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Sixty Minute Sales Letter Workbook 
 

Use this workbook to carry out the steps you learn in your main course book. 

I kept these separate so that you can reuse the workbook each time you create 
a new sales letter by saving it under a new, relevant name each time. 

The fields are fillable for your convenience but feel free to add more in the 
notes section supplied at the end. 
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Step One: What Have You Got? 
 

What is your product, book, course or service? Write that in one sentence 
here: 

 

 

 

 

What does it do, i.e., what solution or transformation does it offer? Again, keep 
it succinct. 
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How does it do that? Write that here in a few sentences or less – give an 
overview and not the actual steps or stages: 
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Now write down those steps/stages, method or system here – try to keep it to 
bullet points: 
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How is that delivered?  

In videos, as a service or coaching program, in PDFs etc.  

List all the ways here: 

 

 

 

 

  



Sixty Minute Sales Letters 

8 
© Amanda Craven 

Now look at all of the above and detail the transformation you are offering. 

What results does the customer or client get?  

What emotional pay-offs?  

How does it improve their life?  

How does it make them feel?  

Write that all out here: 
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Step Two: Who Is It For? 
 

Who is it for? Refer to your Ideal Customer worksheet if necessary: 
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What story can you tell your ideal customer/avatar that will relate to their pain 
points (refer to your Ideal Customer worksheet if necessary) and demonstrate 
you empathise with and understand them?  

Your story should give some of your own journey to the transformation they 
are seeking while speaking to them in the language they use (HINT: hang out 
where they do on social media to find out what this is): 
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What possible objections could they have to buying your offer?  

Examples include price, too difficult/easy for them, they don’t want to buy yet 
another thing that won’t work for them etc. 
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Now counteract those objections one by one here: 
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Step Three: What Can It Do For Me? 
 

Set out the benefits of your offer here, listing as many as you can so you can 
pick out the best.  

Remember to do this from your ideal customer’s point of view and look back 
to the objections and counter-objections you wrote down in the previous 
section if you need some ideas.  

Benefits often spring from those objections as the answer to them. Also look 
at Step One where you detailed the transformation you are offering. 
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Now pick out 4 – 6 of the most compelling benefits and, for each one, find the 
emotional payoff.  

If, for example, one benefit is that effortless toned, fit body in only 10 minutes 
a day then you would write something like: ‘Picture yourself happily wearing 
shorts this summer instead of your baggy old jeans, feeling the breeze on your 
skin and knowing that you look every bit as good as you feel thanks to your 
lithe, toned legs.’  

Benefit Emotional Payoff 
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Step Four: What Makes Your Offer Different? 
 

What is your Unique Mechanism? If you don’t have a specific one, what are the 
steps, methods, ethos and/or system that makes your offer unique? 

Write that here: 

 

 

  

c 
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What makes your offer different to the others out there, especially those of 
your competitors? List everything you can think of: 
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Step Five: What Mistakes Do People Make? 
 

First, I want you to think of the common misconceptions people have about 
your topic or problem and the right solution(s) for it.  

List those here: 

 

  

c 
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Now take those misconceptions and list what mistakes people make because 
of them as well as the mistakes they make because other products do not 
provide the right solution: 

 

 

  

c 
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Now list out how your product is different in avoiding those mistakes and 
helping people to achieve the transformation or outcome they desire while 
busting those myths and misconceptions: 

 

  

c 
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Step Six: Fanfare & Bullets 
 

How are you going to introduce your product? Are you going to? Write your 
headline/blurb here: 

 

 

Now your bullets – these need to be sexy summaries with the emphasis on the 
benefits in your offer rather than the features. 

Think tabloid headlines and the kind of eyeball-grabbing headlines you see 
online all the time as clickbait.  

The difference between your bullets and those is that you are actually 
delivering on your promise… 

It’s just that you go heavy here on the sizzle rather than the steak. 
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Write at least 6-10 sizzling bullets here: 
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Step Seven: Reinforce The Transformation With Testimonials 
 

Got testimonials? 

Great. 

Add those in here. They can be taken from social media, your site comments, 
emails etc but it’s best practice to ask if you can use them first, especially if 
you are giving someone’s name. 

You don’t have to use the whole thing…think about movie reviews where they 
pick out the best bits and put those on the posters. You do the same. 

And if you don’t have any testimonials yet, come back here later and add them 
in. 
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Step Eight: Position The Price 
 

What is your price for this product? Is it an initial price that rises after the 
launch/during the launch? Is it discounted from the full price? 

Write that here 

 

 

Now give your rationale for that pricing whether it’s low, medium or high 
ticket: 
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Step Nine: Got A Guarantee? 
  

Whether you are giving a guarantee or not, write here what you want to say. 

If you are giving a guarantee, what are the terms? 

If not, why not? 
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Step Ten: What About Your Bonuses? 
 

What relevant, valuable bonuses are you adding to your offer? 

How do they address potential objections, e.g. for someone who is worried 
they won’t have the time to implement what you teach, DFY templates and 
swipes can help solve that problem. 

Write your bonuses and they potential objections they address here: 
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Step Eleven: The Final Nudge 
 

I want you to paint a picture here for your prospect of how life will be for them 
after they use your product – how their problem will be solved or their 
situation transformed. 

You need to contrast that subtly with how life will be if they don’t get your 
product. Don’t hammer this too hard or you will come across as pushy and 
desperate which will have the opposite of the desired effect and put them off. 

Instead, use strong, imagistic words and phrases such as: 

Imagine 

Picture 

What if? 

You can also touch on how your life changed thanks to your solution but 
make sure the focus is on them and how they can do so too.  

They need to be able to see themselves achieving that transformation by this 
stage of your sales letter so that they are more than halfway to buying it. 

Write your final nudge paragraph in the space on the following page. 
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Step Twelve: P.S. 
 

If you are going to use a P.S. then it must again nudge the prospect, 
reminding them of just how much they need your product to achieve the 
transformation they desire. 

A P.S. by its very nature needs to be short and snappy, just like one you might 
add to a letter or email. It also has to have that same breezy tone or, again, 
you risk appearing too pushy and salesy. 

Some people use more than one P.S. and that’s entirely a matter of personal 
taste. If you do, make sure that they stack up as if you’ve had one final 
thought and then another, again as you would in a letter or email with a P.S. 
followed by a P.P.S. 

Now write your P.S. here, aiming at that casual tone: 
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The Final Step: Your Headline & Sub-Headlines 
 

As I have said, your headline needs to grab your prospect by the eyeballs and 
the gut while your sub-headlines enable them to simply skim your sales letter 
and get the important stuff without having to actually read it. 

First, let’s tackle your headline as it is so important. It’s the make or break part 
of your sales letter because few people will read beyond a lousy headline. 

What you want to aim for is clarity over cleverness.  

You have to convey the main benefit of your offer in a way that is intriguing.  

You can add a sub-headline beneath to expand more on that or to handle any 
immediate objections (think ‘yes but’) to your big promise. 

Using the Hot Headline Formulas if you wish, write your big headline here: 

 
 

Don’t forget you can always test or split-test different headlines to see which 
works best so try to come up with more than one. 
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Write your alternative headlines here: 
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Now write a sub-headline for that which either explains it more or handles an 
immediate objection that might arise in your prospect’s mind, e.g. they see 
‘Lose 10lbs In 30 Days’ and think, ‘oh no, I’ll be hungry,’ so you can add as a 
sub-headline: Without ever feeling hungry or deprived! 

 

If you are creating alternative headlines, write your alternative sub-headlines in 
the spaces below: 
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Now lay out your sales letter using the Sales Letter Framework and then go 
through it to find appropriate places for sub-headlines that reflect and 
encapsulate the text. 

Write those sub-headlines out here so you can copy and paste them if you 
wish: 
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