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Introduction 

 
The first thing to understand here is that there is no such thing as perfect.  
 
Good enough is good enough, especially if you want to get that sales page 
up and those products or services out the door.   
 
What you are going to learn here is how to craft a sales page that will do 
what it says on the tin: sell.  
 
More than that, sell bucketloads of whatever it is you have to offer and not 
just a dismal trickle.  
 
And you can do it fast using the system and formulas I give you here. 
 
This system works in all kinds of niches and markets because it follows a 
proven structure and methodology as well as tapping into the most 
essential buying trigger of them all – emotion – using one of the most 
powerful tools of all: 
 

Empathy. 
 
Buying, in case you didn’t know, is largely an emotional decision backed up 
by a far tinier percentage of logic, if any. 
 
That’s why you need to punch those emotional buttons in the right way 
and play up the transformation and benefits you offer rather than the 
boring details of what you’re giving them. 
 
That’s right.  
 
I said boring.  
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Now, I don’t mean to upset you but, to be honest, no-one really cares if 
you serve it up in 4 or 6 PDFs, in videos or by carrier pigeon so long as they 
get what they want which is… 
 

The transformation they are seeking. 
 
You can write that on the back of a napkin so long as it works. 
 
But, of course, you’re not going to do that.  
 
And you’ve probably created your lovely, shiny offer already (although, if 
you haven’t, creating your sales page will make that sooooo much 
easier…read on to find out how). 
 
So, first things first, you’re going to work through the steps I lay out here 
and then use the formulas and examples to get that sales page up and 
doing its thing. 
 
Why formulas? 
 
Because this is more than just a template…and I’m not too keen on 
templates anyway. Use a cookie cutter approach and you get meh, cookie 
cutter results. 
 
This way, you can bring all your personality to your sales letter while also 
following a proven methodology which makes this plug and play simple.  
 
So you will end up with something that is not just compelling but packed 
with authenticity… 
 
And that is something prospects and customers find irresistible. 
 
Even better - you can genuinely do all of that in 60 minutes or less, 
 
Which means that, once it’s done, you can sit back, relax, and happily count 
the results. 
 
Ready?  
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Good.  
 
Let’s get to it. 
 
You’ll need your workbook to hand so you can carry out the steps as we 
go. 
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Step One: What Have You Got? 
 
This is where you define your offer and, for clarity’s sake, your offer is not 
just your product, service, book or other fabulous thing but everything that 
goes along with it.  
 
That means it includes the promise, the pricing and positioning, your 
bonuses, your actual thing and anything else you are throwing in such as 
follow-ups, Facebook groups and so on. 
 
In order to sell something effectively, you have to know exactly who it’s for, 
what it does and how much it is but, of course, you’re going to make all 
that sound so much more enticing with the magic of great copy. 
 
And if you got a little nervous there when I mentioned great copy, don’t 
worry – that’s what this course is all about.  
 
You see, great copy in this case is copy that does the job. That sells your 
thing to enough of your target audience, so you make a nice profit. There’s 
nothing more mysterious – or scary – to it than that. 
 
I am a self-taught copywriter who has sold multiple 6 figures in all kinds of 
markets or niches and with all kinds of things ranging from books to 
courses, services, physical products and more. 
 
I have written successful copy not just for myself but for huge 
multinationals and beginner authors alike. 
 
That’s where I am invaluable for you because I am not sitting here in my 
ivory copywriter tower looking down on you from a great height while I sip 
my chai oat milk latte. 
 
I’ve been there, in the whatthehelldoIdo trenches… 
 
Trying to figure out this copy thing. 
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The advantage you have is that I’ve been there and done it for you. I’ve 
studied and refined my craft, written hundreds of thousands of words and 
polished them into effective diamonds so that I can pass on all of that to 
you. 
 
Even better, I’m giving you the good bits: the edited highlights to give you 
exactly what you need to craft that profitable sales letter.  
 
No more and no less. 
 
Which allows you to do so undistracted by a million methods or ideas that 
might pull you off course… 
 
And that’s vital because, as well all know, money loves speed and I want 
you to get your thing out there and selling fast. 
 
Sure, you’ll hear all about magical persuasive phrases and killer headlines.  
 
We’ll be sprinkling some of those in (although I like my headlines less killer 
and more compelling). 
 
Mostly, though, we’ll be doing the one thing that is absolutely crucial to 
your success: 
 
Making it clear what you are offering in the first place. 
 
You would be amazed how many people get this wrong and then wonder 
why no-one is buying.  
 
So here and now I want you to write the details down in relevant section in 
your workbook so we can get clear together.  
 
OK? 
 
Let’s do it. 
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Step Two: Who Is It For? 
 
Now that you know what you’ve got, you need to know who it’s for, i.e. 
your perfect customer.  
 
A sales letter should always be written to one person and not a generic 
group of people. That way, it sounds far more personal which will make it 
resonate better as well as being tightly targeted. 
 
Many people make the mistake of thinking that you should try to appeal to 
as many people as possible. 
 
Big mistake. 
 
By targeting your offer and therefore your sales letter to a clearly defined 
ideal customer, you will sell more than if you go too wide. 
 
Specific and targeted will always win out over woolly and general. Even if 
more people were to buy, which is unlikely, they will not be happy 
customers and that is because your offer is not a great fit for them… 
 
And they are not a great fit for it. 
 
Which will inevitably lead to unhappy customers who cannot benefit from 
your offer and who will therefore request refunds, give it (and you) bad 
reviews etc etc. 
 
Your ideal customer, on the other hand, will lap it up like an ecstatic cat 
presented with a saucer of sardines. 
 
(Cream is not actually all that good for cats) 
 
They will love it because they will get immediate benefit from it, provided 
you have a good offer. It will solve their problems and enhance their lives.  
 
And it will do that because it is the right offer for them just as they are the 
right customer for your offer. 
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But you can only reach those ideal customers if you write your sales letter 
for one of them: the customer who is as near perfect as possible. 
 
Of course, there is going to be more than one ideal customer, but you must 
identify in your mind who is the absolute best fit.  
 
You need to be able to picture them, to know what they love and what they 
hate. 
 
You should hang out where they are online, understand how they think and 
speak and even what flavor of ice cream they love best so long as that’s 
relevant. 
 
Most of all, you should know what keeps them awake at night as well as 
what gets them out of bed in the morning.  
 
You have to be able to punch those most personal buttons, so you show 
them that you really, truly get them… 
 
Which will make them feel as if they truly know, like and trust you because 
you know them, and what they really need, so well. 
 
To help you with all of that, I have included your Ideal Customer worksheet. 
If you haven’t filled that in, please do so now. 
 
Then complete Step Two in your workbook. 
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Step Three: What Can It Do For Them? 
 
The benefits are one of the most important sections of a sales letter 
because your audience’s overriding concern is… 
 
WIIFM aka What’s In It For Me? 
 
They are far more interested in the transformation they will get from your 
offer than whatever it takes to get there which is why emphasising benefits 
over features is so important. 
 
To really bring out those benefits, you need to go a little deeper than the 
average marketer and think about what is really driving your ideal customer 
to seek that transformation. 
 
You will have identified many of those drivers in your Ideal Customer 
Worksheet but it always pays to take a moment to think again. 
 
That customer who wants to lose weight…is it because they simply want to 
look and feel better? Or maybe you need to think about why they piled on 
the weight in the first place. 
 
Were they bullied? Did they suffer an illness or traumatic event? Are they 
introverted and afraid to express themselves so they would rather hide 
under layers of fat? 
 
That may all sound a little serious but that’s the point – these things are 
serious and life-changing enough to make people desperately seek a 
solution. 
 
Your job is to provide that solution in the form of your offer and to show 
them why it is the perfect solution with your benefits. 
 
Imagine seeing a sales page that reflects back to you exactly how you really 
feel, deep down. The feelings you daren’t even express to your nearest and 
dearest. 
 



Sixty Minute Sales Letters 
 

©Amanda Craven   12 
 

You’d feel understood, wouldn’t you? As if someone finally gets how tough 
it is for you and the struggles you go through every day. 
 
Even better, that someone is offering to help you end those struggles in a 
way that addresses each and every one of your hopes and fears… 
 
They understand you’re scared that you will fail again so their program 
offers to support you emotionally as well as physically through mindset 
exercises and accountability. 
 
They know how boring it is to stick to a restricted diet that involves tons of 
prep so they offer you a huge variety of quick and easy meal plans that will 
effortlessly enable you to lose that excess weight. 
 
They get that exercise is also tedious and time-consuming as well as 
embarrassing to do in public if you are self-conscious about the way you 
look so, alongside their meal plans, they supply a program that takes up no 
more than ten minutes a day in the privacy of your own home…and that 
will still get you toned and fit. 
 
In each case, you would emphasise the benefit – toned and fit in only ten 
minutes a day – rather than the feature which is the exercise program.  
 
Do you see how those benefits seamlessly show how much you understand 
your ideal customer while promising them the exact transformation they 
are seeking? 
 
Good.  
 
So now turn to Step Three in your workbook and complete the exercises so 
you can identify the benefits for your ideal customer and express them in 
ways that will make your offer even more of a no brainer. 
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Step Four: What Makes Your Offer Different? 
 
In any niche or market, you are going to find competitors and that is a 
good thing because it shows there is money to be made. It helps, though, 
to differentiate yourself so you can answer that question in a customer’s 
head as they read your sales letter: 
 

Why you? 
 
The thing that sets you apart from your competitors is, in fact, you…or 
rather, your way of doing things. 
 
To really underline that, it is important to come up with your own unique 
mechanism, i.e. your method or system that people can only get from you. 
 
One popular way of doing this is by coming up with an acronym or name 
for your method such as The Fletcher System or the C.R.E.A.T.E. method.  
 
Those both already exist, by the way, and very successfully so it won’t serve 
you to copy them. 
 
You can also highlight your unique method or system in your benefits and 
features without specifically naming it – the important thing is to make it 
clear that this particular way of achieving the desired transformation is only 
available through you. 
 
Don’t get hung up on trying to reinvent the wheel. There are very few 
methods or systems that are totally unique. Most are a mishmash of other 
things put together in a specific way that works even better than the 
disparate parts. 
 
Of course, you should never plagiarise or steal someone else’s ideas, and I 
would hope that anything you put out there is tried and tested by you, but 
don’t be afraid to tweak established methods and systems or put your own 
twist on them so they are now unique to you. 
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This method or system or whatever you want to call it is your Unique 
Mechanism. 
 
A Unique Mechanism is an essential part of an irresistible offer. 
 
Why? 
 
Because it signals exclusivity.  
 
They can only get that particular method or system from you. 
 
Combine that with proof it works in the form of testimonials or other social 
proof, which we will talk about in the next section, and you have another 
element of a stellar offer and sales letter. 
 
So now turn to Section Four in your workbook and let’s clarify your Unique 
Mechanism together (even if you think you don’t have one). 
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Step Five: What Are The Common Pitfalls? 
 
Now that you’ve shown that you have something that is not only unique 
but that provides the perfect solution to their problem, you want to agitate 
that problem by pointing out where most people go wrong. 
 
Why would you do this? 
 
To underline the fact that your solution really is the right one because you 
understand the problem so well that you know precisely where people fail 
and make mistakes in trying to solve it in other ways. 
 
This positions you as a real authority on the subject which means the 
person reading your sales letter will trust you even more… 
 
And that is important because trust leads to sales. 
 
Before you agitate, however, you need to make absolutely sure you have 
grabbed their attention and you do that by telling them something most 
people think is really obvious about the subject… 
 
Except it isn’t. 
 
That’s right – you are going to dispel a common myth, stereotype or belief 
and, in doing so, elevate yourself as an authority even more.   
 
Best way to do that?  
 
Point out all the common mistakes people make when they believe those 
myths. 
 
So you might say, for example, that most people believe you need to keep 
up sustained cardio for 30 minutes at least when, in fact, HIIT produces far 
better results and then tell them how and why. 
 
It’s that how and why which is vitally important otherwise you are simply 
making unverified statements that will have the opposite of the desired 
effect and undermine their trust. 
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Done correctly, this section of your sales letter can really make or break the 
sale because it’s here that you transition from mere storyteller and 
someone with what they say is something new to offer to a person with 
enough expertise to know where your prospective customer has gone 
wrong before. 
 
This is where writing your sales letter can really help you refine your 
product if you only have a half-baked idea – identifying where people have 
failed before and why shows you how to ensure your product is different 
because it stops them making those mistakes or addresses them so actually 
achieve their desired transformation. 
 
How do you know where people have failed before?  
 
Through your research into your ideal customer. 
 
By paying attention to what people are saying in Facebook groups and on 
forums as well as in Amazon reviews. Top Tip: I always read the one- and 
five-star reviews of similar products as those extremes tell me what people 
love and hate about it.  
 
That degree of passion is a sure-fire litmus test for what I include in my 
own product to ensure it’s better and works more effectively for the 
customer. 
 
If you haven’t done so already, go spend 5 or 10 minutes checking what 
people are saying now so you know what mistakes they have made before 
and/or the mistakes other product creators in your niche have made which 
caused their customers to fail. 
 
Now turn to Step Five in your workbook and list the mistakes most people 
make when they try to achieve the transformation or solve the problem 
that your product addresses. 
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Step Six: Fanfare & Bullets 
 
There are all sorts of ways to pull back the curtain on your product. Some 
people go through an entire sales letter without specifically introducing it 
but rather letting the build you learn here tell its own story. 
 
I always introduce it because I think it adds a sense of fun and occasion… 
 
Think about Apple when they introduce a new product from the stage. It’s 
always a production number. You can do the same on the simplest of sales 
pages. 
 
So I add in a heading like this: 
 
Introducing My Fab New Thing 
 
And I then usually, although not always, add an image of the product to 
make it seem more tangible to my prospective customers. 
 
After that, I summarise the features and benefits I have already mentioned 
in a series of bullets.  
 
I cannot over-emphasise how important these bullets are. 
 
Along with your sub-headings which we will get to later, these alone can 
sell your product. 
 
Why? 
 
Because people often skim or scan sales pages. Sub-headings and bullets 
leap out at them. So make them leap.  
 
Your sub-headings and bullets should tell them everything they need to 
know on their own. 
 
They also need to be sexy enough to entice them on that basis. 
 
So think of newspaper and magazine headlines – especially in the more 
salacious publications. 
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They grab their readers by the eyeballs. 
 
They take no prisoners. 
 
They pack as much punch in as few words as possible. 
 
You need to do the same. 
 
Turn to Step Six in your workbook to get those eyeball-grabbing bullets 
down. 
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Step Seven: Reinforce The Transformation With 
Testimonials 
 
Now that they know what they get, how it can benefit them and the 
common mistakes people make without your fabulous product, it’s time to 
remind them just how fabulous it is… 
 
By underlining the transformation it brings about for them. 
 
The very one they are seeking. 
 
How do you do this? 
 
With testimonials from people who already achieved transformation thanks 
to you/your product. 
 
What if you haven’t got any? 
 
Go back and add them in as you get them. 
 
Remember what I said about your sales letter not having to be perfect? 
 
That good enough is good enough? 
 
Far better to get something up and out there that needs the addition of 
testimonials to pack even more punch than wait until you have some… 
 
Because how do you get them unless you are selling something that 
genuinely works for its audience? 
 
Of course, your thing does because you’re bothering to try and get it right 
with this course. 
 
You want to serve up a sales letter that works and you understand that you 
can make it work even better over time. 
 
If you do already have testimonials, great! Turn to Step Six in your 
workbook to add those in and discover how to use them correctly… 
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Step Eight: Position The Price 
 
Now that they are practically salivating to get their hands on your product, 
it’s time to position and then reveal the price. 
 
What do I mean by position? 
 
Simple – provide your rationale for it. 
 
If it’s low, say why. 
 
Maybe you’re keeping it low so it’s affordable for everyone (aren’t you 
lovely). 
 
Maybe, on the other hand, it’s at a premium price and that means you also 
need to say why. 
 
Is it genuinely limited to just a few? Is it high touch, i.e. involving a lot of 
input from you?  
 
Do they get direct access to you? If so, you should always price that much 
higher than a product they simply download and consume on their own. 
 
You also need to convey the value of the product in relation to the price, 
with the value far exceeding it.  
 
As a rule of thumb, aim to provide value that is at least 3 – 10 x the price 
you are charging. 
 
This is also where you introduce elements of scarcity such as a limited time 
that the cart is open or a set number to be sold. 
 
Turn to Step Eight in your workbook to do all of that now. 
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Step Nine: Got A Guarantee? 
 
If you are giving a guarantee, then think about how you want to express 
that. 
 
Some people don’t give them and that’s absolutely fine. 
 
Others give 365-day guarantees, some give 30 days, some 7. The point is, 
it’s entirely up to you. 
 
Do they impact conversions?  
 
Yes, in my experience. But they can also cause headaches in the form of 
people who seize on that guarantee and demand a refund even if they love 
your product. 
 
Thing is, those people were always going to do that. Yes, it sucks. But there 
are far more people who wouldn’t dream of pulling something like that. 
Focus on them. 
 
I suggest that you add the terms to your guarantee that suit you. If you 
want someone to prove they have actually implemented your teaching 
then say so, especially if it’s a higher ticket product. 
 
If you don’t give a guarantee because your product is a DFY set of 
templates and once they have it then they have it… 
 
Say that too. 
 
It’s your sales letter, your product. 
 
Now go to Step Nine in your workbook. 
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Step Ten: What About Your Bonuses? 
 
Your bonuses can make or break a sale.  
 
It’s all about how you use them. 
 
The best bonuses are those which address any objections in the buyer’s 
mind, filling in potential gaps in the product or their own knowledge or 
skillset so they feel even more confident they will get the result they desire. 
 
Things like templates, DFY elements such as the Hot Headline Formulas I 
include with this course, a relevant bonus masterclass that expands on part 
of the teaching… 
 
All of those make great bonuses. 
 
What do not make great bonuses are the kind of random bundles thrown 
in, so they appear to add value simply by sheer quantity. 
 
They don’t. 
 
What they actually do is confuse your customer and make them think that 
perhaps your product is not so special after all if it needs all those bonuses 
adding in. 
 
Far better to choose a few highly relevant and helpful bonuses than a pile 
of random rubbish. 
 
So now turn to Step Ten in your workbook and work out what bonuses you 
are going to offer and why. 
 
If you don’t want to offer bonuses that is also absolutely fine, but I would 
gently encourage you to do so. People love them! 
 

  



Sixty Minute Sales Letters 
 

©Amanda Craven   23 
 

Step Eleven: The Final Nudge 
 
You’re nearly there and so is your customer! All it takes is a final nudge, a 
PS or two and you’re done. 
 
So what is the final nudge? 
 
This is a short bit of blurb or a paragraph under your buy button where you 
show how life can be after they have your product vs their life now, i.e. you 
get them to picture the transformation. 
 
By doing so, you reinforce in their hearts and minds how it will feel when 
they have your wonderful thing and have put it into action… 
 
And, as people buy mostly on emotion backed up with a little logic, that’s a 
perfect recipe to tip them over the buying line.  
 
Turn to your workbook and complete Step Eleven now. 
 
Then let’s move on to those final few tweaks… 
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Step Twelve: P.S. 
 
To P.S. or not to P.S? 
 
For years, I did. 
 
These days, I judge it by the sales letter. 
 
If it’s for something outside of IM, I tend not to add a P.S. It seems cheesy 
and a little odd. 
 
Inside IM or Internet Marketing, I do sometimes add one but, again, I judge 
whether or not it’s really necessary. 
 
There are people who argue that a P.S can act like the final, final nudge… 
 
To them I would say that, if it really takes that much nudging, you really 
need to look at your offer and consider whether it is strong enough, clear 
enough and irresistible enough to your target audience. 
 
That said, there are situations where a P.S can serve you really well so, if 
you would like to add one, turn to Step Twelve in your workbook now. 
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The Final Step: Your Headline & Sub-Headlines 
 
I know – you’re wondering why this comes last. 
 
The answer is simple: experience. 
 
I find that writing my sales letter headline and sub-heads after I’ve 
completed all the previous steps makes it so much easier. 
 
Why? 
 
Because having done that, the headlines write themselves. 
 
Let’s look first at your main, juicy headline – the thing that’s going to grab 
your prospects by the gut as well as the eyeballs, so they keep reading. 
 
I say ‘gut’ rather than heart because it has to be that visceral. So don’t hold 
back. But don’t go over the top either. 
 
The perfect headline is clear but intriguing. It conveys the main benefit of 
your offer while promising that transformation we have talked about all 
along. 
 
To help you, I have supplied you with my favourite Hot Headline Formulas. 
Use them. 
 
As for your sub-headlines, those are what guide your audience through 
your sales letter. 
 
The rule of thumb is that if they simply read those alone, they would have a 
clear idea of what you are offering and the benefits it provides. 
 
To write these, you need to look at your sales letter once it is laid out in the 
Sales Letter Framework and then decide where they can logically reflect 
and break up the text so that anyone skimming the page would get the gist 
of it fast. 
 
What I want you to do now is turn to your workbook and complete The 
Final Step. Then come back here for your wrap-up tips and teaching.  
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Let’s Wrap It Up 
 
Congratulations – having got this far and gone through the course 
implementing the teaching, you can now create a high-converting sales 
letter in 60 minutes or less. 
 
All you need to do from here is cut and paste the relevant information into 
the Sales Letter Framework and you are ready to rock. 
 
Of course, you might find that your first attempt takes you a bit longer than 
60 minutes and that’s absolutely fine because you will get much faster with 
practice. 
 
What this means is that you now have a solid system on which to rely and 
which you can replicate over and over. 
 
It also gives you an invaluable skill, one that literally allows you to pluck 
money from thin air with your words. 
 
As you have seen here, you don’t have to be a superstar copywriter in order 
to do that but simply someone who follows the steps and does so better 
and better with practice. 
 
Which means you now need to get practicing and get your sales letters out 
there and doing what they are meant to do… 
 

Selling! 
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