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Spark (n)- a fiery particle thrown 

off when two forces come together. 

 

Spark (v)- to make someone think, 

feel or remember. 
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Module 2 

THE 90 MINUTE LEAD 

MAGNET 

No that’s not a typo. 

What follows is a template that you can use to create your high converting 

lead magnet. And if you have a solid understanding of: 

Who you’re creating for… 

What they need… 

What you can do to help…. 

And where it all leads…. 

You should have no problem creating your lead magnet in 90 minutes.  

Remember, this template is applicable to ANY type of content with the 

exception of a one-page blueprint or infographic. 

If you are creating an eBook, e-course, video series or webinar, follow this 

template and you’ll be good to go.  
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***Note***  Do this today. Way too often we download these things, read 

half of them and then let them sit unopened on our messy desktop. 

ACTION is what separates from the amateur from the pros. Be a pro. =)  

The Template 

Dear Writer, 

What follows is a general template for structuring your freebie to both 

connect and convert. The prompts provided are meant to guide your 

thought process in a way that will align your expertise with your client’s 

most pressing need and ultimately funnel into your business goals.  

1. Introduction-There are 4 parts to a compelling 

introduction. Hit all of them. 

a.) ENGAGE - Ask a question or provide a prompt to demonstrate 

that you are tapped into your audience’s needs.  

i.e.: “Have you ever wondered….;” “Do you ever wish…” “If you’re 

reading this eBook, then you…” or, share a statistic or fact that 

both speaks to their problem AND supports your content.  
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Why this matters: When you ask a question or pose a prompt, your 

reader, viewer or listener immediately answers that question or prompt 

in their minds. Hence, a conversation has begun. And conversation is the 

beginning of connection.  

b.) THE “WHAT” - This part of the intro quite literally tells the reader 

what kind of information they are about to consume and what they 

will learn in the process. This is also where you will demonstrate your 

passion for your topic, as the more passionate you are, the more 

trusted you become. In essence, you want to share what MOVED 

YOU to create this. What pisses you off and fires you up? 

i.e.: “This book is meant to…” “I wrote this because I was tired of 

seeing smart women do…” “After reading this you will…”  

Why this matters: You’ve got to tell them what they are going to spend 

their time doing AND you want them to feel your passion behind your 

work. It also shows them that you are tapped into the same frustration 

that THEY are currently struggling with.  

c.) WHY THEY SHOULD TRUST YOU - Demonstrate that you can 

relate; share your story and your qualifying facts; what makes you an 

expert on this? 
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i.e. “For years I…” “I wasn’t always this way…” “I struggled for so 

long because…” *** Abridged! They don’t need the whole saga 

just the defining moments.  

Why this matters: Your personal story positions you as an authority on 

the topic and demonstrates that you have been where they are, but are 

now one step ahead and therefore qualified to teach them the “secret 

solution.” It’s important to be truthful. If you failed, say that you failed. 

This section is a big part of the human element that will generate trust 

and intimacy between you and your audience. Go deep.  

d.) YOUR BIG A-HA MOMENT-This is the climax of your personal 

story, the turning point that can change everything for you.  

i.e.: “But then I realized….” “But then it happened…” “Finally I 

found out that…” 

Why this matters: This is further positioning. This is the dramatic (and 

true) element that demonstrates that you solved the problem! It allows 

you to restate the benefit of the content that they are about to consume.  
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The Core Content – Typically 3, 5, 7 or 10 main 

pieces of step-by-step teaching content.  

a) EACH Key Point Includes:  

What it is, followed by…  

Why it’s important, (which positions this particular step as a 

part of the solution and may include a personal anecdote or 

case study) followed by… 

The cost of NOT doing it, followed by…  

How to implement.  

i.e.: If your book was about building an audience: 

Your first key point might be: (What it is) CREATE 

COMPELLING CONTENT  

(Why it’s important) Content is the key to your ideal client’s 

heart…and checkbook. The more value you provide, the 

more trust you create. Clients who feel taken care of are 

happy to open their wallets to dive deeper into your work.  

(The cost of not doing it) If you fail to create compelling 

content, a few things are going to happen and NONE of 
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them are good. First, people will feel that you don’t value 

their time enough to give them GREAT information. They will 

get that icky feeling that says, “This person doesn’t care 

about me, they just want to make the sale.” You will lose their 

trust. Secondly, if you fail to create content regularly, you will 

lose their attention. Content should do a few things: It should 

share valuable information, it should keep you in front of 

your audience, it should create connection, it should be an 

intentional part of the customer journey that leads to both a 

transformation for them and a sale for you. If you’re not 

doing that, you are leaving thousands of dollars on the 

table.  

(Example of how they can immediately begin to 

implement) Types of content you can create: 

 Free reports 

 Ebooks 

 Blog posts 

 Social media posts 

 Podcasts 

 Video trainings 
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b) Rinse and repeat step a. for each of your key points.  

Conclusion  

Not surprisingly, what you do here is SUPER important as it tells your 

audience exactly what they need to do next to STAY with you and to get 

the REST of the information that can take them to the next level. You 

might tell them to download something, or to schedule a call with you, or 

to go hit the “buy” button. But for Pete’s sake tell them SOMETHING.  

a) What You Hope They Take Away - i.e. “By now I hope you’re 

feeling…” “By now, you can see how…” “Isn’t it amazing that in just a 

few minutes you’ve discovered that…” 

Why this matters: Because it is another opportunity to restate the value 

of the content they just consumed.  

b) What Should They Do Next? The all-important “Call to Action!” 

Don’t be shy. This is the part where so many people STOP and in 

doing so, lose a client and leave money on the table.  

TELL your audience what do to. They WANT you to direct them. They 

NEED you to nudge them through the fear and resistance and into 

the courage it takes to move forward in an empowered way! Give a 
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solid direction and make it easy for them to do. Confused people 

don’t buy! 

“Did you like this information? Share on Facebook etc.”  

“If you are buzzing with enthusiasm and want to learn more, 

check out my…. Program by clicking here.”  

“Click here”  

“Download the next chapter Immediately” 

“Buy Now.” 

***Important*** If you leave emotion out of your call to action, they 

will not act.  

Here is an example of a solid call to action: 

Isn’t it amazing that in just 5 steps, you’ve created a solid plan for 

media exposure? But here’s the deal - the competition is FIERCE. 

Everyone and their mother is scrambling for the same media 

attention you are. Now if you follow the 5 steps I outlined for you 

above, you WILL get exposure to the audience that’s right for you. 

But maybe you don’t want to wait. Maybe you’ve waited long 

enough and are looking for the fast-track plan rather than the 

marathon. I get it. And I created a special VIP program (complete 
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with a FREE list of every single media outlet in America) that will 

shave at least 6 months off of your journey to the spotlight. Wanna 

know more? Click here to get the details AND 75% off!  

That’s it! If you followed this template, you should have a solid foundation 

for high-converting lead magnet.  

Easy peasy right? 

But you’re not finished. 

Remember, in creating this lead magnet and putting it out there, you are 

initiating a relationship. You’ve made the first move, and it’s rude to lead 

people on. 

Be sure to follow up with a well-written auto-responder series. You will not 

turn a passerby into a customer WITHOUT creating a positive customer 

journey.  

Your auto-responder series should give your audience a bird’s eye view 

into your heart.  

It should restate the value of your lead magnet.  

It should offer information or case studies that support your work. 
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It should connect the dots from lead magnet to ultimate offer and above 

all, it should be a genuine invitation to change!  

Now go ahead and step into that spotlight. You’ve got lives to change.  
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Don’t want to go it alone? Want to sit with your feet up while I do all the heavy 

lifting? Fine with me. I geek out on this stuff and currently have a limited 

number of spots open for private coaching and custom content/copy creation.  

Send an email to gchussar@live.com to ask a question, share your vision or tell 

me a joke. =)  
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