
	  

	  
	  

 
ONLINE SALES LETTERS 
	  
Online sales letters are the long, copy-heavy pages many solopreneurs 
(and some small businesses) employ to persuade prospective customers to 
make a purchase. The style and method are interesting remnants of earlier 
online tactics (you’ll rarely—if ever—see a large company use them), but 
the fact remains that they can be quite effective.  
 
You’ll use many of the same tactics to write online sales letters as you 
would with regular sales letters: Lead them in with a great headline, start 
to drive the benefit home and put the other main points in subheads so that 
it’s easy to scan. Due to the fact that online sales letters aren’t limited by 
page length, though, (people who are interested will scroll for quite a 
while), you can pack in much more information than in an off-line sales 
letter. And, when you add information in the right order and in the right 
way, it can help to make the product irresistible! So, let’s get started: 
 
 
Headlines 
 
As we discussed in the Writing for Solopreneurs Bonus, in addition to 
solely straightforward, benefit-driven headlines, there are seven types of 
dynamic headlines you can use: 
 
 



 
 

1. Curiosity lines — “This short video made me change my life” 
2. Questions — “Want to know how to double your income in 24 

hours?” 
3. Lists —  “5 Super-Simple Steps to Finishing Your First Novel” 
4. Promises — “Sell Your Home in One Week, Guaranteed!” 
5. How Tos — “How to Make Your Child More Creative” 
6. Counter-Intuitive — “You Can Stop Trying to Save Money! (Here’s 

Why)” 
7. Personal Statement — “I Had to Test This Stain Remover Myself to 

Believe It” 
 
Now, here’s the key as you work to create the headline: It must, must, 
must get right at the deep benefit to consumer as soon as possible. In order 
to get the prospective customer to keep reading down the page, you have 
to hook them in and get them to keep reading. The very best way to hook 
them in is to show them that you understand their deepest need or desire 
and tell them you can fix it for them. Get them to say, “That’s me! That’s 
my problem!” and you’re halfway there. Get them to then say, “Oh, I want 
to hear more about this solution” and you’re golden. 
 
In writing the headline, start first with identifying what benefit and deep 
benefit the product offers. If you’re selling an exercise program, the 
benefit is probably that they will lose weight, but the deep benefit might 
be that they finally feel confident with how they look. Maybe you can 
connect with this by saying something like “Once and For All: Banish 
Embarrassment, Be Proud of Your Body and Lose Weight For Good.” 
Your subhead might then follow up with details like “This doctor-
approved 7 step program is easy, fun and—best of all—truly effective” 
 
The headline is very important, so don’t be afraid to spend a lot of time 
writing, rewriting and tweaking it to make it just right.   
 



 
 
 
Body Copy - Intro 
 
You’ve overcome the first hurdle and gotten the prospective customer to 
begin reading. Now, it’s your job to continue to engage them. One of the 
best ways to do this is to begin with a relevant (and true) story. This could 
be one of the customer’s stories or it could be the company’s owner 
story—but the most important things are that it’s both relatable for the 
reader and that it is an example of success using the product. As you write 
this story, give it plenty of detail. Put emotion into it to help capture the 
reader’s emotion. And make the story truly triumphant. An example of the 
beginning of the story could be: 
 

Mary Ann had given up: She would be “fat” for life. And “fat” was 
the word she used when she described herself. When she put on 
clothes in the morning, when she viewed her online dating profile, 
when she went to the grocery store, she heard the word “fat” echo 
through her brain. 

 
To say she’d tried everything was an understatement. Diets, cleanses, 
Pilates, cardio, vitamins, even gastric bypass surgery—she’d done 
them all and they didn’t work. So, imagine her surprise when she 
finally did find something that worked, and it was easier and more 
fun than she could have ever imagined.  

 
From there, you could go into how she used the program and the specific 
ways it changed her life. Also, by the same token, don’t be afraid to tell 
your client’s personal story—people like to hear that the owner of the 
company really does understand their problems because they’ve been 
there. And if they’ve successfully overcome a problem, it helps them to 
believe that they can, too. 
 



 
Body Copy – Start Selling 
 
After you’ve told the full story, it’s time to start throwing out some details 
about the product/service. Don’t give all of the details, just start “teasing” 
the prospective customer with some of the most intriguing ones. Let them 
know how quickly it works or how successful it has been for people. Give 
them just a few of the most exciting details to whet their appetite for more. 
 
 
Body Copy – Put a Face to the Product 
 
Now, tell them about the company owner—let them know who created the 
product and why. This is the place to tell them why he/she is so passionate 
about the product, the results it produces and helping the customers realize 
these results. He/she didn’t just create this product to make money; they 
created it to truly make a difference in their customers’ lives. Tell them 
this here. 
 
 
Body Copy – Testimonial 
 
You’ll sprinkle a few customer testimonials throughout this letter and the 
first place to do it is here. As you collect customer testimonials (and, 
obviously, you’re choosing them, not writing them), remember that you 
want ones that directly address the pain points/fear elements of 
purchasing.  
 
Why might someone be afraid of purchasing from you? They might be 
afraid of buying something off the internet, they might be afraid they 
won’t get the results they want, they might be concerned that this isn’t the 
best product out of all the competitors…there are numerous barriers to the 
sale. But that’s why testimonials that directly address these are so 
effective!  



 
If someone is afraid to buy something because there are a lot of similar 
products on the market, when they read a testimonial like this: “I was 
nervous about buying this because I’ve seen so many different ones on the 
web. But I’m so glad I did! This is, hands down, the very best home 
taxidermy kit you can possibly buy!”, it makes it much easier for them to 
put aside their fears and make the purchase. 
 
Testimonials prove to potential purchasers that real people just like them 
have had the same reservations about purchasing, but did it anyway and 
got outstanding results. If you feel like you need copy around the 
testimonials to give them context, don’t be afraid to be upfront about why 
they’re there: let the reader know that you understand that the decision to 
purchase isn’t easy, so you’re giving them notes from people who have 
had to make that same decision. No purchase is ever a “no-brainer,” so 
respect the prospective purchaser’s hesitation and just gently help them 
over the hurdle.  
 
Body Copy – More Details 
 
Now, give them more details about the product or service. Add in a few of 
the features that make it irresistible, but don’t be afraid to mention a few 
of the other features/benefits you discussed above, just in case someone is 
skimming your letter.  
 
This is the first place you’ll put in a call to action with a button that goes 
to the shopping cart page. You’ll also want information about the 
guarantee here, front and center. You’ve crafted a great guarantee, right? 
So don’t hide it, use it to your advantage here. 
 
The reason you’ll be sprinkling a few purchasing opportunities throughout 
the sales letter is simply that if the prospective customer has already 
decided that they want the product, you don’t want to make them wait 
until the bottom of the page before they can buy it. Let them buy it now! 



 
Body Copy – Q&As 
 
This is a great place to directly address some of the questions you know 
the prospective customer has about the product. Put yourself in the 
customer’s shoes and come up with the most important questions they 
have. “Will this really work?” “Why is this any better than other 
products?” “Is this going to take a ton of time?” are a few good ones. 
 
Also, be brutally honest with the questions and answers—it will prove the 
business owner’s integrity to the target audience and will also weed out 
people who aren’t the target audience. (You may think you want everyone 
to purchase, but you don’t. Try to weed out the people who call up 
customer service all the time to complain or who aren’t serious about 
getting results here.) If you ask a question like “Who is this product for?” 
don’t be afraid to answer with: “Quite honestly, this product is not for 
everyone.” And then list out the kinds of people who really won’t see 
benefits from the program. If the program is an infoproduct training that 
requires them to do their action sheets to learn, you may want to say that 
it’s not a program for people who want to just sit back and watch.  
 
You may want to say that it’s a program for people who understand that 
they have to put in a little bit of effort to get real results. You may want to 
say that this is a program for people who are serious about making a 
change in their lives and serious about success. (Can you see, too, how 
people who relate to these descriptors feel that much better about 
themselves and the choice to purchase the program?) 
 
 
Body Copy – Another Testimonial 
 
Add in another testimonial that relates well to a few of the Q&As above.  
 
 



 
Body Copy – Bonuses 
 
This is the section to go into detail about all of the free bonuses you’re 
including with the product or service. Let them know what the bonuses are 
and what they’re valued at to help making purchasing the product a no-
brainer. (If you’re selling a $1500 course and including one audio program 
that’s valued at $300, a video series that’s value at $400 and a bonus 
course that’s valued at $900, it’s like they’re getting the main program for 
free! Who can resist that?)  
 
Then, of course, follow up these details with the guarantee and the call to 
action. 
 
 
Body – Another shorter success story 
 
Prove to the reader just how well the product works by giving them yet 
another customer success story. Make this one shorter, but make sure that 
it’s still relatable and exciting. 
 
 
Body – Explain The Guarantee 
 
Assuming that it’s a bold guarantee, explain exactly why you’re offering 
it: Let the prospective customer know just how confident you are that the 
product will work for them, just as it has for all of the other clients. Let 
them know that it’s not a gimmick, it’s just your client’s way of putting 
his/her money where his/her mouth is and proving to them how confident 
they are of the results. 
 
 
 
 



 
Final Call to Action 
 
This is where you sum up everything the program includes: all of the 
features, everything that comes with it and all of the bonuses. Remind 
them again of the guarantee and then give them the total price. If you’d 
like, you can first give a total price of what the program would cost 
without discounts and if the bonuses weren’t free with a cross-out through 
it and the price beside it, like this: 

$2,976  $1,500 
This technique helps people see exactly how much value they’re getting 
for the price. 
 
There are even some people who save the actual price until after clicking 
any calls to action. Personally, I prefer to give people the price within the 
actual sales letter—if you wait until the shopping cart page to reveal it, it 
can be an unpleasant shock. Also, all of the reasons to purchase were on 
the previous page and there’s nothing left on the shopping cart page to 
remind them why they felt compelled to click “Buy Now”.  

 
If you’re offering a payment plan (“Just $249/month for five months!”), 
include this option at the end too, after the grand total. This helps give the 
prospective customer all the information he or she needs to make the 
decision.  

 
And, of course, make sure that the call to action and the button are big and 
prominent! 
 
 
 
 
 
 



A NOTE: The above is just one possible format for writing the online 
sales letter. Your client may have several fantastic testimonials that you 
want to include or you may want to have more details about the benefits of 
the program. Feel free to experiment with the layout and elements. The 
most important thing to remember as you write the letter is that it must 
resonate with the reader, interest him/her, engage him/her and, ultimately 
persuade him/her to buy. 
 
Formatting 
 
There will be a lot of content in the sales letter, so you’ll want to make it 
as easy to read as possible. To do that, follow a few simple rules: 
- Don’t have any more than one idea per paragraph 
- Keep the different types of copy (testimonials, stories, program 

details, etc.) in different sections 
- Consider using subheadlines to give an overarching idea of what a 

subsequent section is about, but don’t use one before every section—
just the ones you really want to highlight 

- Make sure the subheadlines have useful benefit and features 
information. If someone only reads the headline and subheadlines of 
the page, they should be able to understand what the product is and 
why it’s beneficial 

- Be consistent with formatting. You may choose to indent or italicize 
all testimonials or you may decide to have a picture of the customer 
beside each customer story. However you decide to separate copy is 
fine, just be sure you do the same thing for each type of copy.  

- Don’t be afraid to be a little brash. Use these carefully, but you’re 
well within your rights to call things out with red text, bolding, 
italicizing, highlighting and multiple font sizes. But remember, these 
are techniques you are using to help get the idea across – if you look 
at the page and all you see is red text and highlighting, you’ve got to 
dial back on them. Don’t let the formatting get in the way of the 
message.  

 



 
 
The Online Sales Letter 
 
Don’t be intimidated by all of this information; if you incorporate even 
just a quarter of these details, you’ll be well on the road to success. And 
don’t get frustrated as you sit down to write it. The best sales letters take a 
little writing and a lot of rewriting. But remember, the product and the 
company are worth it. Put in the effort now so you can reap the rewards 
later! 

 
 
 
 


