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Hello, and welcome. I'm Naomi from IttyBiz and you are listening to 
the BIG LAUNCH launch multipliers. This track is called Using 
Transitions To Boost Sales Page Conversion. 
 
The wonderful thing about sales pages – and really, this could be said 
about marketing in general or even life in general – is that there are 
so many avenues you can take to “up your odds” of success.  
 
Essentially, that’s the core concept behind all of these launch 
multipliers – you don’t have to just make big changes to see results.  
There are just so many vectors of approach that can make a 
difference, even if it’s something as simple as changing the color of a 
headline or adding the word “now” to a buy button. Little changes 
can make a significant impact on the number of sales you make. 
 
And in this multiplier, we’re going to talk about one of the subtlest, 
most effective devices you can use to increase your chances of 
making the sale: effective transitions between different sections of 
copy.  If you can nail that – if you can get good at this one little thing 
– you can measurably increase the percentage of people who read 
your sales page all the way to the end. 
 
So, let’s talk about transitions.  Specifically, transitions that you’re 
already familiar with outside of sales pages.   
 
In commercial fiction – which is different than literary fiction in that 
the word “commerce” is involved – authors, agents, and publishers 
are VERY invested in getting you to finish the book you bought.  
They want you to tear through that book and finish hungry to buy 
another novel – whether it’s from the same author or from another 
one – but they want you to devour the pages.  Literary fiction may 
win awards, and maybe even change hearts and minds, but 
commercial fiction is all about the commerce. 
 
And because it’s all about the commerce, the authors who succeed 
are the ones who master the art of transitions. They are the ones who 
write in such a way that it’s never a good time to put the book down. 
 
Think about that for just a moment.  You can remember those times 
when you weren’t able to put a book down, when you lost track of 
the time, when you told yourself that you were just going to finish up 
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this one chapter … but you couldn’t resist.  You went right into the 
next chapter anyway, even if you knew you were going to hate 
yourself just a little bit for it later. 
 
That didn’t happen by accident – and it didn’t necessarily happen 
because the writer was particularly gifted or good at writing.  There 
are plenty of bestselling novels out there which are, frankly, terribly 
written, but they fly off the shelves, and each of their sequels fly off 
the shelves.  The secret is in the transitions.  Here’s why. 
 
When you have a good transition, an open loop is created in the mind 
of a reader that must be closed.  The reader has to know what 
happens next.  The most dramatic of these is the cliffhanger, that age-
old literary device where a massive open loop is created that leaves 
you desperate to know what happens next.   
 
Every season finale of a television show has one of them, because it’s 
their way of getting you very excited about tuning in once the next 
season is ready for prime time. 
 
Now, just because every television show has a cliffhanger, doesn’t 
mean it’s a good one.  If you kind of suspect you know what’s 
coming next – for example, they left it unclear whether a main 
character is going to live or die, and you’re 100% confident that 
they’re going to live, it’s not exactly an open loop.  It’s not that 
effective. 
 
But if a much-loved side character’s life is in danger, that might be a 
great open loop.  There’s a fair chance that they might not have a 
future on that show, and you care about them.  So you want to know 
what happens next.  The same thing happens with plotlines – if 
there’s a big mystery on the show, and you get a cliffhanger that 
makes you believe all will be revealed later, you’ve got that open 
loop.  You’re hooked.  You want to know what happens next. 
 
That’s the most dramatic example – and that’s why it tends to be 
reserved for the season finale of a show.  You can’t do that every 
week.  You can’t do it in every chapter of a novel, either.  But you can 
do subtler versions of it.  You can open smaller loops for the reader. 
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In novels, this is effectively done through plot and subplot.  There’s 
the primary plot, which is the big story everyone wants to see unfold, 
and then there are subplots, which are smaller plots relating to the 
characters within the novel.  As you move through each chapter, you 
advance the plot and subplots by closing one loop and opening 
another. 
 
So, if you were reading a mystery novel, you might see the hero 
finally catch up to the bad guy, only to find out he’s not the bad guy, 
but working for someone else.  The plot advances.  One loop closes, 
and another loop opens.  You get some satisfaction at the closed loop 
– the hero catches up with Bad Guy Number One – and your 
curiosity is activated by the new, open loop – Who is Bad Guy 
Number Two?  You just have to know. 
 
When an author can consistently close one loop and open another, 
they create a situation where there is never a good time to put the 
book down, because it is always exciting, always stimulating, always 
capable of sustaining your suspense and curiosity.  And you move 
right through the book from beginning to end without needing any 
external motivation to continue reading.   
 
That transition from one scene to the next, that cycle of loop closing 
and opening – turns an ordinary book into a page turner, even if the 
book itself isn’t exactly award-winning material. As long as one 
interesting thing is resolved at the same time another interesting 
thing is opened up, you have a page turner on your hands.  That’s the 
secret of successful storytelling. 
 
Now, let’s take that familiar storytelling concept and translate it into 
something that will help you make more money in your launch.  See?  
I did a transition right there.  I closed one loop and opened another.  
Granted, now that I told you about it, it’s probably lost its effect, but 
we’ve been doing it to you for months.  That’s why you’re still here.  
Anyway, moving on … 
 
In your sales page, the way you handle transitions is no different 
than how you would handle them if you were writing fiction.  You 
set up a story arc, or a path “from here to there” that will make 
logical sense to the reader as they move down your sales page. 
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There’s no magic formula for how to do this any more than there’s a 
magical formula for writing a novel, but there are some general 
guidelines that you can go by to help you find your own way.  We’ll 
walk you through one way you can do this and if it works for you, 
fantastic.  If it doesn’t, you can modify it to fit your working style. 
 
You could simply start by grabbing a handful of index cards and 
writing a few words on each about what each section is about.  For 
example, you might have cards that say “Opening copy”, “Product 
summary” “Product details”, “Bonus details”, “User Testimonials”, 
“Guarantee details”, “Closing Recap”, and “Call To Action”.   
 
These would be the different sections of your sales page, and if you 
need some guidance on sales page structure, take a look at the 
templates in Month 3’s Class Pack and you’ll see a few different 
examples of what the sections of a sales page could look like.  But you 
basically make a card for every section of your sales page, and spread 
them out on the table. 
 
Then you can look at each card and put them in an order that makes 
logical sense.  Like the scenes in a novel, you arrange them in an 
order that would make sense to the reader and preserve flow.  
Basically, what order would you need to put them in to not make it 
feel like you’re jumping around from one topic to the next?  What 
feels like the most natural flow?  That’s your story arc, as it were. 
 
Now that you have that arc, your next step is to make sure that each 
section has a sub-headline that creates a promise of what’s in it that’s 
compelling enough to create an open loop.  These don’t have to be 
masterpieces to start with, they just need to be decent.  So instead of 
“Product details”, you’d create a sub-headline like “Take a look at 
everything you’ll get when you order this widget.”  That’s creating 
an open loop, right there in the sub-headline.   
 
Do that for each section, and treat each sub-headline as carefully as 
you’d treat your main headline. Get them curious, and promise to 
deliver something very specific and very interesting to the potential 
buyer in that section of copy. 
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So now you’ll have sub-headlines for each section, each of them 
opening a loop and promising to deliver something relevant to the 
reader.   
 
At this point it’s a good idea to look over you current arc to see if it 
still feels like it has flow. Now that you’ve fleshed the page out with 
sub-headlines, you may decide that one section should be moved if it 
feels like it would create a more natural progression for the reader.   
 
Imagine you knew nothing about the thing you were selling and 
someone else was describing it to you, section by section.  If they said 
“Ok, next I’m going to tell you about X,” would that “X” feel like a 
natural thing to move on to, or would you be a bit confused because 
you were wondering about something else instead?  If it feels natural, 
that’s a good sign you’ve got flow under control. 
 
Once the flow feels right to you, it’s time to move on to the general 
writing of the sales page.  This is the part where you create your first 
draft, or second draft, or however many drafts you want to create, 
and you make sure that you cover everything you need to cover in 
each distinct section of copy.   
 
You don’t need to think about transitions at this point – just write 
your copy so that each section delivers on the promise you made in 
the sub-headline you’ve created.   Read it over and over again until 
you are 100% sure that you’ve covered what needs to be covered.  
You want to take special care here that there’s nothing in that section 
of copy that’s confusing or unclear, and you want to specifically 
make sure you don’t accidentally open loops you didn’t mean to 
open. 
 
When we refer to accidental loops, we’re really talking about two 
things.  The first thing is when there’s something that’s not explained 
well enough to close a loop.  That happens when you give part of the 
information that the reader needs to know but not enough of it to 
make them feel like they understand what’s going on.   
 
A simple example might be giving the dates of an event but not the 
times.  Or saying an ebook is downloadable but not explaining 
whether that means PDF or Kindle.  If there’s a nagging question, 
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that’s an open loop that’s going to be stuck in their head and break 
their flow.  So you’ll want to check for that. 
 
The other kind of accidental loop is when you get people thinking 
about things that are tangentially related.  This happens a lot when 
the thing that you’re currently talking about makes someone 
naturally think of question that doesn’t get answered for a while.   
 
A simple example of this would be if you were selling a class, and at 
the beginning you mention that it’s 10 weeks long in one section but 
don’t mention when those ten weeks happen until two-thirds down 
the sales page.  So the reader is reading along thinking “This class 
sounds good, but when are they going to tell me when it starts?”  As 
long as that loop is open, they’re not really paying as much attention 
to what they’re reading, and that kills your flow. 
 
So look at those two things in each section of copy and make sure you 
aren’t opening any loops that you don’t intend to.  If you find loops 
like this add a little bit of descriptive copy where it’s needed to pre-
answer these internal questions so you can preserve flow.   
 
Ok, once you’ve done all of this – when you’ve created your arc, 
you’ve written solid, promise-based sub-headlines and your copy 
does a good job of delivering on that promise and closing each loop, 
then you get to the final step – creating the perfect transition. 
 
Generally, this can be as simple as closing a section with “Now that 
you have all the details on X, let’s talk about Y.”  You wouldn’t want 
to use that exact script on each section because it would look 
repetitive, but you can create variations on it.  And all those 
variations can open up a new loop that keeps people reading. 
 
A very good way to do this is to simply look at the next sub-headline 
you’re moving to on the page.  You have to come up with a credible 
sentence or two that segues from the section of copy you’re in to the 
next one.  It can be helpful to imagine you’re in a real-life 
conversation where you’ve just finished talking about X and you 
have to move to Y.  How could you make that feel seamless? 
 
Frankly, one of the best ways to do this is to read other people’s copy, 
whether you’re looking at sales pages, blog posts, or articles in 
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magazines.  Watch the way writers move from one topic to the next, 
and get a feel for what seems like it’s really doing the job of closing 
one loop and opening another. 
 
As we’ve said over and over in this class, the main thing you want to 
accomplish in a sales page is to make the reader forget they’re 
reading a sales page.  To make them feel there’s never a good spot to 
put the book down, as it were.  Close loops, open loops, and make 
the transitions as invisible as you can, and you’ll get a lot more 
people reading all the way to the end – and clicking that buy button 
of yours. 
 
So that’s what we have for you today. Thank you so much for being 
here with us – you have been listening to the BIG LAUNCH launch 
multipliers, Using Transitions To Boost Sales Page Conversion. I'm 
Naomi from IttyBiz, and I'll talk to you very soon.  
 
 


