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You have been called. 

You have a message, nay, a mission to make an impact on the world and help people. 

You’ve toiled and trained, and you’ve crafted the most beautiful solution for those you 
are meant to serve.

And now is the time for them to pay you cash money so you can keep delivering your 
awesomeness!

This, is of course the hard part for most entrepreneurs. How do you share what you 
have in a way that makes the value clear, doesn’t sound totally sleazy, and that wins 
over the hearts (and wallets) of your audience?

In the masterclass I shared with you a formula for writing your sales page that will 
accomplish all three of these things, and this workbook will help you organize your 
thoughts so you can implement what you learned.

The exercises that follow are the same ones I use every time I write a sales page, and 
at the end I have the sales page format broken down you so can “plug in” the pieces 
from the exercises.

I won’t say this is going to be easy as pie, but at least it won’t be as hard as trying to 
find the lightswitch in the dark, barefoot, in a room full of legos.

If you have any questions, post them in the Facebook group.

Good luck!
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Who Is Your Offer For? 

While this question may seem obvious, when you’re
writing a sales page you want to be much more specific
than you might expect.

Without a solid understanding of who you want to attract, 
we won’t be able to tailor your sales page in a way that lets 
them know THIS is the program for them.

In this exercise we are going to choose the “Avatar” you will be talking to in your sales 
page (as well as all of your marketing for the campaign to sell this program)

To get there, we are going to explore three “levels” of your target audience. Each 
level increases the specificity of who you’re talking to until we get to the Avatar for this 
program. As you get more specific, your sale copy will become even easier to create.

Level 1: Target Audience 
This level is the most obvious and usually describes a demographic that are looking for a 
particular result or to solve a certain problem. Try to avoid language like “anyone who” and 
replace that with “someone who” or “____ who” which will help you be clearer in who 
you’re working with (the blank being a subgroup of people like “mothers who”, “business 
owners who”, “women 35-55 who”… I think you’re getting the picture) 

Level 2: Your Ideal Client 
This is a subset of your target audience who are particularly ideal for your services. For 
example, in order to do your best work your clients would be better off coming to you with 
a certain amount of knowledge in your subject area, or have resources at their disposal 
that will help with your work. For instance for a business coach there may be a difference 
between working with a solopreneur versus a solopreneur that has a team in place. 
Consider the clients you’ve worked with in the past that got the BEST results and raved 
about you. What are some things they had in common circumstantially, experientially, or 
mindset-wise that made them ideal to work with.
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Level 3: Avatars 

Within all of the people you could/do work with, there are usually subsets or categories 
that they can be divided into. These categories might be that they all had a certain 
problem in common, or they were at certain stages of their journey (for example, 
businesses might be categorized as “start up”, “getting traction”, or “looking to scale"). 
Each category usually comes with common mindsets, beliefs, circumstances and desired 
results and you may want to change or tailor your offerings for different Avatars. The 
reason we call this “Avatars” is because typically I have my clients keep one person in 
mind as they describe their avatar. This helps them get clear on real-world examples and 
language that person would use. 

Who is your target audience? (The demographic of who you work with, as well 
as the problem they are experiencing)

Exercise 1: Get Clear On Who You Want In This Program 
Many of these questions are phrased as "clients," if you don't have clients yet don't worry! 
Think about the clients you want to be working with, and answer from that perspective.

How would you describe your ideal client? What are indicators that someone is 
an ideal client for you? 
(For example, your ideal client may have a team in place, or already have a certain 
amount of knowledge in your area of expertise etc. these are the "green flags" that go 
up when you're talking to someone and know that they'd be perfect)
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Within your audience, what Avatars can you identify? How do they differ from 
each other?

Choose one Avatar to focus on for your sales page and the rest of this workbook.

Choose one problem that you’re going to focus on solving with your offer.

What challenges or problems keep them from getting the result they want?

What are they looking to achieve (that presumably, your offer is going to help with)
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What disadvantages is your Avatar facing when solving this problem? 

What advantages do they have?

What have they tried before? In your opinion why haven’t these worked?
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What are you selling? 

Again with the obvious questions! Seriously though, knowing 
your offer inside out and backwards key to writing a good 
sales page and goes well beyond “a 6 week coaching program”
or “a virtual mastermind”. 

In this exercise you’re going to flesh out all of the delicious nuances
to your offer that make it the best choice for your Avatar.
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What is your offer?

How is your approach different than what your Avatar has already tried before?
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What are the steps (or the process) that you are going to take them through?

Why does your program work so well?
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What is the outcome they should expect?

How is this outcome different than what they’ve experienced before?

How should they expect to feel as they go through the program?
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How are you pricing your program?

How is this pricing different or the same than your competitors?

What extra benefits are there to working with you instead of someone else?

How is this pricing an advantage for your clients?
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Handling Objections 

Fortunately we aren’t in a courtroom so you won’t have
someone shouting objections at you… on the other hand
you also don’t have the benefit of knowing what’s going on in
a prospects head when they are reading your sales page.

Objections aren’t necessarily “reasons they don’t want your program, 
they are simply missing pieces in the puzzle that are required to win them over completely.

In this exercise we are going to look at two types of objections. The “do I believe in you” 
objections and the “do I believe in myself” objections, and both are equally important.

Our goal here isn’t to “overcome objections” and/or convince someone of your value. What 
we are really doing are answering the questions that are in the back of their mind as 
though you were sitting next to them.
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When you look back at what your Avatar has tried before, what are some reasons 
they may fear trying to solve their problem?

Are these fears truly about the program, or lack of belief in themselves?
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When you look at how your program is structured, or the topic you’re covering are 
their any common stereotypes or preconceptions they may have that might keep 
them from moving forward? 
For example: When most people hear “group program” they may have preconceptions like 
“I’m not going to get the personal help I need”, “I’m not going to get the accountability I 
need to finish”, “I don’t like asking questions in front of people”, “I don’t want people 
stealing my ideas”.

Which one of these do you believe is the most relevant/important to debunk?

What would you like to say to them in relation to their fears and this program?
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How does your program differ from what they are concerned about? (AKA how 
would you answer this objection if it were a question?)

Doodle space! Unfortunately I couldn’t tinker the spacing well enough to not have 
this last question on it’s own page. Please feel free to use the blank space below for 
some really sweet doodles before moving on to the next section ;)
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The Logisticals 

Finally, the moment you’ve been waiting for…. the easy part.

It’s time to tell them how it works and what their next steps
are. The part is purely logistical and it’s where you get to 
go hog wild talking about the number of sessions, the format
and of course, the call to action.

For the call to action, a good rule of thumb depending
on where you are in your business (and how good your 
sales funnel is) is that products over $997 will probably require a conversation with you, 
and products under that amount can do with a “Buy” button. This varies from industry to 
industry, as well as type of offer to type of offer, so use this as a starting point when 
considering your call to action.
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What is the format of your program?

How does it work? (# of calls, learning environment, homework, etc. etc.)
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What kind of help should they expect, and how do they get support?

What is the next step if they’re interested in signing up?

Why is the program structured this way? (What are the benefits to them?)

Are there bonuses? If so, what are they and how do they compliment this offer.
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Mapping Your Sales Page 

While writing copy is not as easy as “connecting the dots”
like when you were a kid, knowing what dots to connect
does help you simplify things. 

In this section you are going to use the information that
you’ve gathered up until now and create some structure
to use as the “dots” that you will connect when you go
to write your sales page.
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What is the most important problem you chose to focus on for your sales page?
Example: Wants visibility, but not enough time to market consistently.

Write your headline that speaks to the problem, and the solution:
Example: Build a Full Time Coaching Business With A Part Time Marketing Plan

What is the solution your program will provide?
Example: A marketing method that can be implemented in your “spare time”.
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What analogy or example can you use that your audience can relate to and hooks 
their attention with a little bit of “drama”.
Example: Having a great website without marketing it is like being all dressed up with no 
where to go.

Why is this a problem?/Why does the problem exist?
Example: not enough time, don’t know where to start, afraid to commit.

What is the solution to this problem?
Example: A marketing plan that is easy to understand, and doesn’t take a lot of time.

Write a sub headline (basically a headline, but will be a smaller size) that speaks to 
this solution.
Example: What you need is a marketing plan that is simple, effective, and fits into our 
busy schedule.
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Explain your solution and why it works.
Example: Marketing doesn’t need to be complicated to be effective. You need to master 
the basics and be consistent before you can expect to be a marketing ninja.

Why isn’t this solution typical? Why isn’t everyone already doing it?
Example: Everyone things they need to “go big or go home” and they dive in head first 
before learning how to swim.

Write a sub headline that you can use to lead into your explanation about why this 
solution isn’t typical.
Example: “Go Big or Go Home” doesn’t always work when it comes to marketing.

What is the cost of ignoring the problem/not implementing this solution.
Example: They’re losing opportunities as well as wasting the money they spent on their 
website because they aren’t marketing it.
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What happens when they implement the solution?
Example: You establish yourself as a category authority, opportunities come to YOU, build 
a waiting list.

Go back to the “objections” sheet. Why may they not believe in this solution?
Example: They don’t have time.

How would you answer this objection?
Example: Marketing isn’t something you do when you have time, it’s a must have if you 
want a successful business.

What is YOUR solution? (this is where you introduce your offer) - Write a headline.
Example: Presenting Blog Marketology Where in just 6 weeks you will begin to establish 
yourself as a category authority with a marketing plan you can handle even with a full time 
job.
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Explain what they will get/learn/do in the program/
Example: Build the necessary skills and develop the right habits needed to thrive in 
business. Learn how to use their blog as the backbone of their marketing. Plan content 
ahead of time, put structures in place so they always know what comes next and how to 
get the most from their efforts, write content that expresses their message and positions 
them as a category authority.

What should they NOT expect to have/do/achieve?
Example: Not technical “how to”, doesn’t cover SEO, PPC or other advanced marketing 
strategies. We are really learning about what content to write, and how to leverage it.
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What else will they learn? (Hint: Look at the program and list out specific exercises, 
skills, lessons that you will cover)
Example: How to brainstorm hundreds of topics in a matter of minutes.
• Keyword basics and how to pick the right ones for your niche.
• Why categories are usually mis-used and how to make them a triple threat in your 

marketing.
• How to repurpose your written content across media to maximize your efforts.
• “Time Pockets” and how to use them to efficiently kibosh your to do list.
• How to craft tempting tweets and likable Facebook posts from your existing content.
• Why your blog post titles are critical to your blog’s success – and the best ways to 

write them.
• The 4 easiest types of articles to write.

Which testimonials will you use on the page?
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Time for Logistics. How does the program work?

What about FAQ’s? Brainstorm other questions someone might still have.
Examples: Who is this for/is this for me if I don’t fit the target market description? Do you 
offer a guarantee? What if I can’t make it to the live calls?

Bonuses? What are the bonuses when they sign up?
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Even with everything you’ve talked about and how great you know the program is - 
why might the reader not believe they can get the results they want? (look at the 
objections you wrote down previously, and choose which one to focus on)
Example: I’m not a great writer.

How would you answer this objection.
Example: What you are going to learn in this course goes far beyond writing blog posts. 
You are going to discover just how much you really know about your topic and how to turn 
that knowledge into client-attracting marketing materials, whether that be blogs, videos, 
webinars, speeches, and the list goes on and on!

What’s next? Write your call to action. (extra space provided if you are putting a 
table so you can draw it, the call to action itself should only be a sentence.)
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Now, my dear trailblazer, it is time for you to bring it all together.

You have all of the pieces and it is up to you to connect them in a clear and 
“conversational” way.

Keep in mind that while this workbook and training are highly “step by step” this is only to 
help you cover your bases. Get creative, find fun examples to use when you’re writing, 
and write as though you were having a conversation with someone.

When you’re done, post your page to the Facebook group, or bring it to the next Q&A call. 
You will inspire the group with your action-taking, and get some great feedback!

Good luck!
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