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NOTICE: You Do NOT Have the Right  
to Reprint or Resell this Manual! 

 
You Also MAY NOT Give Away,  

Sell or Share the Content Herein 
 
 
© 2015 Copyright DrewLaughlin.com. All rights reserved. No part of this book may be reproduced or 

transmitted in any form or by any means, electronic or mechanical, including photocopying, recording, or by 

any information storage and retrieval system, without written permission from the author, except for the 

inclusion of brief quotations in a review.  

Legal Notice 

The information presented herein represents the view of the author as of the date of publication. Because of 

the rate with which conditions change, the author reserve the right to alter and update his opinion based on 

the new conditions. This book is for informational purposes only. While every attempt has been made to verify 

the information provided in this book, neither the authors nor their affiliates/partners assume any 

responsibility for errors, inaccuracies or omissions. Any slights of people or organizations are unintentional. 

You should be aware of any laws, which govern business transactions or other business practices in your 

country and state. Any reference to any person or business whether living or dead is purely coincidental. 

Every effort has been made to accurately represent this product and its potential. Examples in these materials 

are not to be interpreted as a promise or guarantee of earnings. Earning potential is entirely dependent on the 

person using our product, ideas and techniques. We do not purport this as a “get rich scheme.” 

Your level of success in attaining the results claimed in any of our materials depends on the time you devote 

to the program, ideas and techniques mentioned your finances, knowledge and various skills. Since these 

factors differ according to individuals, we cannot guarantee your success or income level. Nor are we 

responsible for any of your actions. 

Any and all forward looking statements here or on any of our sales material are intended to express our 

opinion of earnings potential. Many factors will be important in determining your actual results and no 

guarantees are made that you will achieve results similar to ours or anybody else’s, in fact no guarantees are 

made that you will achieve any results from our ideas and techniques in our material. 
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Other Products  

 

Client Getting P.L.A.N. – Discover how to get all the clients you can handle without 
cold calling or spending a dime on marketing. 

http://ClientGettingPlan.com 

 

Marketing Consultant PLR – If you’re a local marketing consultant and you want to 
really increase your income then using pre-made content is the fastest way to reach 
your goals. We have tons of done-for-you products that you can use in a matter of 
minutes to help grow your business – and your client’s business as well! 

http://MarketingConsultantPLR.com 

 

Sales Training Weekly – Even if we don’t want to admit it we are ALL in sales. We 
only make money when we sell our products or services. It’s really that simple. If you 
want to get better at selling then check out our site of over 52 bite-sized lessons that 
will help you close more deals without any pressure. 

http://SalesTrainingWeekly.com 
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Checklist: How to  

Write A Salesletter 

Before You Write… 
¡ List all the features of your product. 
 
¡ List all the benefits of your product. 
 

Note: the benefits are what the features do you for your customers. 
 
¡ Decide on your USP (unique selling proposition). What makes your product 

different and better than your competitors’ products? 
 
¡ Spend time “in” your target market (talking to them on forums, spending time with 

them offline, etc) to get to know them better. 
 
¡ Once you know them better, profile them. List everything you know about them, 

including age, gender, where they live, educational level, what their problems are, 
what motivates them, etc. 

 
¡ Do your market research. Ask yourself: 
 

o What are others charging for similar products? 
 
o How can you justify your price? 

 
o What kinds of guarantees are they offering? 

 
o What are the selling points for their offers? 

 

Writing the Sales Letter 
Headline 
 
¡ Did you use a pre-headline? 
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¡ Did you address your prospects directly, whenever possible? 
 

Example: “attention allergy sufferers” 
 
¡ Did you put your biggest benefit in your main headline? 
 
¡ Does your main headline arouse curiosity (where possible)? 
 
¡ Does your main headline ask a question that can be answered with a simple “yes” 

or “no”? (If so, consider rewriting – people will answer the question and leave the 
page.) 

 
¡ Does your headline grab attention? 
 
¡ Does your headline make your target market want to keep reading? 
 
¡ Does your headline enter the conversation that’s already going on in your 

prospects’ heads? 
 
¡ Did you use trigger words in your headline? 
 

Example: Secrets, free, you, guarantee, discover, reveal, amazing, 
announcing, new, revolutionary, proven, etc. 

 
¡ Did you put your main headline in quotes? 
 
¡ Is your headline in big, bold font? 
 
¡ Did you create a post-headline, which elaborates on the promise of the main 

headline? 

 

Opener 
 
¡ Did you create an opener that “hooks” your reader in one or more of the following 

ways: 
 

o By telling a story about someone just like your prospect whom had the same 
problem (and overcame it). Helps build rapport. 
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o By sharing a relevant statistic. 
 

o By immediately elaborating on the pain of the problem. 
 

Example: “agitating” the problem. 
 

o By immediately elaborating on the benefits your prospect could get. 
 

Example: How they’ll get rid of the problem. 
 

o By asking questions to qualify the reader while simultaneously engaging him. 
 
¡ Did you connect with the reader emotionally? (Typically by empathizing – 

demonstrating that you truly understand the problem and/or telling a story.) 
 
¡ Did you get your prospects to imagine the pain of their problem? 
 
¡ Did you get your prospects to imagine what it will feel like to finally solve this 

problem? 
 
¡ Did you build a case that your product or service is the best solution to this 

problem? 
 

State the Benefits 
 
¡ Did you create a bulleted list of benefit statements, which list the benefits of your 

product or service? 
 
¡ Did you weave together the features, benefits and advantages of your offer? 
 
¡ Did you create compelling bullets that arouse curiosity, whenever possible? 
 
¡ Do your bullets help prospects imagine what it will be like to use the product to 

solve their problems? 
 
¡ Do your bullets excite the prospects? 
 
¡ Do your bullets use trigger words? 
 
¡ Are your bullets nice and tight, conveying a benefit in one sentence? 
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Offer Proof 
 
¡ Do you offer proof to back up your bold claims? Examples include: 
 

o Testimonials 
 
o Endorsements from famous others 

 
o Reviews 
 
o Case studies 

 
o Pictures 

 
o Screenshots 

 
o Videos 

 
o Audios 

 
¡ Are you using only your strongest forms of proof? 
 

Note: This is particularly important when it comes to testimonials 
– use only the strongest ones. 

 
¡ Does your proof look credible? 
 

Example: Are the testimonials verifiable? 
 
¡ Are you putting relevant proof next to your claims? 
 

Example: If you claim that your product is easy to use, then post a 
video showing just how easy it is to use right after that claim. 
 

List the Price 
 
¡ Have you built your case that this is a good product? In other words, have you 

thoroughly demonstrated the value of your offer? If not, do that before you list the 
price (price before value will lower your conversion rate). 
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¡ Did you justify the price? Did you show prospects that they’re getting much more 
value then what they’re paying? 

 
Note: You need to justify both high and low prices. 

 
¡ Did you “anchor” the price? For example, did you suggest to prospects that they 

could be paying a higher price first, and then later you told them the actual price 
(which was lower than you first suggested)? 

 
Example:  “You’ve probably seen others charging $500 for this 
product…” 

¡ Did you break the price down into its smallest unit? 
 

Example: If you have a monthly subscription fee, you might say it’s 
just 55 cents per day (rather than $16.50 per month). 

 
¡ Did you compare the price to something other everyday item? 
 

Example: “This book is just $10 – the price of a small pizza…” 
 

Guarantee 
 
¡ Are you offering risk-reversal (a guarantee)? 
 
¡ How many days? 
 

Note: The longer, the better. 
 
¡ Is it conditional or unconditional? 
 

Note: Unconditional is better. 
 
¡ How do customers obtain this refund? 
 

Example: Send the item back, call you, email you, etc. 
 

Bonuses 
 
¡ Are you offer bonuses to help prospects make the buying decision? 
 
¡ Are your bonuses directly relevant to the main offer? 
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¡ Are your bonuses desirable and valuable? 
 
¡ Did you state the main benefits of these bonuses? 
 

Call to Action 
 
¡ Did you specifically and explicitly tell your prospects what you want them to do next? 
 

Example:  “Take out your credit card and click the “buy now” button 
now to get started…” 

 
¡ Did you put a “buy now” button or link next to each call to action within your sales letter? 
 
¡ Do you give them a good reason to buy now, such as by creating a sense of 

urgency? Possibilities include: 
 

o Scarcity – limited number of products available 
 
o Limited-quantity discount offer 

 
o Limited-time discount offer 

 
o Limited-quantity bonus 

 
o Limited-time bonus 

 
o Deadline – offer ends on a certain day 

 
o Prospects will have to wait if they don’t order now. 

 
Example: You’re offering an eclass, with the next one not 
starting for two or three months. 

 
o Reminding them if they don’t take action, they’re going to keep experiencing 

their pain. 
 

P.S. 
 
¡ Did you include a P.S. (postscript)? 
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¡ Does your postscript do one or more of the following: 
 

o Reiterate the main benefits? 
 
o Mention a new benefit? 

 
o Remind prospect of bonuses or guarantee? 

 
o Remind prospects of reason to buy now? 

 
Example: Scarcity. 

 
o Mention your unique selling proposition (USP)? 
 
o Create another call to action? 

 

Other 
 
¡ Did you sprinkle bolded, attention-getting subheadlines throughout your copy?  
 
¡ Do the subheadlines give the “skimmers” the gist of your offer? 
 
¡ Is your copy easy to read in terms of short sentences, short paragraphs, lots of 

white space, etc? 
 
¡ Is your copy easy to read in terms of grammar, sentence construction? 
 

Hint: Have someone else read it out loud to you… if they pause or 
stumble, you have problems in that part of the copy. 

 
¡ Do you state your USP (unique selling proposition) in the letter? 
 
¡ Do you build credibility? 
 
¡ Are your claims believable? 
 
¡ Are your claims specific? 
 

Note: Specific claims are more believable. 
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¡ Is your ordering process easy? 
 

Example: No hoops to jump through, like needing to register for an 
account BEFORE the prospect can order. 

 
¡ Are there any leaks on your sales page, such as external links? 
 
 

  
 


