have all the time in 
the world (and by the way, I hope you’re my first copywriting client).” 

4. Keep your initial response brief. You can ask a couple of questions, but do not make 
them feel like they’re in an inquisition.

5. Do not give a price up front. Even if the prospect asks, do not say how much you 
charge. The minute you lead with your fees, you have diminished the strength of
your interaction and put yourself in an arena of having an hourly type of wage.
Also, at this stage, you don’t know enough to give a quote. You don’t know their 
business, what they’re like, or the full scope of the project. You need to better understand 
their business and what they need (which, by the way, they may not really know).

Tina’s Tip 

This isn’t just about getting the money for you. It’s also about doing what’s right for the 
client. This is a scale and it has to balance. 

So if a prospect asks, “How much do you charge?” answer, “I don’t discuss that in an email.” 
Help them see this is not beneficial to them either. This is about helping them with their 
marketing and creating long-term value, not just writing for them. 

If you handle the inquiries properly, you can often avoid the inevitable, but uncomfortable 
questions that often come when you’re just getting started: How long have you been writing 
copy? How long have you been a copywriter? How many clients do you have? 

Note: It’s okay to turn down a prospect. At this stage of the game, I have a sense at times that 
my fees will likely be beyond the prospect’s range. If this happens, or I realize someone is just 
getting started (limited budget, no website, etc.), I write a polite note and let them know I’m 
not going to be right for them. I simply tell them that they are not ready for this level of 
marketing and then I always try to refer them to someone who might be a good fit for them. 
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Part 2: Initial consultation 

Once you’ve responded to the inquiry and set an appointment with the prospect, you need 
to prepare to conduct the initial phone consultation. 

6. Prepare and do your homework. Before getting on the call with the prospect, take a 
few minutes to check out their website/internet marketing presence and also jot down a 
few notes or suggestions that can help them with their business.

7. Think beyond just copywriting, but rather what do they need to do differently from a 
marketing perspective to expand their business and sales? Certainly, the copy is 
extremely important and can make or break the sale, but it also has to fit within a 
marketing framework that makes sense. Position yourself as an expert marketer and 
strategist, not a short-order copywriter.

8. Don’t give away the farm. It’s so easy to do this, especially when you’re excited. You 
start talking to the prospect and you see very clearly what they need to do differently. 
Before you know it, you’ve given them a giant marketing plan for free and they’re saying, 
“Thanks so much! Bye!”

9. Tell them what, but don’t tell them how. In your consultation, tell the prospect enough 
detail about what they need to do and why, but be careful not to tell them how to do all of 
this.

If they push for detailed marketing information, simply say, “For obvious reasons, I can’t do 
a complete marketing plan for you on this call, but if you would like something more in 
depth and to hear more about what I would recommend for you, I do also conduct fee-based 
consultations.” If they’re interested, schedule it for another time, have the consultation, and 
you can apply this fee to the project as well. (For me, I give them the option of applying the 
fee to the project if they do it within a week.) 

10. Follow up appropriately, but do not chase them. Once you’ve had your appointment,
drop them one more email thanking them again and letting them know your schedule is 
filling up so if they’re ready, they need to let you know. Don’t chase them. If they don’t 
respond after this communication, simply move on.
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7 Additional Tips to Build Your Business 

1. Practice your pitch! When you’re getting started, you have to build up your confidence. 
I vividly remember standing in front of the mirror before my first big project saying over 
and over again, “$8,000. That’s what it is. $8,000.”

2. Don’t talk with a question mark. When you say the fee, the prospect will either respond 
with “no” or “okay.” No need to introduce additional doubt.

3. Don’t price yourself too low. Do some homework on what’s out there in terms of fee 
structures. I tell my clients never pay less than $1,000 for a sales letter. If they do, no 
matter who they use, they’re going to get crap! I can’t tell you how many times someone 
tells me they could have charged so much more than they asked for early on in their 
business.
For this reason, I don’t recommend putting your fees on your site. There is no rule 
that says your fees have to be the same all the time. If I have a great project that I’m 
excited about, I might charge differently. I don’t have a rate chart hanging on my wall.

4. Expand your market. Think beyond just the internet marketing community. Many of the 
gurus in this industry do not pay highly as they usually like to stay in control. You can 
often have much more income potential and impact by going outside of internet 
marketing to other types of businesses. (NOTE: It’s okay to accept the occasional job in 
exchange for a powerful testimonial, but be aware of the reduced income potential in this 
market.)

5. Choose your clients. Now you might be less choosy in the beginning, but you’ll get to 
the point where you can try this. I recommend even doing it from the start. Figure out the 
nonnegotiable criteria (i.e. integrity) and go from there.
For me, there are three kinds of clients I don’t take:
a. People who want to order me around or tell me how everything is going to be.
b. People who don’t operate out of integrity (with their clients or business).
c. People who are ready to spend their last dime and mortgage the farm to work with me.

6. At the same time, do not automatically turn down clients just because you’re not in 
alignment with the product (not because it’s bad, but because it’s not in your realm 
of experience). I have written copy for financial stuff as well as Evangelical Christian 
men, both of which did extremely well. Neither were part of my experience base, but they 
were good products and it did help expand my frame of reference. I don’t go there all the 
time, but there was value to me at the time.
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7. Decide on a workflow and structure that works for you.
a. For me, I get paid in advance. I book my time by payment of my fees in advance.
b. I book my time a few months ahead—far enough so that I’m not constantly looking 

for projects, but not too far ahead that I can’t meet my commitments if something 
changes in my life.

c. I also often add a kill fee to my contracts—50% if anything happens so I’m protected 
since I’ve blocked off my time for the project in advance.

Know Your Target Audience and Sales Outcomes 

Before you begin to write, you must know two things: 1) Who your target audience is, and 
2) The primary message your client wants to address. If you’re not clear on either of these 
factors, talk to your client and understand their target audience and the key message before 
you begin writing anything. Or if this is your business, take the time to assess your clients
—who they really are and what they really need. Once you know this information, you’ll 
better understand what will work for this audience and then can draft the most effective and 
powerful headline and copy.

Here is a list of some key information you need to understand in order to write the most 
effective copy. 

• Who is the target audience?
• Who is the company and/or product brand?
• What is the primary message the client wants to address?
• What are the sales outcomes?
• What are the typical questions and objections they get from their target audience?
• How can you address these key issues in your headline and sales letter?
• What is the pain the target audience has? How can you address this and offer a solution?
• What are you really trying to sell? (Remember, it’s always something more than what’s

just on the surface.)

Talk to one person and you will talk to ALL. Keep in mind, (especially if this is 
your own product) this isn’t about YOU—it’s about what’s in it for THEM. 

“Speak to all, reach none. 
Speak to one, reach many.” 

—Anon 
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SESSION 4: ESTABLISHING A CREATIVE PROCESS

As you continue to grow as a copywriter, you’ll also establish a creative process that works 
for you. In the meantime, here are the steps I follow when developing new ideas for products, 
content, and copy:  

Step 1: Brainstorming (no rules!) 

Write out everything your customer, or potential customers, might need, in order to feel like 
they’re successful and happy with your product.  

There are no rules in brainstorming. Just go crazy with it. You can start by writing out a list. 
Don't edit yourself. Simply, keep asking yourself: What is it that myself and/or my clients  
want to accomplish? What do I want to create?   

Step 2: Ask: How can I fulfill my clients’ needs? 

This is where you need to understand marketing. What is the value that you can provide to 
your clients based on the “one” thing they need or desire most?  

Step 3: Build the foundational pieces of the offer 

What are the things that a person really needs to be able to achieve results? What are the 
components that you need to fulfill the ideas that you initially brainstormed?  

Step 4: Create teaching steps 

Can you take your topic and break it into steps? These steps can become modules for 
whatever topic you’re teaching. They can also help create the structure for your 
copy.  

Step 5: Create bonuses 

Next, ask yourself, “What else can I give my audience?”  

And more specifically, “What would be meaningful and helpful?” 
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Another way to increase the price of your product is by adding more value, making it a better  
deal, or throwing in extra bonuses. However, even just 10 years ago, just the word “bonus”  
could be an incentive for people to buy. However, in today’s world of mass information, all  it 
really does is create overwhelm—unless you’re offering something useful to your audience. 

Keeping this in mind, the most effective way to use bonuses is to think about what the  
objections are that people might have. Then create bonuses that address those objections. 

Here are some ways you can increase the price by increasing the value of your offer: 

1. Add an audio or video—this can be a downloadable or streaming file, or you
could physically mail it to the customer.

2. Give away transcripts—this could be an interview you conducted, a portion of a 
seminar, or a transcript of any other audio recording. Be sure to format, spell-check, and 
edit the transcript before sending.

3. Conduct a free webinar to go with the product.

4. Add a book you highly recommend and that complements your product.

5. Repurpose material you or your client have already created. It may only need
to be tweaked!

6. Break larger material down into smaller chunks. Another way to add value and 
increase the price is by giving more pieces. For example, if you have a large booklet, you 
can divide it into 7 smaller chunks and have 7 mini-booklets versus 1 larger book.

For example:
• 7 Pitfalls of Mortgage Lending
• 7 Keys to Weight Loss Success
• 7-Part Series: No-Hassle Dog Training
• Write a Bestseller in 7 Days

Step 6: Set your price 

Make sure the value of what you’re offering is beyond what the actual price is. Then, itemize the 
quantity and quality of each component in your package, to highlight the magnitude of the value.  

Whether you own your own business or are creating materials for your client, it’s good 
to understand how pricing affects the offer. Often times changing the pricing changes 
the perception of the product or service and the frequency of purchase. 
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Things to Consider When Determining the Pricing Structure 

1. Know your prospect—what are they willing to pay or not pay? (It is usually more than 
you might think.)

2. Decide whether your pricing list will start with the most expensive item. Often, 
putting the most expensive item first is the best way to go (but not always) as people will 
tend to buy the cheapest item if it’s the first thing they see.

3. Often, more value is placed on a more expensive item. You can underprice something 
at a reasonable price and people immediately think it can’t be worth anything since it’s 
only, for example, $7.95. Companies have actually increased their sales by increasing the 
price of their product because the perception is that it’s worth more.

4. Test: Split testing is when you have the exact same offer but test various different prices. 
By split testing, you can see which price works best.

5. Survey: You can also send out a survey (using a user-friendly service like Survey 
Monkey or other similar program) and actually ask your prospects to choose from a price 
range before you actually set the price.

"You can have the best product or service in the world, but if people don't buy— 
it's worthless. So in reality it doesn't matter how wonderful your new product or 

service is. The real question is—will they buy it?" 
—Noel Peebles 
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Finding Creative Inspiration 
One other way to get your creativity flowing and add some juice to your headlines is to look back at 
your past work or look at other headlines as examples. Magazines can be a tremendous resource to 
give you some ideas and get your creative juices flowing as you start writing your headlines. 

Start looking at magazines in stores, at the checkout counter, or online to find great examples of 
headlines. The headline ideas don’t specifically have to be on your topic or subject—it’s the 
formatting, pacing, and flow that you can model. You can take an idea and make it your own. 

Tina’s Tip 

Let go of perfection. You just have to get in there. Throw it on the wall and clean it up afterward. 
You’ll make some mistakes, but it’s not brain surgery.  No one is going to die, and you’re not  
going to alter the course of the Earth’s axis. So just throw it out there, and clean it up afterward.  

Recommended Resource 
www.Magazines.com 
This is a great website that has a variety of magazines, topics, and issues. 

Tip: These magazines generally have consistently great headlines: Oprah, USA Today, 
Newsweek, Time, Home and Gardening, Men’s Health, etc. 

Tina’s Tip 

To keep your momentum going, if you have certain sections that are missing information once 
you outline your letter, simply leave a marker in what you’re writing—[insert testimonial here] or 
[insert bullets here]—and just keep going. 
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SESSION 5: POWER UP YOUR COPY

The Anatomy of a Sales Letter 

1. Eyebrow or Tease. This is copy above the headline or salutation to tease, tantalize, or 
help the reader preview the letter. The reader should get the gist of the sales letter simply 
by reading the eyebrow, headline, and lead paragraph.

2. Headline. The goal of the headline is to grab attention and call to your target audience. 
Use specificity and promises that you’re going to fulfill in your product and in this letter. 
Bring them in and remember you only have between 5 to 7 seconds to get someone into 
your sales letter, whether it's offline or online, before they stop reading. You must grab 
their attention right off the bat.

3. The Lead. Sink your hook and reel them in. This is the next section of copy underneath 
the headline. Sometimes you do a headline without the lead but often you want the lead to 
begin your transition. The purpose of the lead is to further elaborate on what your headline 
is about and to present what you can offer.

4. The Salutation. Personalize it either specifically with a name OR cast a net that includes 
everyone. If you’re working with autoresponders or a list where you know the people this 
is going to, you might be able to say Dear John or Dear Becky and talk to them directly. 
But most of the time if you’re writing an online sales letter, you’re going to have to cast a 
net that includes people in another way. Try to avoid the old and tired, Dear Friend. 
Capture who you’re talking to in a way that is a little more personal. For example, Dear 
Fellow Investor, Dear Aspiring Copywriter, or Dear Health Nut.

5. Opening paragraph or two pinpointing the problem. This is where you start connecting 
to your prospect in a way they understand. You address the problem and give them a brief 
glimpse of the solution.

6. Introduction. Who are you and why should I care? What is it you’re really selling and 
what are the benefits of it? What are you going to do for me? Tell your story, but NOT for 
3 pages! HINT: Chances are, after the first draft, you can chop out the first page or two 
and “get to the point” much faster.

7. Bullets. Use them to highlight the main points and benefits of your product or service. 
Remember; think about “So That” and “Because” when you write to add benefits. Take it 
to the next level, not just superficial lists of features.
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8. Subheads. Subheads are important because they break up the copy so you can read it
more easily. They can also be very compelling and can paint a picture by themselves
about the main message and points of your sales letter. These can be garnered from
headlines you decided not to use, found in your bullets, or found in your copy. Once you
have your subheads, use connectors to smooth the flow and keep things moving.

9. Connectors or Transitions. Short phrases or incomplete sentences that seamlessly
connect your subheads and copy.

Examples: 
In other words… 
This means you can… 
Here’s what I mean… 
Here’s what this is about… 
Let me explain… 
But that’s not all… 

10. Prove it. Give testimonials, facts and figures, and statistics. Remember, testimonials can 
be the most powerful because nothing speaks louder than the voice of people who have 
actually used the product or service. Get real comments from real people and put them in 
your material. This is the best proof of all.

11. Get to your Offer. How much it is, what they get, which option is better and why, and 
HOW to buy. Be as clear as you can and very organized in how you present your offer so 
there is no room for confusion or misinterpretation.

12. The Guarantee. Reverse any risk to your potential buyers and create a feeling of security 
and assurance about making their decision to buy now. Note: In some instances, you may 
not have a guarantee, i.e. there may be a no-refund policy. But usually, you will include 
a guarantee of some kind.

13. The Close. Remind the reader of the benefits of your product and build in urgency about 
WHY they need to take action right now.

14. Sign off with something original that adds more personality to the letter (something 
more original than “Sincerely”). For example, “To Your Success” or “Wishing You 
Vibrant Health.”

15. The P.S. This can be read more often than the entire letter. Reinforce an important point 
here, add a testimonial, or use it for one more critical component you do not have in the 
rest of the letter. This is not an afterthought. It’s a crucial part of your sales message.
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Examples in Action: Reviewing Structure of a Finished Sales Letter 

Finally, the answers you’ve been searching for are right here. In fact, the next two minutes 
could finally safeguard your child’s future forever… 

“What Every Child With A Disability Wishes You Knew 
About Securing Their Future” 

(But May Not Be Able To Tell You Themselves) 

Arm yourself with time-tested strategies that will protect your child and assure their happy and 
fulfilled life, even when you are no longer able to care for them yourself. It’s surprisingly simple 
to do when you follow a proven step-by-step blueprint for success. There’s still time to plan for 
your child’s future IF you begin now. 

Dear Concerned Parent, 

Many parents of children with disabilities share a common thought that goes something like 
this… “I hope I live just one day longer than my child.” 

Because while almost all parents deeply love their children and strive to provide them with 
everything they need, let’s face it—as the parent of a special needs child, you probably have 
your own particular breed of “parental anxieties” about the inevitability of life. Unfortunately, no 
matter how much you do for your child now to protect and care for them, you’re just not going to 
live forever.  

Please take the time to read this very carefully, because now there are absolutely secure 
strategies that will protect your child. I’ll get to those in just a moment. 

But first I want to impress upon you this stark reality: If you die without having the proper 
planning in place for your child, the result can devastate the rest of your child’s life. That’s why I 
urge you to keep this in mind… 

Don’t Let This Happen To Your Child 

Perhaps you think good old Uncle Dan or Aunt Mary will step up to the plate if something 
happens to you. Or perhaps you think it’s just too uncomfortable to think about at all. Look, I’m 
going to be very direct here…parenting your special needs child isn’t for the faint of heart. You 
simply cannot afford to think about this “tomorrow” or at some other vague and distant day in 
the future. It’s too important to your child, so if you love them as much as I think you do you’ll 
get started right now. Here’s why… 

Eyebrow	

Headline	

Lead	
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Imagine for a moment that something unexpected happens and you pass away without a will or 
proper planning in place. Here’s what could happen in a heartbeat… 

Your child may instantly need a legally appointed guardian to make every 
important decision about their life, such as what doctors they see, how treatment 
should proceed, even where they should live. That means the court will appoint a 
guardian for your child from a list of whoever is available at the time. Think about the 
impact of possibly having a total stranger suddenly being in charge of the rest of your 
child’s life! 

• Upon your death, your child suddenly inherits money they are unable to manage for
themselves and very likely will render them ineligible for absolutely essential government
benefits that would provide their medical care and basic needs for the rest of their life.
What will they do if they can no longer receive quality care or needed medications?

• The state can charge in like Attila the Hun to seize and pillage your child’s inheritance,
draining it dry with cost-of-care claims for their residential and medical expenses. Your
child is left at the mercy of the system to dictate their future.

• The very thing you have worked your tail off for your entire life, your property and assets,
is left to your child who simply is not capable of managing even one tiny aspect of it. The
safety net you have worked so hard to provide is shot full of holes and reduced to the
fleeting nature of a spider web instead.

• Total strangers who haven’t a clue about your child’s likes, dislikes, needs, joys, or
fears may now be in charge of your child’s life. No matter how well-meaning they may
be, they are simply paid employees who will never fully understand or appreciate the heart
and soul of your unique child.

And that’s just for starters. The good news is it doesn’t have to be this way! With a little 
thought and the guidance of knowledgeable experts who have walked in your shoes… 

You Can Begin Protecting Your Child’s Secure Future 
Right Now! 

I’m Mark Russell, your guide to securing your child’s future. And I understand exactly what 
you’re going through. You see, not only am I an attorney…my brother Jon has a mild intellectual 
disability, as well as a mental illness. 

My parents were incredible, but even so, a narrow-minded legal system forced Jon into an 
institutional environment. I could tell you a thousand stories about growing up with Jon. And if 
you have a special needs child in your family, I’m positive you’ve got your own “war stories” 
about coping with impersonal systems and bureaucracies too. 
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Connector/Transition	

The challenges of caring for a special needs child—who quickly becomes a special needs 
ADULT—can be overwhelming sometimes. As a matter of fact, seeing what my parents went 
through largely influenced my decision to concentrate my law practice in special needs legal 
planning. 

And I’m eager to tell you the encouraging news. Now there are much more powerful “holistic” 
strategies that can assure your child a meaningful and happy life. But please be aware that the 
key ingredient to building a foundation for your child’s lifelong security begins right this very 
minute. 

Quite simply, you must take action now, before it’s too late. 

I’ve spent the past fifteen years helping parents just like you with estate plans for their sons or 
daughters with a disability. 

And what I’ve discovered along the way is how absolutely crucial it is to get this information 
into the hands of every parent who is knee deep in this scenario. So I joined forces with my 
friend and fellow attorney, Arnold Grant, to provide you with every tool available to help you… 

Build A Fortress Of Safety Around Your Child’s Life 

Arnold brings a tremendous amount of knowledge to the effort because he’s also “walked the 
walk” with a disabled family member. He was very instrumental in helping his wife’s parents 
plan for the future of their son, who had a severe intellectual disability as well as cerebral palsy. 

That means not only do we both have a lifetime of “in the trenches” experience dealing with the 
emotional, financial, and personal issues of coping with a much-loved family member who just 
happens to have a disability; together we also have over thirty years of real-world experience 
advising our clients about planning for their special family member’s life as well. And that’s 
fantastic news for you! 

We’ll make it easy for you, because… 

We’re On A Mission To Cut Through The Clutter 
And Chaos About Securing Your Child’s Future 

It’s not your fault if it seems tremendously confusing at times. You’ve undoubtedly been 
bombarded with so much information, your head is swimming. You see, when it comes to the 
issues of planning for the future for your child with a disability, half-truths and misinformation 
abound, and this deeply concerns me. 

There’s just too much information coming from ill-informed sources that don’t have the whole 
story, or even worse, are holding something back you need to know. 

And make no mistake…you must not settle for a lack of information! 
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I don’t mean to be harsh. It’s just that I’ve seen way too many families struggling needlessly 
under a crushing burden, and I don’t want that to happen to you. Frankly, things don’t just “work 
themselves out.” And “thinking about it later” isn’t going to cut it when it comes to the rest of 
your child’s life. 

You see, far too often I meet my clients for the first time when their child has turned 18, and 
there’s suddenly an emergency. Scrambling to place your child in a residential facility, or trying 
to scrape together a benefits package at the last minute, is not only hugely stressful…it’s 
terrifying as well. 

If you’re like most parents, you’d switch places with your child in the blink of an eye if it meant 
they could live their life without a care in the world. You’re that kind of person with a heart full 
of love, or you wouldn’t be reading this right now. 

If the concept of having a step-by-step blueprint for your child’s future to guide you sounds 
good, you’ll quickly appreciate what I’m about to share. And please don’t stress out about 
having to learn a lot of complicated legal jargon or tongue-twisting terminology. You’ll find this 
is very easy to understand. So even if you don’t know your “Special Needs Trust” from your 
“Power of Attorney” yet… 

You’ll Quickly Be Up To Speed About What’s Important 
About Planning The Future For Your Child 

Permit me to tell you a little story that will immediately open your eyes to why this is so 
important to you and your family… 

About 15 years ago, some parents came to me for a consultation. They told me they had known 
about me for quite some time, but what finally spurred them into action was watching a 
heartbreaking event unfold for one of their neighbors. 

The neighbor, a middle-aged widow, was the mother of two sons. Her older son was spending a 
year studying abroad in England. Her 9-year-old son had autism. Sadly, one day the widow died 
unexpectedly, without having done a stitch of planning for her younger child. No one had a clue 
about what she had intended for her young son if he were suddenly left alone without a parent to 
care for him. 

The gut-wrenching result? The “state” stepped in and “wrote a will for her” [the intestate statute] 
and half of her estate went to each of her boys outright. Because of this, her young son was 
rendered ineligible for critically needed government benefits. 

Her son ended up in an institution that was completely inappropriate for him, at the government 
expense of over $50,000 a year. Understandably, my clients were anxious to make sure this 
terribly sad fate didn’t happen to their child. 
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While this story may seem extreme, I can assure you these outcomes happen every day, 
going largely unnoticed by the rest of the world. It is tragic and entirely unnecessary! 

So let me ask you 
Isn’t It About Time Somebody Looked Out For 

The Best Interests Of YOUR Child Before It’s Too Late? 

We think so. That’s why we’ve carefully compiled over thirty years’ worth of valuable 
information, leaving no stone unturned when it comes to planning for your child’s secure 
future. Between the two of us, we have literally guided hundreds of families through the 
minefield of estate and life planning for children with a disability, and the amount of knowledge 
we’ve amassed on this complex challenge is staggering. 

And what we can assure you of is this…a comprehensive life plan for your child with a disability 
leaves NOTHING to chance. 

Now we’ve synthesized this most crucial and life-changing information into what has been 
called “the bible” of planning for your special needs child. 

With 616 pages of cutting-edge, in-depth information at your fingertips, “Planning For The 
Future: Providing A Meaningful Life For A Child With A Disability After Your Death” 
has become the gold standard for the helping professions. 

But more important, this is a desperately needed life-line for every parent who struggles with the 
issues of planning for the future for their child with a disability. 

You’ll Be Thrilled To Discover There Are Many 
Happy Options For Your Child! 

In fact, when you arm yourself with the step-by-step guidance you’ll find in “Planning For The 
Future,” you’ll be able to lay out a concrete plan for your child that takes into consideration 
ALL of their special needs, dreams, and interests. 

And please don’t worry…it doesn’t have to be a daunting task. Just like planting a beautiful 
garden with your child, you’ll find it becomes an organic progression that grows and develops in 
a natural way. All it takes is putting the effort behind it and nurturing your child’s unique 
personality, and you’ll soon find you’ll have a secure plan in place that will bear fruit for the rest 
of their life. 

When you dig into, you’ll find every avenue for your child included. Perhaps ideas you may not 
even have thought of yet! 

For example… 
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• Uncover the most shocking illusion that masks the truth about wills and trusts. HINT: 
Don’t make the mistake of thinking that by simply preparing a will, your child’s future is 
guaranteed. We’ll show you exactly what else you need to have in place to iron- clad your 
child’s financial security for the rest of their life.

• The most important letter you’ll ever write in your life, and how it will ultimately build 
a fortress of security around your child’s future. You’ll be tremendously reassured and 
comforted by creating this lasting legacy of love for your child.

• Over SIXTY pages of sample letters that will guide you through the essential process of 
writing the “ultimate gift” letter about your child more easily than you could ever have 
imagined. You’ll uncover small but powerful details about your child’s life that can make 
all the difference to their future happiness and security.

• Simple step-by-step components that must be included in Special Needs Trusts if you 
have a child with a disability. You’ll be armed with little-known strategies that can 
assure your child’s future inheritance is used exactly as you wish, without jeopardizing 
their essential government benefits in the process. This one step alone will have you 
sleeping peacefully at night, secure in the knowledge that your child is protected.

• Four crucial but often overlooked elements that are like building a suit of armor 
around your child’s Special Needs Trust for the rest of their life, no matter what their 
disability may be. Even if your personal attorney isn’t familiar with these elements (yet!), 
they’ll quickly be up to speed with this valuable information.

• How to easily sidestep the dangerous restrictions and limitations in most Special 
Needs Trusts that can lock down your child’s financial future and keep them from 
enjoying the benefits of your hard work. Instead, your special needs trust will be laid out 
precisely to optimize your child’s future security and YOUR peace of mind.

• Leap past misinformation and misunderstandings about guardianships by zeroing in on the 
pros and cons of this common strategy. Discover surprising alternatives to 
guardianships that can give your child more options in life, and how to know which 
choice is best for your child.

• How your child can hit the mother lode by enjoying maximum support from their well- 
deserved government benefits PLUS maximum cash assistance from other sources, 
without losing one single penny of government funding. It’s 100% legal and secure, but 
not many people even know about it!

• Gain the inside track to tons of options for residential, educational, employment, and 
social opportunities for your child, with specific information about unbelievably 
important websites. You’ll discover a treasure chest of information about rich resources in 
your community for your special needs child that you never knew existed before.
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• A simple formula to determine exactly how much money your child will need to 
protect their future by automatically factoring in everything from inflation to rates of 
return on your assets. Even if you are “mathematically challenged,” you’ll find this 
simple and easy to understand. This can make ALL the difference to breathing a sigh of 
relief when you see how quickly you can lay the foundation for your child’s secure 
future.

• How to quickly and LEGALLY dissolve the problem if your child with a disability 
has too many assets in their name to qualify for government benefits. Don’t let 
loving friends and family accidentally derail your child’s future with their generosity!
With these little-known strategies in place, you can STILL accept their help without 
trading your child’s future benefits away in the process.

• Strategic planning you MUST know if your child’s disability is the result of a 
personal injury resulting in a settlement. There’s simply no good reason to penalize 
your child for a tragic incident even more by slashing their much-needed benefits to the 
bone. We’ll show you exactly how to avoid this unfair scenario.

• Over 35 pages of little-known tax advantages that support the families of children 
with a disability. You’ll be flooded with relief when you realize there are smart tax 
strategies that can actually HELP you build your child’s secure future, instead of sucking 
your resources dry.

• The most simple and foolproof way you can instantly knock estate planning taxes on its 
ear and save huge amounts of money. This one secret alone could drastically impact 
your child’s future happiness and security in an astounding way!

• The single most important thing you must do before you sit down to write even one 
word of your plan for your child’s secure future. If you want your child to live 
comfortably and happily even if you are no longer available to care for them, you’ll take 
care of this immediately.

• And that’s just a small sampling of what’s waiting for you!

Right about now you may be thinking, “Sounds good, but… 

“How Do I Know These Strategies Will 
Apply To MY State of Residence?” 

That’s an excellent question, and one you should be asking. 

It’s very true that there is no one resource that has 100% of the answers to cover every aspect of 
the law in all fifty states. So let’s be very clear about this… 
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We specifically and highly recommend you have an attorney as part of your team when 
planning for your child’s future. We would never say that you should approach such a 
complex task as assuring your child’s future health and happiness without the able assistance of 
someone who is intimately acquainted with the laws of your particular state. That would be 
foolish. 

However, that being said, “Planning For The Future” has been hailed by parents and 
professionals all across the country as the gold standard when it comes to a solid, “one-stop- 
shopping” resource for you as the parent of a special needs child. In fact, it can save you 
thousands of dollars in attorney fees by helping you zero in on exactly what you need to do 
every step of the way. 

You see, no matter where you live, smart questions are smart questions, and you must be 
equipped to ask them. And if you don’t know WHAT to ask, how will you ever get the answers 
you need for your child? Parents all across the country find it much faster and easier to deal with 
their attorneys with this resource in hand. 

Think of “Planning For The Future” as a blueprint to build your child’s secure future, drawn 
and designed by two highly skilled “architects” who are experts in building the safest fortresses 
in the world. 

Plus, no matter where you live, there are literally hundreds of pages devoted to specific 
strategies that extend beyond the borders of your regional area and encompass the entire 
nation. 

Things like: 
• Life planning and letters of intent to secure your child’s future
• Websites for local resources that can help ease your journey
• Advocacy and guardianship issues you may never have thought of
• Federal benefits and how to maximize them to help your child the most
• Calculating financial needs for your child so you can plan accurately
• Exactly how to create your will correctly to assure your child’s security
• Provisions to consider with special needs trusts to protect your child fully

This is THE book that brings the full force of an entire career in estate planning for children 
with disabilities to bear. There simply isn’t any other resource available that gathers so much 
vital information between two covers. “Planning For The Future” is like having a bible, 
operator’s manual, and blueprint for a happy life, all rolled into one incredible package. 

Here’s Why You Can Believe In This Solid Gold Resource… 

“Planning is the book’s overriding feature—no matter what the disability, or how small the 
income, if there is a well-considered and thoughtful plan, children with disabilities will have a 
greater chance of enjoying the best possible health and security. This book is a must purchase for 
all parents who have children with emotional, physical, or mental disabilities.” 
~Legal Information Alert 
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“Thank you very much for sharing your knowledge and experience through this publication. The 
book is a real treasure. It’s not only a very difficult task to raise and nurture a challenged child, 
but the worry and realistic anxieties that follow through life are even greater. This book gave my 
husband and me ideas and comfort that we do have many options for provision for our daughter 
with minimal burden on other family members.” 
~Shirley LaBombard 

“This book helped to make a sometimes confusing situation much clearer. I especially 
appreciated the section on government agencies. I feel I can now plan for my son’s future with a 
more clear direction. Thank you.” 
~Trudy Songco 

“‘Planning For The Future’ is the most complete compilation which I have seen of useful 
information for planning the future of a mentally disabled family member. The authors lay out 
the issues and options in great detail, including sample letters. They also skillfully take the 
mystery out of legal jargon. Highly recommended.” 
~E. Fuller Torrey, M.D., 
Author of “Surviving Schizophrenia” 

“Estate planning for families with children who have a disability is quite different from other 
types of estate planning. ‘Planning For The Future’ draws on the authors’ extensive personal 
experience, providing a number of case histories and specific examples to enable readers to 
understand the planning process. Numerous worksheets, sample documents, and useful charts are 
included. This book is easily understood and very helpful in addressing the many issues that face 
parents with disabled children.” 
~Nancy Schurtz, Professor of Law, 
University of Oregon Law School, 
in a review by Estate Planning Magazine 

This is just a small sampling of comments from parents and professionals who have found the 
answers they need from this valuable resource. All you have to do is look at the margins of this 
letter for even more rave reviews. 

The bottom line is “Planning For The Future” should be the primary way you begin laying the 
groundwork for your child’s secure and happy life. If your child is a babe in arms, it is NOT too 
early to begin. And if they are older, you simply MUST get moving right now, before it’s too 
late. 

But First, I Have A Confession… 

We’ve been accused of consistently over-delivering a blizzard of information that covers every 
tiny detail of planning for your child’s future in incredibly easy to understand detail. You know 
what we say to that? 

Guilty as charged, Your Honor! 
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We simply insist that you have every power tool possible to build an unshakable foundation for 
your child’s happy and secure life. Frankly, we’ve poured our life’s blood into this effort for over 
thirty years. 

We’ve sweat bullets to assure you of the most current, accurate, and absolutely cutting-edge 
information that can arm you with everything you need to be a warrior of advocacy for your 
child. 

And we’ve done everything in our power to keep the cost to a reasonable level, so everyone with 
a special needs child can have easy access to this information. It’s your right and obligation as a 
parent. And we just don’t think it’s acceptable to keep such vital information as something only 
available to the rich and privileged, who can afford to hand over tens of thousands of dollars to 
an attorney to cross all the “T’s” and dot all the “I’s” for them. 

That’s why even though Arnold and I are both routinely paid more than $200 per hour for our 
legal services, we’ve pared our fees to the bone and made this incredible resource available for 
only $89.95 (plus $7.00 S&H). 

When you stop and think about it, that’s a tiny fraction of what it would cost you to have a 
personal consultation with either one of us, and far less than a sliver of an hour with almost any 
attorney in the country. For example, an estate plan for any of our clients runs a minimum of 
$1,500. 

With “Planning For The Future” in your hands you’ll already have a head start on exactly 
what you need to put in place for your child, before you ever visit with your personal attorney. 
We find many of our appreciative parents use the book as a guideline for their attorney, saving 
them hundreds (if not thousands!) of dollars by getting straight to the heart of the matter on 
behalf of their child. 

So you see, for an unbelievable 24 cents a day…you get the benefit of having two experienced 
experts in special needs planning guide you through one of the most challenging and complex 
problems of your entire life. That’s less than you probably already fritter away on fleeting things 
like magazines, fast food, and soft drinks from the convenience store. 

Instead, you can… 

Make A Smart Investment In Your Child’s Secure Future For Pennies 

There’s absolutely no good reason not to take advantage of this valuable resource. It’s the fastest 
way for you to get moving to assure your child’s secure future is locked in. 

The	Offer	
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Once you make a decision to do this, you’ll feel like the weight of the world has lifted from your 
shoulders! There’s simply no better feeling than knowing in your heart of hearts that your child 
is safe and protected for the rest of their life, no matter what happens. 

Then, instead of worrying through sleepless nights about what will become of them, you’ll leave 
a legacy of love by planning for their “forever” right now. It’s just like wrapping your arms 
around your child and holding them in your loving embrace for all time. 

But to make it even easier for you, rest securely in our… 

100% No Risk, No Worry, Six-Month Money-Back Guarantee! 

It’s really very easy to understand. We want you to be completely satisfied that you’re getting 
the real deal, so you can cover every contingency in planning for your child’s happy and secure 
future. 

Please take SIX FULL MONTHS to use “Planning For The Future” and comb through it 
completely. Show it to your own attorney, your child’s teachers, their doctor…anyone at all who 
is involved in the care of your child. 

Put it to the test. Prove us by transforming every strategy into action that helps your child. If for 
ANY reason (or no reason at all) you decide this isn’t for you, simply return the book to us for a 
full refund. No questions, no hassles, no weasel clauses. We are extremely confident that you 
will find tremendous value in this book, but if you feel we have somehow failed you, we simply 
do not want your money. 

So let’s get moving on behalf of your child… 

Here Are 3 Easy Ways To Get Started Now 

1. Visit our Bookmasters website and order absolutely securely online.
2. Get your printable order form right here, fill it out, then fax or mail it to us.
3. Call us at 1(800)247-6553 and order with any of these credit cards:

That’s All There Is To It! 

Please, if you have a child with a disability, let us help you. We’ve been where you are now, 
and I still live it every day with my older brother. He’s filled with a special spirit that embraces 
the whole wide world, and he is very dear to me. I’m sure you can understand this feeling. 

The	Close	

Guarantee	
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I believe when you take a moment to investigate what’s waiting for you in “Planning For The 
Future,” you’ll finally find tremendous reassurance and comfort. You’ll also find an absolutely 
secure way to guarantee your child has the best care possible for the rest of their life, even after 
you are gone. 

I know it’s not easy to think about your ultimate departure from your child’s life. But we promise 
to be with you every step of the way. We’ll successfully guide you through exactly what 
measures you need to take to build a secure future for your child. And you’ll finally experience 
the profound peace of mind that comes from knowing you’ve done all the right things to leave a 
legacy of love for them. 
To your child’s happy and secure future, 

L. Mark Russell

P.S. Please don’t be concerned about having to wade through a sea of complicated language that 
only another attorney can translate! We’ve structured every word in “Planning For The Future” 
in a way that is very easy to read and understand. Don’t let another day pass without taking 
action. Start building your child’s future today. 

P.P.S. We hear from parents just like you every single day who are finally feeling tremendous 
peace about their child’s future. You can feel peaceful too, once you put a strategic plan into 
place for your child. It’s the ultimate gift of love. Don’t fail your child by abandoning them to 
the system when you’re gone. 

The headline is one of the most important elements in your copywriting. Studies have shown a 
headline has about five to seven seconds to capture someone’s attention and get them to 
continue into the copy. 

The primary purpose of a headline is to get people to read the next line. A headline should grab 
people’s attention, entice them to want to read more, and give some clarity about what the copy 
will be about. 

David Ogilvy, a notable advertising executive said, “80% of the weight of your whole sales 
message is in the headline.” So while most everyone knows a headline is an incredibly important 
(if not the most important) element to the copy, not everybody knows what exactly creates a 
winning headline, or how to create one. 

Sign	Off	
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The Structure of Your Sales Letter 

It can be easy to get lost in a sales letter when you are first getting started, but if you have a 
foundation, a blueprint, or a road map to follow, it’s going to make it so much easier to 
start outlining your letter and get right to the point. 

Once you’ve created your headline, outlined your bullets as well as started thinking about what it 
is you have to sell, the benefits of your product, who you are talking to, and the voice you need 
to speak to them, you can then start laying those things out. 

“Four basic premises of writing: clarity, 
brevity, simplicity, and humanity.” 

—William Zinsser 

Tina’s Tip 

Try very hard not to self-edit every step of the way. It’s better to plunge forward with energy 
and then fix things later. Throw it out there on the wall and clean up the mess afterward 
because it’s hard to infuse energy into a sales letter when the letter is dead as a doornail. It’s 
much easier to tone the letter down and bring it down a few notches as you edit it. 

You Can Do It! 

The above format has all the major milestones for a sales letter and if you begin with this basic 
structure, you’re going to do a lot better than if you’re floundering around, trying to reinvent the 
wheel, or doing it on your own. 

1. Where to Start: The Process of Creating a Winning Headline

One effective technique commonly used to create a winning headline is to write it before you 
write your main copy. You want to start with the headline first because it is your “key to the 
kingdom.” It is what will entice your readers as well as guide your copy as you write it. 

As you start this process, it’s usually best to draft a handful of headlines (between five and ten 
versions of potential headlines). As you review these headlines, start to choose which one to 
focus on and begin to play around and tweak it. 

As you continue to write the body of your copy, you should continue to come back to the 
headline, adjust it as needed, and continue to make it better. Don’t worry if you don’t have the 
perfect headline to start. The benefit of writing the headline first is it gives you a general road 
map of where you should go with the copy in your sales letter. As you develop your own 
copywriting style, you’ll find what works best for you and what doesn’t. 
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2. Grab Attention: Create the Promise, Benefits, or Alert

There are two great ways to grab a reader’s attention: 1) Create enticing and believable 
promises or benefits, or 2) Create some sort of alert. 

1) Create Enticing and Believable Promises or Benefits
John Caples, a successful copywriter, said the whole key to his success was, “A
believable promise to the right audience.” In fact, for more than 50 years John Caples
served as one of advertising's most effective copywriters. As a teacher, lecturer, and
writer, he stressed simplicity and “getting to the point quickly.”

You want to create an enticing promise or benefit that captures a reader’s attention
quickly. You also want to make sure the promise or benefits can be delivered or attained.
For example, a promise such as “Make a Million Dollars Overnight While You Sleep and
Lose 50 Pounds Too” is not too believable. Find a promise or benefit that will entice
readers.

Tina’s Tip 

You need to do whatever it takes to create your best headline. Some people say they write 50, 
100, or even 500 headlines. I don’t do that because I zero in on my headlines very fast, but at 
times it might take writing many options to create your winning headline. Also, some people find 
writing their headline at the end works better for them. I write mine first because it sets the  
whole premise and intrigue of the marketing piece right from the beginning and I weave the 
headline concept into the copy in various ways. 

The most important thing is to discover what works best for you. 

6 Fundamentals to Writing a Powerful Headline 

As you begin to draft your headline, keep in mind there are 6 Fundamentals to Writing a 
Powerful Headline. 

6 Fundamentals to Writing a Powerful Headline 

1. Know Your Target Audience and Sales Outcomes
2. Grab Attention: Create the Promise, Benefits, or Alert
3. Be Specific: Use Numbers and Offer Solutions
4. Paint a Picture with Words
5. Be Clear and Understandable
6. Be Conversational: Build Emotion Into the Copy
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Sample Headlines 
• “The Perfect Coat (Stay Warm without Looking Like a Sausage)”
• “How to (Finally) Find Clothes That Fit.”
• “Hair That Gets You What You Want”

2) Create an Alert
When you create an alert, it creates urgency for the reader to find out more information.

Sample Headlines
• “Warning: If You’ve Got Bad Breath You Could Be Risking Your Health!”
• “An Important Message for Overweight Men”
• “The Doctor Is In But You Better Read this First”

3. Be Specific: Use Numbers and Offer Solutions

The most effective headlines are the most specific ones. By using numbers or lists and offering 
specific solutions, you can capture people’s attention by providing them with substantial 
information or a tangible result. 

1) Use Numbers—People Respond Well to Lists
People have shown time and time again they respond phenomenally well to headlines 
with numbers or lists. In fact, magazines generally use headlines with lists and numbers 
all over their covers. Why? It’s what engages people and increases the sales of their 
magazines. It’s specific.
Sample Headlines

• “Be a Huge Star at Work: 7 Unbelievable Tips from the Top”
• “8 Things You Must Know Before Choosing a Preschool”
• “1293 Sexy Women Confess What They Want In Bed”
• “9 Get Rich Secrets: Less Work, More Bank”

2) Offer a Solution
One of the most effective things you can do as a copywriter is to accurately address a 
person’s pain (“hey, they’re talking to me!”) and then offer a solution.
Sample Headlines

• “Is Your Handbag Killing You? We Tested 786 Bags to Find 36 Beauties Your 
Back Will Love”

• “Long Distance Love, How to Make it Work”
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4. Paint a Picture with Words

Paint a picture of how your message can be incorporated into your reader’s life. What will 
his/her life look like? How will your message positively impact them? What will it feel like? 
Paint a congruent and connected picture in people’s heads when you’re writing copy. 

1) Use Powerful Words
You can paint a picture by using powerful words. Use words that have emotion, power, 
or can grab attention. You can change the entire effectiveness of your headline with one 
word.

2) Appeal to the Senses
Anything you can do in your writing that appeals to the senses will help your readers 
associate even more to the picture you’re painting. Can you paint this picture with touch, 
smell, sight, or sound? Some people are more visual, while others are more auditory or 
kinesthetic, so it’s ideal to use a variety of senses in your writing.
Sample Headlines

• “81 Incredible Recipes That Taste Like Summer”
• “See Yourself Cruising in the Crystal Clear Waters of the Caribbean”

“I love writing. I love the swirl and swing of words 
as they tangle with human emotions. “ 

—James Michener 

5. Be Clear and Understandable

In both your headlines and copy, make sure you’re clear and understandable to your readers. 

1) Write at the Average Comprehension Level
Write at an understandable reading level. In order to match the average reading level, you 
should generally write to a 7th or 8th grade comprehension level. If you know you have a 
higher-end product or a more educated audience, however, you’ll likely want to match 
your writing to the comprehension level of your targeted audience.

2) Watch Your Use of Clichés
Clichés can be a slippery slope: you don’t want to overuse them, and at the same time 
people like reading them because they’re familiar. Since most people like a certain 
familiarity when reading, strategically using clichés can be very useful to get your 
message across. Be careful, however, not to overuse clichés. Overused clichés can take 
away your flow and can be a distraction. You don’t want to “shoot yourself in the foot” 
by reaching for the “light at the end of the tunnel” too fast.
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Just for Fun… 
When you’re not cognizant of being clear or understandable, look at what can happen. These 
REAL newspaper headlines are gathered from local, national, and international newspapers 
across the globe. You can see what the journalist meant to say, but in each case, there’s a 
more amusing interpretation of the headline. 

• Iraqi Head Seeks Arms

• Enraged Cow Injures Farmer With Ax

• Red Tape Holds Up New Bridge

• Complaints About NBA Referees Growing Ugly

• Miners Refuse To Work After Death

• Milk Drinkers Are Turning To Powder

• Hospitals Are Sued By 7 Foot Doctors

• Eye Drops Off Shelf

• Prostitutes Appeal To Pope

• Kids Make Nutritious Snacks

• Stolen Painting Found By Tree

• Queen Mary Having Bottom Scraped

• Drunk Gets Nine Months In Violin Case

• Juvenile Court To Try Shooting Defendant

• Panda Mating Fails; Veterinarian Takes Over

• Police Begin Campaign To Run Down Jaywalkers

• Killer Sentenced To Die For Second Time In 10 Years

• Man Eating Piranha Mistakenly Sold As Pet Fish

• Old School Pillars Are Replaced By Alumni
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6. Be Conversational: Build Emotion Into the Copy

1) Be Conversational
With the emergence of Web 2.0 back in the early 2000s also came the emergence of a 
desire (and expectation) to connect at a deeper level with others online. People want to 
feel like there’s someone on the other side of the website and that it’s not just a dead-end 
wall they’re running into. It has to feel like somebody is “home” on your website or in 
your copy.
Now more than any other time, people want to be spoken to like a friend or a peer—not 
like one out of a million.

2) Build Emotion
It’s always better to write too high or have too much energy than be dead as a doornail. 
It’s much easier to tone down copy than to liven it up. Make sure your headline or copy 
stirs some sort of emotion.

The Lead 

First comes the headline, then comes the lead—it’s an important continuation of the headline. 
The lead is the block of copy before the letter begins and is what bridges readers from the 
headline to the copy while continuing to keep them engaged. 

The primary outcome of the lead is to further develop the promise from the headline, especially 
if your headline is really brief. If the headline is the larger font piece that hits them squarely 
between the eyes, then the lead still calls attention, but in a slightly smaller font and helps bridge 
into the body of the copy. The lead also allows you to further develop the hook. 

There are several strategies you can deploy for the lead: 
1. The Big Promise
2. The Story
3. The Surprise or Incongruency
4. The Shocking Fact (i.e. “8 Lies That Kill Women”)
5. The Controversy (i.e. something most people take as fact but it’s actually proven not to be so)
6. The Problem (i.e. tremendous problem you have a solution for)

Keep in mind that whatever you say in the lead has to be something you can verify and back up 
with fact. If you simply make a promise through just hype to grab attention, this will send the 
reader away quickly. Your readers will smell a “bait and switch” and it’ll backfire on you. 

Look for the truth, but in a way that’s compelling to the reader. Then, leverage it in a way 
that’s compelling for the reader. 
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One other tip for lead development is taking the headline concept to a deeper level in terms of 
why the person would be interested and hitting their emotional hot buttons (i.e. weight loss, 
health issue, making money, finding passion in life). 

When you do this, make sure you’re attaching to the emotional level the prospect is truly  
experiencing rather than simply what appears on the surface. For example, if you have a product 
that teaches how to set up a website and start selling within 24 hours, on the surface this is about 
business and income; but on a deeper level the client is experiencing worry about layoffs, worry 
about a shaky economy, worry they can’t feed their family or make house payments. These 
emotions can be developed further in the lead. 

One of my favorite examples of an effective lead comes from John Carlton. He was working on 
copy related to a product to help improve golf swings. In the process of doing his background 
work, he discovered something important: the one-legged golfer. This is a true story and it turns 
out the one-legged golfer actually led to a discovery about how to have a more accurate swing 
as his balance was different. 

Look for the unexpected when you’re developing your headline and leads in your particular 
niche. 

Finally, note that sometimes you’ll find after you write the lead, it actually works better as the 
headline. So look at them in a modular style—which one of them is really hitting it as the 
headline? 

“It follows that unless your headline 
sells your product, you have wasted  

90 percent of your money…” 
—David Ogilvy 

Tina’s Tip 

It’s quite possible that you might write the lead and then realize it actually makes a better 
headline. It’s not uncommon to decide to reverse the headline and the lead to see what happens. 
You might be surprised at how much more powerful your headline suddenly gets when you do 
this. 
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Examples in Action 

Before we move on to this session’s assignment, here’s an example of an effective headline and 
lead. Remember to read it aloud to make sure it’s compelling. How many of the key points 
mentioned in this module can you find in the below example? 

Finally, the secret to creating massive success and happiness… 

How 7 Powerful  Minutes 
Can Transform Your Life!  

It’s not “magic” – but it can bring you years of miracles. 
It’s not “get rich quick” – but it can unleash torrents of cash. 

It’s not “strategic” – but it can blast you to the top in business. 

It’s not “determination” – but it can effortlessly make your 
dreams come true. 

What’s the mysterious 7-minute secret that crushes 
negative thinking, dramatically boosts self-confidence, 

and clears the way to life-long 
happiness as easily as breathing? 

Read on to find out. 

Dear Frustrated Friend, 
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Assignment: Anatomy of a Sales Letter 

1. Start to notice headlines in your daily life. Look for them in newspapers and magazines. Pay 
attention to the headlines that draw you in, and analyze what makes them effective.

2. Extra Credit: Go back to the above letter and see if you can point out additional elements. 
Then, go online and find a sales page—any old sales page will do—and put labels on each of 
the components.

3. Extra Credit: Start putting what you’ve learned into practice right now! The goal of this 
assignment is to get you to play around with the different styles and techniques outlined in 
this session. What picture can you create, what solution can you offer, what urgency can you 
induce? Are you clear and specific? What places can you look for inspiration? Remember, 
the more you practice, the better you’ll get.

Choose one of the following topics and write 20 headlines and leads in a variety of styles.
1) The urgent need for animals in shelters to be rescued and adopted (Client: A local animal 

shelter)
2) The Smart Car: The Benefits of Owning a Compact Car (Client: A local car dealer that 

has an overstock of the Smart Cars)
3) Why you should travel to New Orleans (Client: New Orleans City Tourism Board)
4) Why now is a great time to invest in real estate (Client: regional real estate company in 

Southern California)
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SESSION 6: SMOOTHING THE FLOW

Subheads are another critical component you need to focus on in order to increase the quality and 
effectiveness of your sales letter. Subheads have multiple purposes and are a great way to break 
up copy in order to make it easier for a person to process the information. 

Subheads: 
• Are extremely important to the energy of your letter
• Smooth the flow of copy
• Emphasize important points
• Allow “skimmers” to make sense of the letter
• Should be able to stand alone and make sense from start to finish

The other reason subheads are so important is because not everybody reads every single word. 
Some people are skimmers and they’re going to skim through—they look to get the general gist 
of the sales letter by skimming the subheads. If they see a subhead that catches their attention, 
they might slow down and start reading and may even go back to the top and start reading the 
entire letter. 

Subhead Tips 

• Sometimes subheads hide in plain sight—read through your copy (especially copy you 
bolded or underlined) because you might have already created your subhead.

• Do NOT be random with your subheads. Make sure to strategically place transitions, 
connectors, and ellipses to make them flow.

• Title Case (When the First Letter in a Word Is Capitalized) is generally the best way to 
format a subhead. However, there may be times when you want to use Sentence case 
(Sentence case is when only the first letter of the first word is capitalized). Sentence case 
can be used for an unfinished thought or for a little variety if needed.

• You can also use quotes as a subhead. Using quotes as a subhead can be very powerful, 
especially when you can anticipate what a reader will be thinking at that point in the sales 
letter and address it with a quote. For example, if you think a reader might feel like they 
can’t do what you’re talking about, you might write a subhead that says, “I’m not sure if I 
can do this” and then address any common concerns to overcome skepticism (more on 
how to do that a little later in this section).

Tina’s Tip 

Print your sales letter out once you’re finished. By doing so, you may notice areas that need 
more bullets, subheads, or other tweaks that you didn’t see on your computer screen. 
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One of the biggest keys to a successful sales letter is getting straight to the point in a powerful, 
persuasive, and targeted way. These days—especially in email and online —people don’t read; 
they skim, scan, and scroll. As you write, you want to not only have powerful and 
compelling copy but a format that most effectively engages the reader and moves them to 
action. 

The Power of Bullet Points in Your Sales Letter 

One of the greatest weapons in a copywriter’s arsenal is the use of specific and targeted bullets. 
In fact, just one well-written bullet can sell a product. Bullet-point success is about breaking up 
copy, getting straight to the point, and putting the most powerful messaging where the human 
eye is most likely to see it as it scans the page (or screen). 

What is a Bullet? 

A bullet is a concise and firmly packed descriptive bit about whatever 
your product or service is. 

• Bullets can be a symbol, check mark, or dot.
• They originally got their name because they have a little mark, and in this case a little round

dot like a bullet hole.
» You can use a variety of symbols to create your bullets.
✓

The Purpose and Goal of Writing Bullets 

Bullets are chunks of valuable content and are powerful statements used to indicate what a 
person is going to get out of your product or service. Bullets break down your copy so that it’s 
easier to read, it flows more smoothly, and it delineates some of the things in your product 
without going on for multiple pages. 

There are a lot of different ways you can approach writing bullets. However, you want to make 
sure that every bullet you use is meaningful and has a specific purpose and outcome. 

As you begin writing your bullets, think outside the box with how you can use them to bolster 
your message. Your goal is to get your point across more quickly and concisely with bullets 
instead of having to go on page after page with long paragraphs. 

Authentic Copy by Tina Lorenz 

http://www.Authentic-Copy.com


4 Primary Types of Bullets 

There are four primary types of bullets. Each has its own purpose and goal; however, the one 
you’ll use most consistently in your sales letters is the “benefits/features” bullet. 

1. Benefits/Features Bullets

When writing bullets, you want to feature the benefits of the product or service. These 
benefits deliver the main essence of what your product is and give the reader an understanding of 
the benefits in a concise way. 

There are two important phrases when used effectively that can help you get right to the point of 
the benefit or feature of the product or service. 

1) “So that…”
Using the connector “so that” helps you find the benefit you want from that bullet. 
You do not always want to actually write the phrase “so that” but it’s helpful to think 
“so that” in order to make sure you’re focused on the benefit instead of focusing on 
the feature. 
For example: 
• “Overcomes jealousy in 37 days so that your life will become rich, peaceful, and 

secure.”

2) “Because...”
People respond to having a reason—i.e. there’s a reason why you’re doing this and 
it’s because of this. Using “because” allows you to answer the questions in the 
reader’s head, “Why should I do this,” and “Why should I care?” 
For example: 
• “Overcomes jealousy more effectively because it gets to the root of the problem.”

2. Fascinations/Blind Bullets

Fascinations or blind bullets do not tell you the whole story, but instead are just piquing your 
curiosity about the topic. They’re called fascinations because a person’s response is like, 
“Whoa, that’s fascinating, what is that?” Fascination bullets make a person want to continue to 
keep reading to find out more. 

For example: 
• “Uncover the 4 Secrets You Don’t Know About Men.” This is a great fascination

bullet because a person has no idea what these 4 secrets are and it makes them want to
know more.
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3. Informational Bullets

Informational bullets give real information such as the specifics of what the product or service 
does and how to use it. 

For example: 
• “2 drops rubbed on your left thumb will relieve joint pain.”

4. Content Bullets

Content bullets give chunks of valuable content about what you or your client is selling. By 
giving bits of content, you provide value up front and leave the reader with a taste for wanting 
further details. 

For example: 
• “One simple way to reduce stress is to practice breathing techniques—when getting

stressed breathe in for a count of 4, hold for 10, and exhale for 8.”

How to Format Bullets 

Bullets can be check marks, numbers, arrows, stars, letters of the alphabet, or any other design to 
call them out—they don’t just have to be the little black circle. 

One other formatting tip is to strategically make certain phrases in your bullets pop by bolding or 
underlining any key phrases or points. Just remember if you’re highlighting or bolding 
something in a bullet, you need to have a reason why and make sure you’re strategic about what 
you want to have pop. When you bold something, you want to make sure that if a person only 
reads the bolded copy, it can still make sense on its own. 

Tina’s Tip 

Good bullets can become your headline or subhead. You may find them in the process of writing 
your bullets, so this is another reason to be writing them. 
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Modeling Success: The Tina Lorenz “Bullet Factory” 

Below are a variety of styles and formats of bullets so you can see the different ways you can 
create, write, and structure your bulleted copy. Review the criteria outlined in this session 
and see how many of these principles you can find in the bulleted copy below. 

    Compression Planning 
• You can easily use Compression Planning anytime, anyplace…without costly 

software, computer technology, or even extensive knowledge of the subject at hand. 
All you need is the ability to think and trust the process. It’s as easy as boarding a train at 
the station and predictably arriving at your destination.

• Compression Planning is flexible to your particular situation. You can readily adapt 
the strategies to meet your specific planning needs. Wave goodbye to rigid structures that 
demand you complete “step one” before can move to “step two” and still get results in a 
fraction of the time.

• Planning that previously could take weeks, months, or years is frequently 
compressed to one day or LESS. Key personnel traveling long distances to participate 
will drastically reduce time out of the office.
Common ground is reached quickly—decisions made—funds ultimately raised—
business strengthened.

• Compression Planning Skills are quickly assimilated and understood. You’ll be able to 
put the process to work immediately and harvest the benefits for your organization. 
And once you do, you’ll realize applications for Compression Planning are unlimited.

• Compression Planning reaches across all boundaries and levels of authority to include 
everyone…from the commonly “disenfranchised”…to CEOs and Boards of Directors. 
The powerful result…100% ownership of the end product, with dramatic increases in 
morale, accountability, and commitment to the profitable results for your organization.

Home Buying 

! Provides a safe haven where you’re protected from being solicited by a pack of 
aggressive realtors while you begin your initial search for a home. You decide when 
and if you are ready to speak to a realtor.

! Hands you the reins of your home buying process so you can move forward at your 
own pace, in your own time.

! Supports you through the home buying process with your own personal team of 
expert home buyer advocates and protects your best interests.

! Rewards you for something you’re probably already doing anyway; conducting 
the initial home search via the internet using a Multiple Listing Service.

! Instantly raises your awareness regarding the way home prices are directly impacted 
by real estate agent commissions, and captures tens of thousands of dollars for 
YOU instead.

! Puts you in the enviable position of buying your next home with the complete 
assurance that you will get paid a significant amount of money at closing.
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Financial/CRM Application 

" Accurate tracking of sales so you can instantly know what is selling and what is not,
for strategic adjustments of your business plan.

" Tangible measurement of the effectiveness of your sales force so you aren’t anchored
down with dead wood, or can quickly strengthen your weakest link.

" If you are a manufacturer, clarify how much of your cash is tied up on inventory that
is gathering dust and costing you money.

" Know exactly where your cash is! Rid yourself of the troubling problem of seemingly
turning a profit, yet not having any cash in hand to show for it.

" Finally, nail down exactly how efficient your Accounts Receivable Collections are.
This often elusive data could be an instant infusion of revenues for you!

" Keep your banker fat and happy! Assure you are meeting the terms of any bank loans
with accurate and timely monthly financial statements.

" Give yourself the precious gift of time! Instead of burning up stressful hours worrying
about your financial statements, you can focus on what you do best…running your
company.

Computer Services 

• How your dishwasher can be an extremely important aspect of your computer
maintenance (No kidding! You’ll be shocked, but this really works.)

• How you can hide files on your computer that you don’t want anyone else to read. It’s
simple, free, and will help maintain your privacy.

• Ever freaked out because you’ve accidentally erased important files? Here’s a little-
known way to reliably restore data on your computer.

• How to find cheaper phone service online that can save you big bucks.
• Getting rid of an old computer? Think deleting files is enough? Think again! Here’s how

to quickly erase data for good.
• Exactly how to password protect your computer to keep snoopy roommates, co-

workers, or family members out of your files.
• Save even more with this one! How to install new memory on your computer yourself,

even if you think you’re all thumbs. (Hint: Be sure to read tips #17 and #18 BEFORE you
purchase memory. These tips just might save you having to buy it after all!)

• How to travel more effectively with your laptop. There’s much more to it than shoving
it in a case! These 5 tips will have you truly mobile with your computer with the power to
spare.

• A slick trick to help you remember passwords. No more frantic searches for haphazard
post-it notes or brain draining frustration.
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Nutritional Program 

• Discover how to transform your energy from “struggling through the day” into an
extraordinary zest for life so you fulfill all of your deepest desires

• Be given the exact blueprint for your unique nutritional support without the
frustrations of roaming across town, trying to find the right vitamins

• Effortlessly provide your body with much-needed nutrients that combat the daily
stresses from environmental pollutants

• Correct nutritional deficiencies that leave you a sitting duck for opportunistic
infections and diseases. It’s like building an ironclad shield to protect you from the
“slings and arrows” of modern life!

• Build your body to optimum health, so you can participate in sports, look and feel
younger, and provide for your loved ones

• If you’re thinking about becoming a parent, assure you’re in peak health, so you can
have the peace of mind that you are doing everything in your power to protect your child

• Breeze through menopausal changes with much more comfort, clarity, and composure
by having the proper nutritional support

• Enjoy your life, without worrying day in and day out about aging, illness, and becoming
a burden to others

• Avoid unnecessary prescription drugs that may hinder your ability to think clearly,
leave you with unpleasant side effects, and deplete your bank account.

Real Estate 

# How to zero in on the hottest deals before it’s even a blip on the general public’s 
radar. And you won’t have to spend one minute searching, combing the classifieds, or 
driving around scruffy neighborhoods.

# How to make a soft real estate market work FOR you to build piles of cash. While 
everybody else is running around in circles, you’ll make money no matter what the 
economy is doing.

# Why you’ll suddenly be the “big bucks” developer's new best friend! They need you, 
and I’ll tell you exactly how to maximize that to full potential for the sweetest deals of all.

# How to buy pre-construction using “Letters of Credit.” (This one strategy alone is 
worth its weight in gold!) It’s shocking how easy this is and hardly anybody knows 
about it. It’s like magical math that lets you buy with the same money you already have 
earning profits someplace else! Double, even triple, the power of your money so you 
enjoy multiple streams of revenue. (Hint: If you already have equity in real estate right 
now—even your own home—this little-known strategy can leverage your profits through 
the roof!)

# Exactly why you should join forces with an army of partners to create a bulletproof 
umbrella of safety that totally protects your money and instantly amplifies your 
negotiating power. (But don’t worry—you won’t personally have to negotiate a thing. 
You can play golf all day!
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Religious Guidance 

When You Sincerely Request The Lord’s Guidance, 
Your Path Will Be Revealed 

You’re invited to a fulfilling banquet of God’s promise. Come to the table, and be nourished! 
Here’s a taste of what you’ll receive on your 10-Day journey to God’s path to a full and satisfied 
life… 

$ 9 essential reasons why your life will never be fulfilled according to God’s plan unless you 
begin now to identify your unique destiny. Once you realize this, nothing will keep you 
from finding your purpose. (Page 17)

$ How purpose has been revealing itself to you since birth and surrounds you every 
day. You’ll be amazed when you realize how the Lord has been nudging you along.
(Page 26)

$ Key elements parents can easily identify in their children, to assure your loving leadership 
to their unique purpose at an early age. Be a righteous steward of God’s greatest gift.
(Page 29)

$ Why your family vacation is one of the most pivotal events in your child’s life!
(Hint: Its lasting power lies far beyond a day of theme park fun.) (Page 37)

$ How anger and frustration can be transforming gifts to fuel your purpose. Turn a negative 
force into an unstoppable positive passion. (Page 59)

$ The importance of mentors to your purpose, and how you can short-circuit the 
learning curve to open the door to success. (Page 68)

$ How to develop your purpose “muscle” to stay on track despite life’s obstacles.
(Hint: these powerful action steps will lift you over any roadblock to success, no matter 
how overwhelming they may seem!) (Page 87)

$ A simple plan to form more Godly relationships that automatically support your 
successful walk with the Lord. (Hint: You become who you associate with. (Page 93)

$ How to easily recognize the difference between religious tolerance and demonic 
influences, and what you must immediately do to protect yourself from being accidentally 
influenced! (Urgent: This could make the difference in your ultimate salvation and fulfilled 
destiny—Page 100)

$ The 6 immediate steps you must take to protect yourself from temporary mistakes or 
missteps off your purposeful path. Remember, God is your eternal Father who loves 
you and wants you to succeed, no matter what. Let his Love light your way.
(Page 113)

$ The 7 key motivational gifts that will quickly show you how you’ve been “hard
wired,” are the powerful foundation for your life’s purpose.
(Whatever you do, don’t miss this day in your journey—once you know this one mind-
boggling truth, you’ll be on a fast track to your ruling passion. (Page 119)

$ A prayerful reflection that could be the turning point in fulfilling your purpose. 
But be prepared. Because once you’ve prayed this with an open heart of intention, 
your life will be transformed. (Page 235)
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Getting Straight to the Point in Your Sales Letter 

In addition to using bullets to help highlight the main points of your sales letter, you also want to  
write and structure it in a way that gets straight to the point. As you begin writing your sales 
letter, the first thing to keep in mind is to attack it aggressively. You don’t want to spend 
three pages “clearing your throat” or trying to build momentum on your topic. Instead, keep 
focused on who you’re writing to, the problem you need to address, and the point of why 
they need to continue reading. 

Common Mistake #1 
Many copywriters want to tell a story, set a scene, or warm their audience up first. You 
need to be careful not to fall into that trap. While stories can be very compelling for a reader, 
many writers go way too far into the story and lose sight of the end strategy. Stories are good, 
but not if they overwhelm the sales message. 

If you find yourself going too far into a story, you need to cut it out of your copy. It may feel like 
you’re getting to the point kind of fast, but you’d be amazed at how crisp your sales letter 
becomes when you cut excess copy out and get to the point sooner. Remember, the goal isn’t to 
get to the point of selling fast, but instead just getting to the point of why we’re here today as 
soon as you can. 

Common Mistake #2 
Too many writers fall in love with their own words. This oftentimes can add too much fluff 
and can overshadow the primary message of the sales letter. It’s easy to get hung up on our own 
words and to not get rid of them. However, to keep the sales letter tight, you need to be open 
to cutting any copy that prevents you from doing so. You need to make sure you don’t get so 
in love with your words that you can’t get rid of them when you need to. 

3 Common Punctuation Errors Too Many Copywriters Make 

While it’s important to understand the fundamentals of good copywriting, it’s also important to 
know the pitfalls and common mistakes. There are certain punctuation misuses and errors that 
will brand you as an amateur with your copy. Not making these errors will instantly increase the 
power and the credibility of your copy. 

1. Using Too Many Ellipses

Ellipses are the three dots…that signify a pause or hesitation…it is stopping a reader…every 
time you use them. You want a smooth flow to the sales letter…not stopping them with ellipses. 
Ellipses don’t always transition smoothly …when used incorrectly, they can stop. 
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The Correct Way to Use Ellipses: 
Use ellipses strategically and with purpose. 

• An ellipse can be used as a cliffhanger or a pause as you’re setting up for the next
important thing you’re going to say.

• You can use ellipses to segue into a subhead—they are very efficient at the end of a
paragraph, as you’re getting ready to set up a subhead.

• You can use ellipses as a connector—when you strategically connect short phrases
with an ellipse.

2. Using Too Many Questions

Do you think using questions is a great way to engage the reader? How many questions do you 
think you should use? Is it possible to ask too many questions? Could too many questions 
negatively impact your copy? Yes or no? 

Too many questions can make the reader feel like it’s an inquisition or like you’re testing them if 
not used skillfully. If you don’t know exactly how you’re using them and why, you can lose a lot 
of people. If you start off using the wrong questions, or don’t know your audience well enough 
to ask a specific question, you could disengage them from the rest of your copy. So use questions 
purposefully and make sure you anticipate the reader’s reaction as you use questions. 

3. Using Too Many Exclamation Marks

When you use too many exclamation marks, it puts readers into hype zone! It’s very easy to do if 
you’re not careful! If you use too many of them you become less believable! You actually reduce 
your credibility with exclamation points! 

At first, you might feel you risk making your copy boring by limiting your use of exclamation 
marks. Try taking the exclamation marks out of your copy and you’ll see how much stronger 
your copy gets instantly. Exclamation marks are great when you want to bring up energy or 
emphasize a point. 

"The aim of marketing is to know and understand the customer so well 
the product or service fits him and sells itself." 

—Peter F. Drucker
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3 Other Common Copywriting Traps to Avoid 

1. Don’t Be Too Cute

Being too cute with your writing can distract from your main message and lessen your 
credibility, especially when you’re writing marketing copy. 

2. Be Careful When Using Humor

There is a lot of room for interpretation and reaction when you use humor. You might think it’s 
hilarious, but someone else might not get it, or even worse, feel insulted. You can’t judge other 
people’s sense of humor or their responses to it, so be careful when using humor in your writing. 

3. Be Careful Not to Offend

Be careful not to offend your readers. Watch your language and how you portray what you’re 
saying—it might work for some people whereas others might find it insulting. For example, 
cursing in a sales letter might be appropriate for some audiences or products, but don’t assume 
most people are ok with it. There’s a balance between being edgy and being careful not to take a 
chance and offend your readers. 

1. Keep the exclamation points to a minimum. If in doubt, take it out. You will instantly
strengthen your copy.

2. Don’t badger your prospect with constant questions. It’s irritating. Turn a question
into a powerful statement instead.

3. If you get stuck, TALK IT OUT, then write it. Say it like you would if you were
explaining it to a friend or family member. Don’t try to be fancy; just say it and sell it.

4. Keep it conversational. Use short sentences, short paragraphs, and make it easy to
understand. Keep the “ten-dollar” words to a minimum. Ideally, you should write to a 7th 

or 8th grade level (yes, really!).

5. When you’re done, make sure each page is broken up with SUBHEADS and/or
bullets. If you see one long page of text, fix it.

6. And finally, READ IT OUT LOUD. If you stumble or hesitate anywhere along the way,
fix that too.
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Formatting Guideline: 10 Standards of Professional Copy Design 

When you’re laying out your headlines and copy, don’t be too creative with the design. There 
are some standard, universal formatting guidelines that will ensure your copy has a professional, 
clean, and polished layout. While most clients will have a professional designer input your copy, 
you still want to make sure the layout is crisp and clean. Here are some standard formatting 
guidelines for copy: 

1. Use dark copy on a light background (black or dark blue copy on white or a light 
background). Avoid, however, using bright blue as most people are anchored to that shade 
of blue as a live web link.

2. Use actual images (versus illustrations or drawings). Tests have shown that an actual 
image, such as a photograph, can give more credibility.

3. Use Title Cases in a headline. Title Cases Are When the First Letters of the Words Are 
Capitalized. In general, it’s easiest to read a headline in title case.

4. Use all caps sparingly. Just as in an email, all caps are generally perceived as yelling. 
There are times, however, when you’ll want to use all caps to emphasize a word, bring 
something out, or make something in your copy pop.

5. Use bold and italics to emphasize a point. By using use bold and italics, you can 
strategically draw attention to a certain word or phrase and emphasize a point.

6. Strategically use parentheses in a headline. Use of parentheses can be very effective—
it’s like a little nudge or aside and adds more conversation and personality to a headline. 
For example, “How to Buy a Car at a Great Reduction (and in the color you want too).”

7. Center the headline; justify the lead. When you justify the lead you create a simple 
geometric shape that has a clean right and left margin. For example:

This is a Centered Headline 
This is a justified lead. It’s when the right and left margins are aligned. This is a justified 
lead. A justified lead gives your copy a cleaner and crisper look and feel. It creates a clean 
layout. 
8. Strategically use color. While there is some debate about the benefits of using red in a 

headline, it’s generally better to stick to a darker color. At times you might want a part of 
your headline to be dark red, but overall use red sparingly and strategically. Also, 
depending on the product, you might want to consider using a different color if you’re 
confident it’ll match the style of your target audience and product.

9. Use standard fonts.
a. Times New Roman is popular for both headlines and copy.
b. Arial can be an effective font for the headline, and also for testimonials.
c. Courier can be a good choice if you want more of a “homey” feel. Keep in mind 

Courier takes up more room though as it’s a larger font (not good if you want to 
keep the length of your sales letter to a minimum).

10. Use standard font sizes.
a. Headline: 20pnt
b. Subhead: 14pnt
c. Copy: 12pnt
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6 Techniques to Strengthen Your Copy 

Often the strategic and purposeful use of certain techniques contributes to the most effective 
sales letters. While we’ve already discussed some of these tools in previous sessions, below is a 
recap and additional details on the six techniques that will help strengthen your sales letter. 

1. Ellipses

We talked about not overusing ellipses in an earlier section—if you do, you’ll create choppy, 
staccato copy without a smooth flow. When used effectively and sparingly, however, ellipses 
can be a powerful tool to get the reader to continue reading, create flow in a transition, or leave 
the reader hanging. 

2. Connectors and Transitions

These are the short phrases or incomplete sentences that connect subheads and copy. Using 
connectors and transitions makes the copy flow much better, and creates a seamless bridge 
between copy and subheads. 

3. Reasons Why

As you’re writing, keep thinking about the reasons someone can benefit from what you’re 
offering, why they want or need it, and how you can help them. Make sure to continuously 
address these reasons throughout the sales letter. 

Tina’s Tip 

Some clients might ask if you can recommend a designer. You can add a lot of value to your 
client by encouraging them to get a designer who understands and has experience in online direct 
response marketing. Direct response is much different than a traditional graphic designer, and 
this will help them getter better results with their sales letter. 
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4. Because

As we previously talked about, use 
“because” in your writing because people 
respond to having a specific reason why. 
It can be very powerful when you’re able 
to enter into a conversation happening in 
a person’s head and then address what 
they’re already thinking with “because.” 

5. Leave ‘em hanging

A great sales letter leaves a reader 
hanging so they’ll continue reading. 

about that in a few moments” and leave it 
incomplete. Then a bit later come back to it and say, “Remember I was telling you about Frank 
and Bob? Let me tell you what happened.” 

For some writers, this may feel like something is disorganized or unfinished, but it’s an 
extremely effective strategy to leave a reader hanging so they need to go to the next page. The 
goal is NOT to have every page finished as a nice tidy package because a person might just stop 
reading there. 

A 1989 study by Harvard social psychologist Ellen 
Langer experimented with having someone ask a small 
favor of people waiting in line to use a library copy 
machine. They tried three scenarios:  

1. “Excuse me, I have five pages. May I use the copy
machine because I’m in a rush?”  94% of those
asked let the person skip ahead of them in line.

2. “Excuse me, I have five pages. May I use the copy
machine?”  Only 60% of people asked agreed. 

You can do this by using ellipses, 

partially telling a story, utilizing 3. 
incomplete sentences, or strategically 
placing copy to get them to turn the next 
page or continue scrolling. For example, 
you can say, “I’m going to tell you more 

“Excuse me, I have five pages. May I use the copy
machine because I have to make some copies?” 
Similar to the first time, 93% of the people asked 
let the person ahead even though no real reason or 
new information was added to justify the request.  
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Assignment: Review The Bullet Factory 

Read through this section of your workbook and review the samples provided. 
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SESSION 7: MAGNETIZE YOUR LEADS

You may have crafted the most elegant, extraordinary, and linguistically clever sales letter 
ever—but it will do you or your client no good if people don’t buy what you’re selling. The offer 
and guarantee of your sales letter are critical pieces. In fact, they’re what your entire sales letter 
is inevitably leading up to. 

The Critical Factor in Your Sales Letter: The Offer 

The most important thing to keep in mind when writing your offer is to keep it very simple. A 
confused mind doesn’t want to buy and people would rather buy nothing than make a mistake. 
You want to be very precise about what you’re offering and what a customer is going to get. 

• Make it super simple to understand
• Lay it out so that there is no doubt about what they’re getting
• Tell them HOW to buy it
• Don’t try to be fancy or clever

Writing the Offer 

As you’re writing the offer, don’t spend a lot of time on flowery or fluffy language—just write it 
very basically and then build upon that. You also want to make sure you think about the structure 
of the offer first before you start thinking about exactly how you’re going to write it. You want to 
make sure you’ve clearly outlined what exactly a customer is going to get with their purchase and 
how to buy it (click a button, send an email, etc). 

Also, you don’t want to give customers too many options because it’ll confuse a person and cause 
them to feel unsure about their decision. You want to write the offer in a way that makes it as 
minimally risky as possible. People want to feel safe when they make a purchase online. As you 
write the offer you need to remove the risk, which you do through writing the guarantee.
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Testimonials: How to Provide Proof and Overcome Skepticism 

Providing proof and overcoming skepticism are critical elements to address when writing your 
sales letter. Testimonials are the best and most effective way to provide proof or overcome 
skepticism. 

Different Ways to Use Testimonials 

• Never lie or make up testimonials. Not only is it unethical, it’s also illegal.
• Try to include a full name, city, and state when possible. By doing this, you give more 

credibility to your testimonial. There may be times when this is not possible, but when you 
can, do so.

• Set the testimonials apart so people can clearly see them. You want your testimonials to 
stand out, and one way to do this is with formatting. Use a different font (if you’re using 
Times, put the testimonial in Arial), or use a box, shade them, or put a border around the 
testimonial.

• Indent them from the rest of the letter in order to make them stand out more.
• Put testimonials down the margins of a page. In some sales letters, it might make sense 

to put testimonials down the sides of the page in a column. The benefit of putting 
testimonials down both sides of the page is to have proof surrounding the letter the entire 
time a person is reading (which can be very effective). It does make your sales letter 
narrow, so it has to be designed right if you use them this way. You can also put 
testimonials in only the right margin in a column all the way down.

• Set the testimonials up rather than just dropping them in. For example, you could say 
something like, “If you’re wondering what this would do for you, this is what it’s done for 
these people.” You can also say, “Our files are stuffed full of comments like these and we 
would be happy to share them with you.”

• Create little headlines directly from the testimonial of the primary benefit received. 
For example, create a little headline like “Lost 20 Pounds” in order to take a little piece of 
what the testimonial said and let it stand out like a little tiny headline. Doing so calls the 
person in to read it because they see the benefit that another person got.

• Use audio testimonials. However, if you do use audio, you’ll also want to have a written 
version as well. Since some people are more visual or auditory, you want to make sure that 
the testimonials can be presented in a variety of styles.

• It’s perfectly fine for you to write testimonials IF you’ve spoken with the person and 
they approve the finished copy.

• You can stack testimonials when you want to connect readers to what you’re saying. 
You can set it up by writing “multiple people have gotten extraordinary results” and then 
put 3-5 testimonials in a row. Or you can put them immediately after a subhead.
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The Guarantee 

To remove the perceived risk for a customer, you need to have a solid guarantee. It’s pretty 
common for a person to be ready to purchase something online, see one little snag or concern, 
and then not follow through. You need to assure a person they’re not at risk if they buy. A 
solid guarantee can be the tipping point that causes a person to decide to go through with their 
purchase. 

Tips on Writing Your Guarantee 

1. Make it easy to understand.

2. Make it very clear that there is NO RISK through the guarantee.

3. Have fun creating a name for the guarantee—give it an expansive name.

4. Make sure the guarantee can be honored.

Tina’s Tip 

There are going to be times when you’ve reached a block and can’t think of what to write next. 
You feel like you’re forcing it and it’s not coming easily. When this happens, stop and go do 
something else for a while. You’d be surprised at how much you can think of with the 
subconscious. 

Make sure you have a journal or tablet nearby because you may have something in your 
subconscious and you want to make sure you capture it. It might be while you’re taking a walk, 
running errands, or even sleeping at night. You have to take those opportunities and be ready to 
write down your ideas when you think of them. Trust that things will come to the surface and 
just let them. 
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We Guarantee It! Samples to Model 

Here are three different examples of what an effective guarantee might look like. 

This stuff works, plain and simple. But I want to remove even the tiniest scrap of doubt from 
your mind and make it entirely risk-free for you to make a decision now. 

So I’m offering an unprecedented… 

No Quibble Try-It-You’ll-Like-It 60-Day Money-Back 
Guarantee! 

Frankly, I’ve never done this before. And it’s entirely likely I’ll never do it again. 
There’s never been such a simple, risk-free opportunity to actually test drive your Inner Circle 
Journal membership. 

Become a member of the Inner Circle today for only $3.95 to cover shipping. See for 
yourself if what I say is true. Use it and put it to the test. 

And if by the end of 60 days, you truly do not feel this is for you, just let me know. 
I’ll gladly refund every cent of your membership fee (minus shipping) and we’ll part as friends. 

But make no mistake, this is a LIMITED TIME OFFER. You must act now if you want to 
have this no-risk golden opportunity to test drive your Inner Circle Journal membership. 

No Questions Asked, Put-It-To-The-Test, 
12-Month 100% Money-Back Guarantee!

Participate in one of our Compression Planning Workshops at the Compression Planning 
Institute. If after 12 full months, you can’t honestly say that using Compression Planning fully 
engaged your planning team…got everyone on board with clear focus…and resulted in an action 
plan that everyone understood and “owned”…if you can’t honestly say that you have shaved the 
time from Idea to Action by at least 30%...we don’t want your money! 

Just let us know. We’ll cheerfully refund every dime, and we’ll part as friends. I think you’ll 
agree this is more than fair, and removes every ounce of risk for you. 

All that’s left for you to do is step off the dead-end meeting treadmill and take action now. 
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More Tips on Writing the Offer 

1. Remember, the offer gets much more linear than the rest of the copy. I think of it as the 
“not so sexy” part of the writing because you have to be very organized, very linear, and very 
clear. This isn’t a place to go off on some tangent of creativity. This is a place to make it 
absolutely super simple for your prospect to understand four things:

1. Exactly what they’re going to get
2. Exactly what it’s going to cost
3. How they’ll receive/consume it (i.e. mp3, pdf, video)
4. What they need to do to get it

2. Simple vs Complex Offers:
Often, you’ll have a very simple offer—you’re selling a report or a video with a bonus. It’s 
pretty straightforward, but you still need to follow these guidelines.
In other situations, you might have a complex offer where you have a hodgepodge of stuff 
you have to organize into an offer. When you have a complex offer, you can create an outline 
where you write it out for yourself instead of trying to write compelling copy. Write it in 
terms of “Do I know what this person is selling here?” and “Will the person reading it
understand as well?” Lay it out in linear steps: 1, 2, 3…  

It’s simple… YOU tell us what you want, expect, and need to happen with your 
home mortgage. 

And then…We Deliver! If we do not live up to your 
expectations 100%, we will give you $500 OR two tickets to anywhere AirTran flies. 

What could be more fair? The only thing left for you to do is take action. Call today. 

No-Risk-To-You Personal Service Guarantee! 

Key Point 

If your offer isn’t clear, you’ll have people hesitate to buy. 
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3. Think of it like this. You have to remind people what they're going to buy and why they 
want it.
The metaphor I use for this is to think of a person who has been sitting by the side of the 
pool. At this point in the sales letter, they’re out to the end of the diving board and they have 
their toes curled over the edge. They’re looking at the deep end of the pool and are ready to 
jump into the water.
Your offer has to be that little push that pushes them off. They jump willingly, but with just a 
little bit of a nudge into the pool.
What you don’t want to have happen is for them to say, “Oh, that looks deep. I’m not sure 
what I’m going to encounter in there. I better take a step back.” And, ultimately they end up 
by the side of the pool in their beach chair wrapped up in their towel. This is not what we 
want to have happen! We want them to jump in with both feet and give a good old yell while 
they do it.

4. The confused mind doesn’t buy. If you present people with too many possibilities, choices, 
or things to figure out, even if they’re enthusiastic about your product, they’re not going to 
buy. They don’t want to make a mistake. They want to make a decision they feel good about 
and also fulfill the emotional aspect of the purchase. (i.e. they have to go tell their spouse, 
“Honey I just spent $700 but this is why I did this. I’m really excited about it.”)

5. If you have a multi-tiered offer (i.e. platinum, gold, silver), put the most expensive item 
first. You wouldn’t lead with gold; you’d lead with platinum. Start with the most expensive 
offer and work your way down because people often just go for the first thing on the list.
In addition, sometimes you even have a “throwaway” middle offer as there’s a tendency to 
buy what’s first or last on the list. So you may sell a few of the middle item, but it’s there 
more for strategy in order to highlight the first and last offer and provide contrast.

6. This is a place to focus on your salesmanship. It’s surprising how many copywriters do not 
feel comfortable with the process of selling. Or they’ll say they don’t know how to sell. I find 
this confusing and shocking. Flat out, you are selling here! You want the prospect to make 
that decision to buy.

7. Include bonuses here—additional materials that help you over-deliver on the promises, 
provide an additional aspect to the purchase, or a limited time offer. As long as it’s all real.
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8. You need to be consistent and truthful. Sometimes in an offer, there’s going to be a back-
end or continuity, such as a subscription or membership or additional materials that’ll come 
every month. If there’s continuity involved, don’t try to hide it or use tricky methods so they 
don’t have any idea this is going to go on. It’s not ethical and can get you in trouble with a 
variety of people, organizations, and most important, your customers.

Be very clear up front and tell them, “In addition, you’ll get 30 days of a free trial in xyz 
membership. If you like it, you don’t have to do anything and we’ll bill your credit card 
every month. If you don’t like it, you can cancel at any time and you won’t be billed. And 
you can quit any time along the way and you won’t be billed. There’s no obligation.” You 
really have to be that clear. You are much more believable too.

9. Future pace the prospect. This means taking them down the path of what they’re going to 
get, how they’re going to get it, how great they’ll feel when they get it, and how much it’s 
going to impact their life in a positive way. Take them through this one more time, repeating 
the promise of the headline and lead.

10. Make sure they can take immediate action (click on a link / add to cart). You don’t want 
to make them go through multiple steps to place their order. Make it as easy as possible.

11. Provide Multiple Contacts
Multiple contacts are when you give people more than one way to respond. Since people 
absorb and respond best to information in various ways, give them multiple contacts so they 
can select the one they are most comfortable with. For example:
Here are 3 easy ways to get started:
1) Call #
2) Email
3) Click on the button below

Additionally, not every sales letter is going to focus on the urgency to buy right now. 
Sometimes the primary purpose may be what’s called a lead generation letter which focuses 
on acquiring a person or lead to follow up with. Having multiple contacts is a great strategy 
in these situations. 

Lastly, giving multiple contact information make things real for people. When a person sees 
they can pick up the phone and call someone, or send an email, it strengthens the perception 
of a real person behind the letter—not just someone hiding behind the copy. 

"The fact is, everyone is in sales. 
Whatever area you work in, you do have clients and you do need to sell." 

—Jay Abraham 
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Example Offer: “Effort-Free Life System” 
NOTE: The copy below is an example of how to structure a complex offer. Even though I wrote 
this several years ago, this product and my copy is still online! Good copywriting really is timeless. 
I’ll lay it out step by step for you, so you can see there are… 

3 Easy Ways To Get Started Right 
Away!  

and you can try out any Edition at home for FREE: you just pay £4.95 for the courier 
delivery!!!! 

• FIR S T ,  you’ll be guided through the first essential – a brand new process called CAP
(pronounced ‘see-ay-pee’) to jumpstart your new life of miracles. You’ll find it very easy… in 
fact, you’ll understand it completely in just 30 minutes! 

• S E C O N D ,  you’ll jump on the fast track to burn this into your mind by listening to a brief
“magic bullet” each morning. You’ll be amazed at how energised you feel in only 4.5 minutes!

You’ll master this process within the first 5 days. And you’ll already be seeing so many 
miracles, you’ll eagerly invest 3-7 minutes a day to keep them coming! You may even find 
yourself looking for “spare minutes”… in the shower while driving to work… just so you can 
rapidly multiply how great you feel! 

• T H IR D ,  you’ll dive into the rest of your 8-CD set! They’re stuffed with step-by-step guidance
with pinpointed strategies for specific areas of your life, from personal relationships to
challenges with your health, to money issues.

Why do we give you so much? Because when you jumpstart your life with the Effort-Free Life 
System, it’s like blowing the hinges off the door to a long forgotten goldmine. 

When you step inside, you’ll be overcome with excitement, and thrill to the glistening promise 
you see all around you. But that’s just the beginning! 

Because you’ll instantly realise the monumental difference this will make in your life, and 
you’ll be hungry for MORE! You’ll want to go deeper into your gold mine to get everything you 
can. And as you go deeper, you’ll be eager to gather up reliable tools that assure you’ll get 
everything you want. 

That’s exactly what we’re giving you with your complete Effort-Free Life System. Proven tools to 
maximise your journey to success. 

Effo rt-Fre e Life  STANDARD Ed it io n 
£4.95  n ow  

– th en  £ 197 in  30  days
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But that’s not all! In addition to your 8 CDs, you’ll get… 

◆ A 3-month subscription to the Effort-Free Newsletter* and free accompanying C D
(£59.85 value)

◆ Exclusive access to the members-only Effort-Free Life Forum (a fabulous online 
resource to connect with new friends and share your success!)

◆ An attractive 69-page playbook, crammed with illustrations, examples, and easy guides to 
inspire you

◆ Extremely helpful and friendly “real person” support, just a phone call away (Monday 
through Friday, 9am-5pm)
*(Note: After 3 months your credit card will be charged the discounted price of £19.95 per month to continue receiving 
your Effort-Free Newsletter subscription. If at any time you wish to cancel, simply notify us and we will discontinue 
your membership immediately.)

You’ll get everything in the Standard Edition, PLUS… 

◆ Your “Perfect Day Process”: Your 7-minute blast-off to tame any extra-challenging days,
easily and effortlessly! (£29.95 value)

◆ Your “Big Dream Process”: Introduces 3 powerful tools to assure your wildest dreams come
true! (£29.95 value)

◆ “Bliss and Beyond Bliss”: Easily create a “natural high” in 8 minutes flat, for a light-as-a-
feather out of body experience! Leave the cares of the world behind, and say hello to joyful
euphoria! (£29.95 value)

◆ “Results Booster”: Wave this “magic wand” over any of your other self-improvement sets to
make them work like gangbusters! You’ll be thrilled with 5 amazing secrets to getting
massive results from PhotoReading, Genius Code, Centerpointe, or any similar personal
improvement product! (£29.95 value)

◆ 2-CD Set “Easy Money: How I Went From Earning £35,000 A Year To Making
£86,592 In Five Months”. Kenny (who has since skyrocketed to £400,000 a year!) explains
how he cracked the code to effortlessly create a jaw-dropping income, perfect relationship,
and amazing lifestyle! (This CD Set alone could be worth thousands to you because it
includes Kenny’s mobile phone number!) (£99 value)

◆ Dream Booster Vouchers: Simply write down 2 of your wildest dreams, and the Effort-Free
team will help you structure them for success, using our breakthrough
38-point Vision Matrix. We’ll make sure no stone is left unturned to assure your dreams
come true so fast and easily, you’ll be doing the dance of joy! (£100 value)

Effo rt-Fre e Life  ~ SILV ER E dition  £ 4.95  n o w – 
th en  5  e asy paymen ts  o f  £99.40  s tarting in 30 
days  (you  s ave  £ 468 .80! ) 
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◆ 3 Effort-Free Personal Coaching Calls! Three opportunities to schedule focused one-on-
one minute coaching calls with your Effort-Free coach. You’ll be guided to easily float into
an effort-free state that will skyrocket your success! (£450 value)

Total Value: £965.80 You Save £468.80! 

You’ll get everything in the Standard and Silver, PLUS… 
◆ Behind closed doors” private one-day event!

As a solid Gold member, you’ll bring your greatest challenge and biggest dream to an 
exclusive one-day event.

◆ By the end of the day, you’ll feel like you’ve conquered Mount Everest single-handedly after 
we effortlessly free you of all doubt and rocket your self-confidence into the stratosphere.

◆ You’ll spend the day with other successful Gold members, including Kenny Goodman 
and Debbie Margolis. (£495 value)

◆ One full year of monthly coaching sessions with me !

What would it mean to you to have a personal coach and mentor cheering you on to 
success? Its value is beyond measure!

You’ll get my private access conference call number. Then every month, you’ll join me 
for 90 minutes of sharing, caring, and guidance.

Each month we’ll focus on an important topic, plus I’ll answer your most pressing 
questions.

It’s exciting, inspiring, and powerful! Guaranteed to catapult you into success! Normally, 
90 minutes of my time would run you at least £900, so twelve sessions would set you back
£10,800.

Even when I kick in a 75% discount for group coaching, that’s still a £2,700 value!

◆ “Sizzling Relationship” 6-CD Set & Special Report [CAUTION: Adult Content!] You’ll
hear 6-CDs packed with explicit, stimulating instruction on exactly how to create the most
mind-blowing sex of your life!

Effo rt- Fre e Life  ~ GOLD E dition  £ 4.95 no w – th en  7  
e asy payme nts  o f  £ 142.43 s tartin g in  30  days  BEST 
V ALUE!  (yo u save  £ 5,111 .80! ) 
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You’ll even eavesdrop on 3 intimate sessions with a real-life couple, and discover how 
you can effortlessly transform your partner’s response from lukewarm disinterest 
into scorching desire. 

Fair warning though… if you can’t handle intimate conversations that bare all… do not 
listen to these CDs! (Each CD is clearly labeled “Adult Content”) (£299 value) 

◆ “Effort-Free Life At Work Play!” DVD or Video

Fascinating, entertaining, and inspiring… you’ll watch as I hand over a £600 cash tip to an
unsuspecting waitress!

Discover what she unknowingly did that automatically attracted abundance so
insistently, I was practically forced to reward her!

PLUS, see how 2 internationally known genius inventors (who between them have literally
changed thousands of lives!) are shocked and amazed when they experience the Effort-Free
Life System for the first time!

When you see their reaction, you’ll be even more excited to get started too! (I’m dying
to tell you who they are, but I had to twist their arms to let me film them, and I’m sworn to
secrecy in this letter!) (£99 value)

◆ 6 Effort-Free Personal Coaching Calls PLUS one 999 Emergency Voucher!

SIX opportunities to schedule focused one-on-one 30-minute coaching calls with your
Effort-Free coach. You’ll be guided to easily float into an effort-free state that will skyrocket
your success!

PLUS one 999 Emergency Voucher when you need help “Right Now!” on any issue. You’ll
get first priority when you call, and leap to the head of the queue for personal assistance
the instant your coach is available! (£1,050 value)

◆ 10 Amazing Dream Booster Vouchers!
EIGHT MORE than Silver Membership! Simply write down TEN of your wildest dreams,
and the Effort-Free team will structure them for success for you, using our
breakthrough 37-point Vision Matrix. We’ll make sure no stone is left unturned to assure
your dreams come true so fast and easily, you’ll be doing the dance of joy! (£500 value)

PLUS… order your Gold Edition in the next 11 days and you’ll receive a compact,
super lightweight “miracle minder” so you can easily attract torrents of prosperity in
just 3 minutes a day! (£12.95 value)

Total Value: £6,108.80 You Save A Staggering £5,111.80! 
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In addition, I’m going to heap on… 

2 More Fabulous Bonus Gifts!  
Bonus Gift #1: 

The first 297 orders of any Edition will receive a colourful mug with the inspiring message “I 
live an effort-free life” emblazoned on the side! Celebrate life every day when you sip your 
coffee or tea! But you must hurry… we only have 297 mugs left, and when they’re gone… they’re 
gone. (£9.95 value) 

Bonus Gift #2: 

You’ll get a bonus CD! “Success Secrets of the Happy and Wealthy”. Discover the one key 
factor blindly ignored by almost everyone in hot pursuit of wealth and success, and how to quickly 
implement it in your life to achieve miraculous results! (£19.95 value) 

But wait, there’s one more thing! Order Silver or Gold and get... 

A further bonus gift  worth £199 
That’s right, we’ll include a further gift which LifeTools customers have paid £199 to get – and 
we know you’ll be delighted with it! But we only have 93 of these left, and once they’re gone, 
they’re gone, so order your Silver or Gold Edition today! 

So if you’re honestly ready to change your life, remember the deal… 

Try The Course FREE OF CHARGE For 30 Days 
– Just Pay Us £4.95 For The Courier Delivery!

That means that if you are sincere in your desire to live the life of your dreams, you can put the 
Effort-Free Life System to the test for a nominal cost of £4.95! 

If you decide to keep the course, 30 days after you order we’ll start charging the course to your 
card. 
And you’ll have my… 

100% We’ll-Take-All-The-Risk Guarantee! 

Here’s how it works... if, after a total of 61 days in your home, you’re not feeling the difference in 
your life, recognising miracles, and attracting prosperity, and you decide not to keep the course… 
no problem: just return it, and we’ll cheerfully refund all monies you have paid for the course so 
far. We’ll take all the risk, and you won’t lose a penny. 
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So you see, you have nothing to lose, and everything to gain! 

Here’s What To Do Right Now… 
Click here to order either the Standard, Silver or Gold Edition. 

Or you can ring 01189 483444 if you’re in the UK, 011 44 1189 483444 if you’re in the United 
States or +44 1189 483444 if you’re anywhere else in the world – and ask for either the Standard, 
Silver or Gold Edition. And the one I recommend the most highly if you are determined to change 
your life forever, is the Gold Edition. 

We will send you Effort-Free Life on CDs if you do not specifically ask for tapes. If you do want 
tapes, please ensure you ask for them when you order or tick the right box on your order form. 

At LifeTools, we love helping you create a life rich with possibilities that truly makes your 
deepest desires and dreams come true. You can depend on the fact that we are here to support 
you every step of the way. 

I urge you to embrace this phenomenal opportunity to transform your life now. I truly believe with 
all my heart and soul that the Effort-Free Life System will finally unlock the door to getting 
anything you want out of life. 

Wishing you massive and effort-free success! 
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Assignment: Put it all into practice… 

1. Before our next session, choose a topic you would like to personally promote, and practice 
writing 1-2 pages of copy, using all of the core pieces we’ve covered so far.

2. It’s now your turn to begin writing your own offer and guarantee!
Option 1
If you’re a professional copywriter: Write an offer and guarantee for your services as a
copywriter. 

• What exactly are you offering?
• What will a client get?
• What added value do they get by working with you?
• What is the guarantee?

Option 2 
If you own your own business: Write an offer and guarantee for a product or service your 
business offers. 

• What exactly are you offering?
• What will a client get?
• What added value do they get from using your product or service?
• What is your pricing?
• What is the guarantee?
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SESSION 8: ENGAGING EMAIL MARKETING

There was a time where if someone wanted to do business with you, they had to try to get your attention 
through direct mail, telemarketing, or face-to-face. The problem? Most of the time these marketing 
methods were completely unsolicited. They were “push,” as marketers pushed information to consumers 
whether they wanted it or not. As a result, we often refer to these solicitations in a negative way and 
respond angrily. Email marketing is different. It uses what is known as “pull marketing” to attract the right 
people to you. Your audience is choosing to receive your message, versus you forcing it upon them. This 
all starts with an “opt-in.”  

Tina’s Tip 

To make your email marketing campaign super simple to create, track, and follow, I 
recommend using: ConvertKit (http://tinalorenz.com/ConvertKit) 

Opt-Ins: What Are They and Why Are They So Important? 

What is an Opt-In Box? 

An opt-in is a box on a web page that typically asks for a person’s name and email address. 
The purpose of this is to acquire a list of names in order for you or your client to build your 
database and communicate with those who have visited the website. However, latest tests are 
showing a higher opt-in rate when websites JUST ask for the email address. 

The opt-in generally goes to an email list management system like ConvertKit, Drip, or 
Active Campaign that systematically tracks these leads and their communications. 

The opt-in box is so important because it’s the primary way to collect names online for a 
database or master list. If people are coming to a website (whether it’s for your own product or 
for a client) and they browse the site and leave, you have no way to continue talking with them if 
you don’t capture their information. Many people may visit a site and not purchase anything the 
first time, but when the relationship is nurtured through ongoing communications, this person 
could eventually become one of your best customers. 

Authentic Copy by Tina Lorenz 

http://tinalorenz.com/ConvertKit
http://www.Authentic-Copy.com


In fact, it costs more money to acquire a lead or client than it costs to maintain one. You or 
your client might be spending money to get a first-time visitor to your site, but if you don’t 
have a way to create a long-term relationship with them, you’ll lose out on potential business. 
For example, if a company is using Google Adwords or Facebook Ads to drive traffic to the 
site, it can cost a lot of money to get one person to that site and convert them to a client. By 
capturing contact information, a company can set up a system where they can continue to talk 
to these potential customers via emails and autoresponders (more on that in the next session). 

Whether it’s for your own business or your client’s business, opt-in boxes are an extremely 
important part of a website. Many people in marketing report that up to 90% of their sales come 
from their autoresponders, not from a first-time visit on a website. 

1. Writing the Opt-In Copy
Writing the copy for an opt-in is very simple—you can write it in Microsoft Word. Most 
copy for an opt-in is very brief—it might only be 10-15 lines at most on a 1-page document. 
You need to include 3 main components of copy for your opt-in: 1) Email (and maybe name), 
2) What they’ll receive, and 3) A privacy/anti-spam message.

2. Include a place for them to enter their Email
Indicate a place for the customer to insert their email (and name if you or the client wants 
this information) by putting brackets where you want them to go.

3. Briefly let them know what they’ll receive
You want to give a customer something of value in exchange for their information—
sometimes referred to as an “ethical bribe.” What benefit or product will this person get by 
giving their email? What are they signing up for? The most efficient opt-ins promise some sort 
of deliverable value—whether it’s a newsletter, information, valuable content and tips, a 
special report, ongoing communications, etc. Let them know what they’ll be getting—but keep 
it very short and simple.

4. Create a Privacy/Anti-Spam Message
It’s also very important to insert some form of a privacy or anti-spam message. This is where 
you let them know that you’re not going to share or rent their name and at any time they can 
unsubscribe. Depending on your business or the client, you can also add some personality to 
this message.
Examples:

• We respect your privacy and we promise to never sell or share your information.
• We hate spam as much as you do and we will never under any circumstances give your 

information to anyone. If you ever unsubscribe, we’ll disappear into the night.
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You also want to make sure you never trap someone in the opt-in—you want to make sure 
that they can opt OUT (have the option to remove themselves from the list at any time). 

Sample Opt-In 

Tina’s Tip 

When creating the opt-in box you’re not doing the design, but you do want to lay out a 
general idea of how the opt-in box should look. As a copywriter, this is how you can add 
value to your clients by offering suggestion on layout and placement. 

The most valuable piece of real estate on a web page is the upper-right corner. 

Tips for Opt-In Box Layout 
• A very safe solution is to place an opt-in box in the upper-left or upper-right section of the 

web page.
• You want your opt-in above the fold—you want it where they can see it right away.
• You also may want to repeat it farther down on the page as well.

Discover	what	“they”	don’t	want	you	to	know.	
Sign	up	for	your	revealing	consumer	report.	

Name:	

Email:	
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The Most Common Spam Words 

4U Claims you are a winner 
Accepts credit cards Claims you registered with 
Act now! Don’t hesitate! 
Additional income 
Addresses on CD 
All natural 
Amazing 
Apply online 
As seen on 
Auto email removal 
Avoid bankruptcy 
Be amazed 
Be your own boss 
Being a member 
Big bucks 
Bill 1618 
Billing address 
Billion dollars 
Brand new pager 
Bulk email 
Buy direct 
Buying judgments 
Cable converter 
Call free 
Call now 
Calling creditors 
Can’t live without 
Cancel at anytime 
Cannot be combined 
Cash bonus 

Kind of partner 
Click below 
Click here link 
Click to remove 
Click to remove mailto 
Compare rates 
Confidentially on all orders 
Congratulations 
Consolidate debt and credit 
Copy accurately 
Copy DVDs 
Credit bureaus 
Credit card offers 
Cures baldness 
Dear email 
Dear friend 
Dear somebody 
Different reply to 
Dig up dirt on friends 
Direct email 
Direct marketing 
Discuss search engine listings 
Do it today 
Don’t delete 
Drastically reduced 
Earn per week 
Easy terms 
Eliminate bad credit 

For instant access 
Some 
For just $ (some amt) 
Free access 
Free cell phone 
Free consultation 
Free DVD 
Free grant money 
Free installation 
Free investment 
Free leads 
Free membership 
Free money 
Free offer 
Free preview 
Free priority mail 
Free quote 
Free sample 
Free trial 
Free website 
Full website 
Get it now 
Get paid 
Get started now 
Gift certificate 
Great offer 
Guarantee 
Have you been turned down? 
Hidden assets 
Home employment 

Tina’s Tip 

If you’re working on a copywriting project for a client who does not have an opt-in, you 
can suggest creating one—this is how you add value to a client and simultaneously build 
more copywriting projects from your clients. 
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Cash Cash Cash Email harvest Human growth hormone 
Casino Email marketing If only it were that easy 
Cents on the dollar Fantastic deal Increase sales 
Check or money order Fast Viagra delivery Increase traffic 
Claims not to be selling Financial freedom Insurance 
Claims to be legal Find out anything Investment decision 
Join millions  For free It’s effective 
Laser printer No questions asked Reverses aging 
Limited time only No strings attached Risk free 
Lose weight spam Not intended Round the world 
Lower interest rates Offshore S 1618 

Offer expires Satisfaction guarantee 
Offers coupon Save $ 
Offers extra cash Save big money 
Once in a lifetime Save up to 
One hundred percent free Score with babe 
One hundred percent guaranteed See for yourself 
One time mailing Sent in compliance 
Online biz opportunity Serious cash 
Online pharmacy Serious only 
Only $ Shopping spree 
Opportunity Sign up free today 
Opt in Social security number 
Order now Special promotion 
Order status Stainless steel 
Orders shopped by priority mail Stock alert 
Outstanding values Stock disclaimer statement 
Pennies a day Stock pick 
Please read Strong buy 
Potential earnings Stuff on sale 
Print form signature Subject to credit 
Print out and fax Supplies are limited 
Produced and sent out Take action now 
Profits Talks about hidden charges 
Promise you… ! Talks about prizes 
Pure profit Tells you it’s an ad 
Real thing Terms and conditions 
Refinance home The best rates 
Removal instructions The following form 
Remove in quotes They keep your money—no refund! 

Lower monthly payment 
Lowest price 
Luxury car 
Mail in order form 
Marketing solutions 
Mass email 
Meet singles 
Member stuff 
Message contains 
MLM 
Money back 
Money making 
Month trial offer 
More internet traffic 
Mortgage rates 
Multi-level marketing 
Name brand 
New customers only 
Nigerian 
No age restrictions 
No catch 
No claim forms 
No cost 
No credit check 
No disappointment 
No experience 
No fees 
No gimmick 
No inventory 
No investment Remove subject They’re just giving it away 
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No medical exams Removes wrinkles This isn’t junk 
No middleman Reply removes subject This isn’t spam 
No obligation Requires initial investment University diplomas 
No purchase necessary Reserves the right Unlimited 
Unsecured checklist We honor all Will not believe your eyes 
Urgent Weekend getaway Winner 
US dollars What are you waiting for? Winning 
Vacation offers While supplies last Work at home 
Viagra and other drugs While you sleep You have been selected 
Wants credit card Who really wins?  Your income 
We hate spam Why pay more?  

“Be a yardstick of quality. 
              Some people aren't used to an environment where excellence is expected.” 

           —Steve Jobs 
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Assignment: Putting It All Together 

Play around with ConvertKit. Practice using the techniques showcased in this session. 

Extra Credit: Imagine you know a successful entrepreneur with a highly profitable lemonade stand. 
For the past two years, he has had incredible profits and the business has expanded into several new 
markets. All of a sudden, however, people have stopped buying lemonade and profits are dwindling. 
This is where you come in: You are called in as an expert marketer and strategist to help solve the 
lemonade crisis. Write an email marketing campaign, using the following 7 templates that can be 
used to turn around the lemonade business and get people to start buying lemonade again. 

Email #1 

Topic (what is the email about?): 
______________________________________________________________________ 

Subject Line: (try using an emoji in your subject line!) 
______________________________________________________________________ 

Email Outline: 
_____________________________________________________________________ 
_____________________________________________________________________ 
_____________________________________________________________________ 
_____________________________________________________________________ 
_____________________________________________________________________ 
_____________________________________________________________________ 
______________________________________________________________________ 

Call to Action: 
______________________________________________________________________ 
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Email #2 

Topic (what is the email about?): 
______________________________________________________________________ 

Subject Line: (try using an emoji in your subject line!) 
______________________________________________________________________ 

Email Outline: 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 

Call to Action: 
______________________________________________________________________ 

Email #3 

Topic (what is the email about?): 
______________________________________________________________________ 

Subject Line: (try using an emoji in your subject line!) 
______________________________________________________________________ 

Email Outline: 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 

Call to Action: 
______________________________________________________________________ 
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Email #4 

Topic (what is the email about?): 
______________________________________________________________________ 

Subject Line: (try using an emoji in your subject line!) 
______________________________________________________________________ 

Email Outline: 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 

Call to Action: 
______________________________________________________________________ 

Email #5 

Topic (what is the email about?): 
______________________________________________________________________ 

Subject Line: (try using an emoji in your subject line!) 
______________________________________________________________________ 

Email Outline: 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 

Call to Action: 
______________________________________________________________________ 
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Email #6 

Topic (what is the email about?): 
______________________________________________________________________ 

Subject Line: (try using an emoji in your subject line!) 
______________________________________________________________________ 

Email Outline: 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 

Call to Action: 
______________________________________________________________________ 

Email #7 

Topic (what is the email about?): 
______________________________________________________________________ 

Subject Line: (try using an emoji in your subject line!) 
______________________________________________________________________ 

Email Outline: 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 

Call to Action: 
______________________________________________________________________ 
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SESSION 9: DEMYSTIFYING AUTORESPONDERS

Now, this is a copywriting course, but remember in the beginning when I said you can’t separate 
copywriting from your overall marketing plan? If you don’t understand who you’re writing for 
(the customer) and how it fits into the larger marketing funnel, you’re going to be at a great 
disadvantage writing copy. 

Throughout this course we’ve talked about how to not only write effective sales copy, but also 
about other strategies (i.e. opt-ins, etc.) you can add to your or your client’s arsenal to improve 
the marketing results. In this last session, we’re going to focus on autoresponder sequences, 
which will not only help create and maintain a relationship with potential customers, but it will 
automate the entire process. 

How Autoresponders Can Help Grow Your Business 

Autoresponders (n.) 

Autoresponders are automatic email messages preset in an optimal sequence and at specific time 
intervals to be sent to your list. They are used in email marketing to keep in touch with your 

clients, provide information, and augment other marketing processes—in essence to help manage 
and build your list. 

Remember, the most expensive cost of acquiring a new customer is on the front end—getting 
them onto your list and into your sequence where they can take action. For example, if you’re 
using PPC (pay-per-click), your campaign could be costing you (or your client) $2,000, $10,000, 
or $30,000 a month for people to click on the ad, go to the site, and opt in. Regardless of how 
you’re doing it, there is usually a significant cost of acquiring new customers. 

Therefore, once a customer opts in, you want to maximize the value of this customer. You want 
to build long-term value. The customer has already told you they are interested in opting in and 
now you want to keep putting offers in front of them. 

Often it takes multiple contacts before they decide to buy. For example, seven or eight contacts 
before the first purchase is not unusual. The customer has expressed an overall interest in what 
you have to offer, but they’re not quite ready to purchase. 

This is where autoresponders come in. They help you stay in communication with these 
customers on an ongoing basis and allow you to keep putting offers in front of them. It’s a way 
for you to keep tapping them on the shoulder and engaging them one level deeper as if to say, “I 
know you were interested in this, so let me explain it a little more for you.” 
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Done effectively, autoresponders provide an easy way for you to give more content, add more 
value, and expand on one point of your sales message each time. They continue to build 
relationship and trust to the point where your customer is ready to buy. And even then, they can 
be used on the back end to make sure the customer is still getting offers and value through time 
so you can extend the life and value of this customer to your business. 

Use an Automated System With a Proven Track Record 

As a copywriter, it’s not your job to figure out the back-end technology to deliver the 
autoresponders that you’re writing to someone’s list. What you can do, however, is recommend a 
quality service to do this for them. 

There are several platforms you can use to set up your autoresponder series. 

What’s great about this is once you set up the autoresponder sequence (write the copy, put them 
in order, and define how far apart the prospects should get them), you don’t ever have to deal 
with it again unless you want to change it. 

Autoresponder Packages for Clients 

One of the things we’ve talked about in this course is the importance of you being the strategist 
with your clients. It’s your job to tell them what they need, not for them to give you an order for 
what they think they want! 

Often I get inquiries that ask me for one or two autoresponders. When I get these, however, I 
don’t just write back and say “No, don’t do that.” Instead, I go through the consultation process 
(remember Session #1?) and talk to them about their product. In this process, I explain to them 
that frequently clients may think they only need one or two, but they actually need at least seven, 
and here’s why. 

So as you build your Direct Marketing 101 Package for clients, autoresponders are a great tool to 
add a ton of value. When you talk to prospects, make sure you position yourself as the expert and 
lead the way in terms of what they need. After you do some background and talk to them, you 
want to go back to them with a package that includes a sales letter, the opt-in and a series of 
autoresponders, or some variation of this that supports their specific needs. 

Finally, remember to price them by the package and not by each individual autoresponder. You 
are not a dollar store with a special on 12 autoresponders for $1 each today only! My guess is 
that if you’ve made it this far into the course, you get my point and we don’t have to have this 
conversation anymore. ! 

How do you price an autoresponder series for your clients? It will depend on what you’re doing 
for your client, your experience, and how effective they are. The low end for a series 
might be around $1,500, or you can do things like seven for $2,500 or up to $5,000. 
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The Nuts and Bolts of Writing Effective Autoresponders 

Now that you have an overview of what autoresponders are and how they work, let’s break them 
down and learn how to write them effectively. 

1. First and foremost, the best autoresponder messages build the value of the product. Each 
one escalates the intensity from the one before it. In other words, you don’t send the first one 
out saying, “I’ve got this great product and you should buy it immediately.” Instead, think 
about this as a conversation with someone. You are building a relationship and trust so you 
must be conversational in your approach and tone.

This is not some type of self-conscious sales message, but rather a personal conversation 
you’re having with your customer.

2. Determine how far apart to send the autoresponder messages. This may take some 
testing and tweaking but as a general rule, always send out the first one on the first day that 
the customer opts in to the list. Then, the next one might go on day two or three. And then 
the next one on day seven. So you might send out seven autoresponders over a period of two 
or three weeks. Or, one every five days or so.

If you’re doing something like “tip of the week” then obviously you’re going to set these up 
as an autoresponder series as well.

Anatomy of an Autoresponder: How to Write Them Effectively 

1. The Subject Line: The subject line can make or break your message before you even start.
Someone will decide whether or not to open your message based on this one factor. Think of 
the subject line as a little headline that’s going to make them open their mail.

When you write a subject line, be careful not to use too many exclamation points or use too 
much hype. A great way to think about it is the lower the hype, the lower the probability 
your email will look or feel like spam.

Make it interesting, intriguing, mysterious, pertinent, and timely.

Tina’s Tip 

Be careful about using timely elements that are negative. For example, I got a subject line 
that said, “This is going to be bigger than a tsunami.” When you opened the copy, it said, 
“Gosh, I hate to use a word that’s associated with so much death and destruction…” Now 
some people liked this approach. For me, it was a turnoff. I like to stay away from anything 
closely aligned to something that was a negative, or even tragic, event. 
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2. Personalizing: If done correctly, personalizing can increase your open rate. Have you ever gotten 
an email that literally says, “[Insert name here], how are you today?” This is my personal 
favorite. Sometimes things happen but this is why you always test and check your email 
messages before sending them. In other words, send the message to yourself and/or your client 
for final proofing before sending to your entire list.
You can personalize at the front or back of the subject line. For example, “Hey, what are you 
doing, Bob?” or “Suzie, are you blooming yet?” Be sure to mix it up. Use it sometimes, but not 
always.
Finally, I recommend using only the first name. It’s much more personal than saying, “Hey, Bob 
Brown…”

3. Tell a story and make it relevant. You can write a short story with your autoresponder. To do 
this, you can make up a story that’s based on an event you just witnessed or experienced and add 
to it in order to make it relevant to the sales copy.
For example, I wrote a story once about two people who were out for a morning walk and went 
into a deli to buy some cheese. Behind the counter, they saw a little old lady with a cane all bent 
over. (This is something that really happened.) I used this in the story but enhanced it by adding 
that while they were buying the cheese, they started to think about how sad it was because 
osteoporosis is such a preventable condition when proactively treated (this is the part I added to 
make it relevant).

4. Don’t forget a call to action even if it’s very small. You don’t have to do this every time. If you 
do have tons of them, then you might want to tell it like a success story. On the other hand, if you 
want it to be low key, you can do it in the P.S. Either way, don’t be afraid to have a call to action. 
What do you want them to do? Do you want them to go back to the website? Do you want them to 
call you on the phone? Do you want to give them the option of reaching you by email? To go here 
and buy this now? Remember, we’re not having a little chat for the heck of it.

5. Length: My autoresponders are anywhere from a page and a half to two pages. They can be one 
page too. Occasionally you might want a short message, but overall for an autoresponder 
sequence about a page and a half usually does the trick. It’s enough to make your point and tell 
the story, but not so long that it goes on and on. Autoresponders need to be quick and easy to 
read. Otherwise, since we all get so many emails, it may not be read.

6. The P.S.: One of the concerns in internet marketing about the P.S. is whether or not it will be 
seen. I recommend a P.S. for anything you do. In an email, the P.S. should usually be
kept rather brief, and reiterate something from the body of the email, not introduce another very 
important element. I also like to include the URL of whatever the topic has been presented in the 
message as an additional call to action. For example, “By the way, the website again is [URL].”
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Sometimes you can break this rule to “tack on” a short blurb about another promotion, or an 
affiliate link, but only if you have NOT put a call to action in the body of the email. This 
would apply to more of a relationship-building email where you’re sharing content or 
information, but not selling directly—more of a “by the way” little add-on with a call to 
action. Remember, the confused mind doesn’t buy—so you don’t want to mix up two 
different offers in the same message. 

“Make it simple. Make it memorable. 
Make it inviting to look at. Make it fun to read.” 

—Leo Burnett 
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10 Tips for Using Autoresponders Successfully 

1. Each one should be different and expand upon one specific point of your sales message. 
This way, when they’re sequenced in the autoresponder series, you maximize the chances 
that one of these messages will tip a customer over the edge to buy.

So let’s say you’re writing eight different autoresponder messages. Each one will have a 
different point, a different button that is going to get pushed for the customer.
For example, your prospect might read the first two autoresponders and think they’re nice 
and interesting but they don’t compel them to buy. But when they get to the third message, 
maybe the one about working from home or whatever it is, it clicks and they think, “Okay, 
this is exactly what I want to do. Now you have my attention.”

2. Use an authentic voice that targets the prospect’s interests, wants, and needs and 
therefore builds relationship and trust. There are autoresponders out there that yell to 
people, there are some that are dry and boring, and there are others that can be downright 
offensive. Your goal is to understand the prospect’s mindset as much as possible so that you 
can write in an authentic voice that speaks to them directly.

3. Write and sequence your autoresponders appropriately so that it feels like they were 
written to the customer five minutes before the Send button was hit.

4. You can never have too many autoresponders. As a rule of thumb, I recommend at least 
seven to ten, but depending on your product and content, you could easily have twenty, 
especially if you’re going to space them out. The minimum would be seven on a particular 
topic you want to hammer home.

5. Use your spam filter or spam block feature to avoid words that trigger spam filters. 
Email deliverability is a huge problem and will continue to get more so—the wrong 
combination of words or an overall “feel” to your copy can stop your messages from getting 
through.

That’s why it’s essential to keep up to date with an excellent spam checker that figures this 
out FOR you. There’s an art to writing emails that will get through—and even some of the 
examples in this workbook could have difficulty now—that’s how fast things change. There 
are some excellent free spam-check programs. I have included three in your Resource 
section.
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Whether you’re writing emails for your own product or for a client, you need to add this step 
to every email you create.  

But if you’re writing them as a document to be uploaded later by either yourself or your 
client, you need to be sure what you’re writing will actually get delivered to your prospects. 

6. Don’t let your list get cold. So often I hear people say, “I have about 5,000 people on my 
list.” When asked though when is the last time they contacted them, the answer is, “I don’t 
know. I haven’t talked to them in about 2 years!” This is like saying you don’t have a list. 
Remember, a list can go cold very fast—even within a month, if you’re not staying in contact.

7. Train your customers to watch for messages from you. You want to get to the point where 
they look forward to reading what’s coming from you.

8. Use topical events and timely things going on in your autoresponders. I’ve done things 
like, “Sarah, are you a desperate housewife?” or use stuff from a current TV show in order to 
be a bit mysterious or edgy.

9. Overall formatting: Keep it simple! This will also increase deliverability. The best 
deliverability is plain text. I’ve noticed in the work I’ve done for big companies, they can be 
all over the place when it comes to email formatting and HTML (allows use of color, photos, 
full design). The challenge with HTML is it cuts down on the deliverability and may not get 
through. There is just no simple way to get all that fancy formatting to work properly on 
everyone’s computer.

There are actually some smart ways to use HTML to make your words or an image the live 
link, or hyperlink, while the rest of the message appears as plain text.

Tina’s Tip 

It used to be you could use the words “no cost,” but now they’ve actually become 
another spam filter problem too. You can use “complimentary” or “as a gift” or 

“without spending a dime.” 
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This can improve the conversions from your emails, and even strengthen the copy when done 
correctly. But this is a more advanced method of creating your emails I’ll cover in another 
program I’m developing. 

The bottom line is that plain text works for everyone. And to be clear, all that means is it 
looks like you just typed it. There’s nothing fancy about it. 

10. Create a naming system that allows you to sequence your autoresponders effectively. I
typically do two things: (1) Use a name that relates to the theme of the autoresponder such as 
“flowers,” or “meadows.” (2) Number them in the file name so you (and your client) can 
keep track of the correct sequence.

Litmus Test of Effective Autoresponders 

In addition to the obvious metrics such as opt-ins and sales, when you have great autoresponders, 
you’ll actually start to get customers writing back to you. They’ll literally hit reply and say 
things like, “Bob, thanks so much for this message. I was just thinking about this today.” When 
you make your messages real and compelling and put your personality into it, people will 
respond directly to you. 

In addition, when they’re well written, you may have people start referring to them as “your 
newsletter” even when you’ve never called it that or used any kind of fancy formatting or design! 
Because there’s content and value in it, they’ll name it for you, which is a good sign. 

Other Clever Ways to Use Autoresponders 

1. The Instant “Writes Itself” Autoresponder: This way of using autoresponders builds proof
by using testimonials in the autoresponder series. This can be a great way to wrap up a 
sequence for a client and it’s very effective, easy, and fast.

Throughout the sequence, you’ve been talking to the customers again and again. By the time 
you’re getting toward the end of the series, it can be as simple as saying, “By now you 
should feel like jumping through rings of fire to have this thing, but if by chance you’re still 
hesitating, let me have some other people speak for me.” Then you give the testimonials
(ideally at least three). Finally, wrap up with “To your success” and give them the links of 
where to go.

Tina’s Tip 

Always spell-check and proof your autoresponders. Actually, this goes for anything you 
write. Not only is it unprofessional to have misspelled words and grammatical errors, but 
it takes away from your credibility. 
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You can also sprinkle testimonials in other autoresponders too, but it’s a great way to stack 
them at the end and bring the client to a peak point of wanting to buy. 

2. Broadcasts & Rebroadcasts: One of the things I like to do on occasion in ConvertKit is
what’s called “broadcast.” Once everything is set up in your autoresponder system, you
can go in and write an email, check it, test it, and send it and immediately it will go to the 
whole list.

In addition, autoresponders can also sometimes be repurposed and sent again down the road. 
It may sound crazy, but if you have someone with a big list, they might want to test randomly 
selecting one of their autoresponders and sending it as a broadcast. Even though maybe the 
people got the same email two months ago, they don’t seem to mind the rebroadcast and 
you’ll even get some people to buy off of it even though they got the same message two 
months ago.

"No matter what your product is, you are ultimately in the education business. 
Your customers need to be constantly educated about the many advantages of 

doing business with you, trained to use your products more effectively, and taught 
how to make never-ending improvement in their lives." 

—Robert G. Allen 
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Autoresponders at Work: Examples to Model 

NOTE: The following examples showcase conversational style, or what we call a “soap opera 
sequence.” A soap opera sequence is specifically designed to create curiosity and a feeling of 
“unfinished business.”  This “open loop” instills a feeling, desire, or curiosity to complete the story 
(close the loop!). 

These email samples are written exactly as I provide them to my clients. 

You will see there are TWO subject lines, #1 and #2. 

Here’s why… 

I always write two subject lines for my clients because you can increase the open rate by as much as 
15% by re-sending the same email to the un-opens with the second subject line. 

The only thing you change is the subject line. The rest of the email stays exactly the same. 

But your client does need to use an Email Service Provider that can accommodate this strategy or be 
willing to implement this strategy manually.  

EMAIL #1 

SUBJECT LINE:  [Fatigue-Lesson 1] Are you still tired? 

Hi [name], 

I’m just wondering… 

Is fatigue still dragging you down? I mean like…WAY down. 

Tired all the time. Feel like you’re swimming through molasses? Brain fog? 

Oh yeah, I know all about that feeling. 

It was almost like I had to keep it a secret, you know?  

After all, I’ve been a doctor for 21 years. I’m supposed to have it all figured out. In fact, I was 
actually kind of embarrassed for anybody to know I had the same problem a lot of my patients had! 

I DID get it figured out. And when I did…WOW. It made such a huge difference in my life. 

But I still had the issue of so many patients streaming through my office every single day 
who were asking, pleading, crying, frustrated…just trying to find a solution to THEIR fatigue. 

That’s when I began digging in and teaching my patients what I’d discovered. 
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It’s also why I wrote the downloadable book, “Free Yourself from Fatigue.” 

You got the first chapter from me as a gift. I hope you read it! 

When I first exposed my patients to these concepts, it was a huge AH-HA and relief for them. 

In fact, it also triggered a rush of comments and verbal “high fives” from women who were 
finding lasting relief from their fatigue. 

“OMG!! I’ve been so tired for so long! Now I understand why! More importantly, I understand 
how to change it and without feeling badly, as if I've been doing something wrong all these years. 
I’m starting to imagine what’s possible! Many thanks to Dr. Kalt for giving me the map!”
~Sammy A.
 
“Wonderful book - practical, humorous, compassionate.” ~Patti H. 

“Dr. Kalt gives strong practical advice...quiet your mind through your senses...eliminate false 
core beliefs that tire your spirit. These are things I can begin doing immediately. ~Patricia N.

There are SO many useable and effective strategies revealed in “Free Yourself from Fatigue,” 
it truly changes lives. 

That’s why I’m practically giving it away right now, for an itty-bitty $17.  

Think about it. It can change your life for less than a greasy fast-food meal for four. 

Or an expensive pharmaceutical solution that doesn’t even work anyway. 

Or a trip to the ER for scary symptoms brought on by fatigue. 

Instead, you can find a new way to live. Happily, joyfully, and energetically. 

Yes, you really can! 

To your newly energized life, 

Dr. Melissa “Change Your Life” Kalt 

P.S.: One of the concepts I teach in the book is all about polarity. Do you know what that is? 

It’s a whole new way to look at fatigue. 

I’ll tell you all about it next time. Watch for my message [Fatigue Lesson 2].
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EMAIL #2: 
SUBJECT LINES: 
1. New Day. New Way. New You. Here’s How.
2. How to silence the dream squashers…

Hey there [name],  

Were you able to join me for yesterday’s workshop? 

I know sometimes life gets in the way, so just in case, you can catch the replay right here. 

Yep, challenges of time are always an issue, right? 

But you know what an even BIGGER issue is? 

The dream squashers. The naysayers. The Debbie Downers constantly trying to keep you in the 
same place you’ve always been. 
The frustration of not being taken seriously. 

I get it. It’s a common affliction and seems to be most contagious from those nearest and dearest 
to you! 

I’m going to go out on a limb here and guess that the reason you even signed up for the 
workshop is because you’d love to find something you can do from home, generate enough 
revenue to start creating the kind of life you’ve dreamed of, and not see your life disappearing 
into a gray office cubicle day after day.  

But…as of this moment, something kept you from grabbing the gold ring and going for it. 

You stopped just short of your dream. And I know from experience what this is going to get you. 

The same way you’re living now, day after day. Same frustrations. Same “getting nowhere fast” 
feeling of treading water instead of getting ahead. Same burnout and exhaustion. 

What I’m inviting you to today is this… 

A proven, practical, and positively phenomenal way to CHANGE all that. 

A way to silence the dream squashers forever by becoming living proof that you can do it! 

A way to learn an in-demand skill in as little as 30 days! 

There are two steps to this: 

First step: 

Watch the workshop replay while you still can. 
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It’s only going to be available for a short while, so make the time. It could change everything for 
you. 

Second step: 

Take action! If you really are serious about creating a flexible business you can do from 
anywhere, now is the time. 

Because this is how you will create the kind of life you’ve been dreaming of and deserve. 

This is how you create: 

A New Day. A New Way. A New You. 

And I’ll be right there waiting for you, to guide you every step of the way. 

Let’s DO this together! 

To your successful new day, 

Adrienne

P.S.: Remember the definition of insanity? Doing the same thing over and over and expecting 
different results. 

Time for a new way. Time to get your hands on the kind of in-demand skills that make it all 
possible for you. It’s right here… 

Watch the workshop now. 
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EMAIL #3: 

SUBJECT LINES:  
#1: Sawing, Drying, and Grading, Oh My! 
#2: Stepping Up Your Milling Skills 

The other day we heard from a sawmill owner who had just finished their copy of “The Ultimate 
Guide To Portable Sawmills” and they were impressed. 

“I can’t believe you even included chapters on wood drying, sawing patterns, and lumber grading. 
That’s terrific!” 

Fact is, if you think the be all and end all of being a sawyer is just sawing logs into lumber, you’re 
going to run into trouble eventually—because there’s a lot more to it than that. 

Please don’t misunderstand…it doesn’t have to be complicated or brain bending.  

But there ARE essential issues you need to understand to truly maximize your investment in your 
logs. 

And we’ve included THREE comprehensive chapters devoted to the topics of properly drying your 
wood, maximizing your sawing pattern potential, AND an introduction to lumber grading. 

You can get it all right here: 

“The Ultimate Guide To Portable Sawmills” 

Frankly, it isn’t every day you have a chance to get your hands on such a comprehensive book, 
created for you by experienced sawyers and sawmill experts. 

Especially since it’s essentially given as a gift. 

All you need to do is cover the small shipping fee of $8 and we’ll send it to you immediately. 

Whether you already have a portable sawmill, or you’re still planning to acquire one someday, you 
should absolutely want to step up your milling skills as much as you can. 

In the old days, maybe your father, or grandpa, or some other family member would simply pass 
on their knowledge to you. These days, that’s a lot harder to come by. 

But there’s simply no substitute for specific, expert advice from men who know and love working 
with wood. 

That’s what you’ll find on every single page of “The Ultimate Guide To Portable Sawmills.”  

If you love wood and think the best day ever is one where you make the sawdust fly, you owe it to 
yourself to add this to your arsenal of tools and equipment.  
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To your milling success, 

The Norwood Team 

P.S. A lot of portable sawmill owners end up making some very impressive profits on the side 
when customers come flocking to them. 

Do you know what the very first question you need to ask a potential milling customer is? It’s 
surprising how many sawyers don’t think of this, because it will keep your customers happy as 
can be and referring others to you too. 

We’ll tell you the answer in Chapter Six!  
And we won’t tell if you decide to read ahead ;-) 

“The Ultimate Guide to Portable Sawmills” 
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Assignment: Autoresponders in Action & Final Recap 

1. Choose one of the following scenarios and write at least one autoresponder:
a. Your own business
b. A potential or current client
c. If all else fails, write them for the lemonade stand business you worked on in Module 3

2. Go back, review your notes, and think about everything you learned during this course. 
Then, answer the following questions:

a. What were three of the most important things you learned in this course?

b. How will you implement these three things so that you’re applying them consistently in
your business?

c. What actions do you need to take now as a result of completing this course to take
your business/copywriting to the next level?
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SESSION 10: THE CELESTIAL SHERPA

There is another dimension to the concept of Authentic Copy that you're most likely not going 
to find in other copywriting programs—and that is a spiritual dimension.  

This is not a religious concept; it’s about a connection to spirit. It’s about a belief and trust that  
there is something beyond just us. I consider this to be the foundational piece to this entire program. 
And I'm not exaggerating when I say this could be life changing for you and those you serve. 

When I create messages for people, I have come to understand that I am like a Sherpa, meaning that 
I am a guide and an emissary through my words. And no matter what copy I create, this is  
the secret ingredient that brings both deeper purpose and connection into what I write.  

Tapping into this level of authenticity requires the ability to hear and listen to your own intuition.  
There is a deeper sense of guidance available to all of us…if we give ourselves the space to listen. 

And the ability to listen requires practice.  

Practicing Prayerful Contemplation 

Here are the steps I use to find this state of meditation, or prayerful contemplation. 

First, plan to start slowly, and commit to 5 or 10 minutes. Then, ask for guidance to serve 
at the highest level.  

1. Sit in a comfortable position.
Rest in a chair with your spine straight and your feet on the floor. Or, find a seat on the floor 
with a cushion to support you in keeping a straight spine. Allow your arms, legs, and entire 
body to relax the body as much as you can. Let your hands rest naturally on your thighs.

2. Relax and get focused.
It’s helpful to be in a quiet environment. Some people like to have soft music playing or light 
a scented candle. Some people like it completely quiet. Some are more comfortable with 
looking at a blank wall, just not really focusing on anything. Or, simply close your eyes.

3. Keep something to write on close by.
You could also turn on a recorder to speak what you're experiencing aloud.

4. Try not to be “in your head.”
Shift your focus to your heart and direct your energy and your breath there. Imagine 
breathing something higher than yourself into your spiritual core.
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5. Ask yourself a question.
You don’t have to force your mind onto it or anything, just kind of let it flow and take it in.

6. Write.
Free-write by hand whatever comes to mind. Allow it to flow out of you. As you engage
in this process, you will likely experience a sense of curiosity and delight as you discover,
versus direct, what happens.

7. Speak it.
After you write, read it out loud to yourself, so that you can fully receive it. And then, make a
recording to anchor it in.

And then, as you feel guided, share the messages in a public way. Use them to inspire your
blog posts and social media. Use them to inform the copy you create for yourself and others.

One of the messages that came to me is this concept of a being a “Celestial Sherpa™.”

I am a Celestial Sherpa™, and I invite you to be one as well.

“I guide and deliver a message that is going to hit at a deeper level with
my audience and my prospects. I bring that into everything I create. It's
a foundation for everything I do.”

See your true heart and soul. See the path that has led you here. See the promise and potential 
and unique gifts and abilities you were born into this world with. It's already within you,  
already deeply embedded into your soul, unique to you.  

You are the only person who can do what you were sent here to do, and you must. It’s your  
sacred duty to serve those who need you most. They are waiting for what you have for them. 

Assignment: Celestial Sherpa™ Challenge 

Commit to a 30-day trial of this practice. Please share your results and experiences with 
me! This is my personal email: tina@tinalorenz.com.  
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FINAL THOUGHTS

Remember, knowledge is potential power, but only knowledge combined with action can lead to 
extraordinary results. Copywriting is a challenging, fun, and rewarding profession. When you 
commit to mastering it, the opportunities to grow your business, positively impact others, and 
achieve financial success are endless. 

It’s been a pleasure to serve you. I hope you got a ton out of the course as well. I look forward 
to hearing of your success. 

Until next time, 

Tina Lorenz 
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RESOURCES
DotCom Secrets: The Underground Playbook for Growing Your Company 
Online 
By Russell Brunson 
https://therenegadeboomer.com/DotComSecrets 

Expert Secrets: The Underground Playbook for Creating a Mass Movement 
of People Who Will Pay for Your Advice   
By Russell Brunson 
https://therenegadeboomer.com/free-expert-secrets 

Funnel Scripts 
A tool that provides an initial draft of copy based on Russell Brunson’s marketing 
techniques.   
http://tinalorenz.com/FunnelScripts 

ConvertKit 
A super simple way to create an email marketing campaign to share your information and 
expertise with your customers.  
http://tinalorenz.com/ConvertKit 

Name Silo 
An economical resource for domain names. 
http://tinalorenz.com/name-silo-domain 

SiteGround 
Reliable and affordable web housting. 
http://tinalorenz.com/SiteGround 

AutoResponder Madness
By Andre Chaperon for Email Marketing
http://tinalorenz.com/AutoResponderMadness
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Free resources 

Keywords Everywhere 
A super-fast and easy way to research your keywords. 
https://keywordseverywhere.com  

Send Check It 
A free tool that will analyze your subject lines for spam scores and deliverability. 
http://www.sendcheckit.com 

Postmark 
An easy-to-use tool for running your email messages through the spam checking 
process.  
https://spamcheck.postmarkapp.com 

Mail-Tester 
A free resource you can use to get a quick analysis about the “spammyness” of 
your emails. 
http://www.mail-tester.com 
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