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Chapter 1
A Brief History of Sales Pages

All too common in the discussion of sales pages is the apparent 

need to label them with a black and white template of what they 

should and should not be. Not surprisingly, doing this will most 

likely get you on the fast path towards failure. This is because they 

have evolved in so many di!erent ways. Strategies, design, content Ð 

you could make a Christmas list of the many recommendations that 

have been made.

The best way to look at sales pages, especially if youÕre just starting 

out in your creation of them, is to break down exactly what youÕre 

going to be needing from your personalized marketing sales pages. 

Sure, you can look at past examples of successful sales page 

marketers who seem to have a very good handle on how to use 

them properly, and weÕre actually going to be doing that later on in 

this chapter; however, Þrst you must understand what a sales page 

is in its most basic sense.
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Okay, so what is a sales page and why do I need to know 
about it?

Well, a sales pageÕs main purpose is toÉ you guessed it! Sell a 

product or service. Very good!

Since this is the Internet and weÕre each behind our own little 

monitor of privacy, the many di!erent sales techniques that are 

used in the real world donÕt really apply here (actually, some do, but 

weÕll get to that later). Your customer is going to be studying each 

and every facet of the design of your landing page. And you can bet 

your bum that every single thing they experience is going to matter. 

Even if they donÕt even get to a certain section of your sales page at 

all, you have to prepare for it anyway. You have to prepare for 

everything.

The Early History of the Sales Page

When Amazon.com opened up their a"liate program back in 1996, 

they kicked o! a revolution that would ultimately create a sub-

industry directly focused in advertising and marketing online. Before 

we get too far ahead of ourselves and start talking about a"liate 
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marketing, we must remind ourselves that this is not what weÕre 

here to talk about. WeÕre here to talk about sales pages! 

So how did these early marketers fare at that point?

Well, they fared like a lot of other endeavors that started with a 

great idea but lacked any real experience or knowledge to make it 

all go round. One thing occurred, though, that will help us 

immensely in looking at sales pages from this point forward.

Although there were obviously people who managed to make money 

using the method, sales pages that were created to help promote, 

sell or endorse someone elseÕs product or services didnÕt tend to 

fare very well. You can chalk that up to one of the many di!erent 

reasons, with the main one being that since they had no emotional 

investment in the product or service they were selling, it didnÕt 

relate with the potential customer.

Ensuring You Use Salesman Common Sense

As was stated earlier, not a lot of the tenets and methods of great 

salesmanship that are useful in real life can be translated very well 

onto the digital side of the fence.
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However, that doesnÕt mean you still canÕt use some common sense 

sales techniques in your sales page no matter how one-sided the 

entire experience is. Seriously, sit back and think what urges you to 

buy things. Why do you have this urge? Why do you give in to it 

sometimes?

Perhaps the biggest thing that youÕre going to want to establish is 

an actual interest and need for the product or service youÕre selling. 

This ties directly into marketing your sales page (which is a tale for 

another e-book!) but it can really help you formulate a solid and 

sales friendly page in no time. 

What makes your product or service di!erent from the others? Or 

rather, what makes yours so special? Is the product or service youÕre 

trying to sell, in fact, your own? Personalized products on the 

Internet have been an absolute goldmine. If you donÕt believe us, 

letÕs just jump right into the next section and take a look at some 

recent examples?
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The Proof:

First o!, letÕs take a look at each of these top marketersÕ primary 

sales products as of early January of 2010:

¥ John Reese: John ReeseÕs Opportunity.com

¥ Rich Schefren: Rich SchefrenÕs Strategic ProÞts

¥ Eben Pagan: Eben PaganÕs Get Attitude

Now, assuming you passed middle school, you should see some 

similarities with the three men above. Know that they are all very 

successful and have sold so many products or services that they 

could probably get away with selling a blank e-book and people 

would pay. The funny part is you think that was an actual jokeÉ

Using the example that these four Þne Internet salesman have 

taught us, if you can somehow come up with a product or service 

thatÕs at least somewhat useful to someone, then you can easily go 

ahead and attempt what many have been doing by merely imitating 

what they saw these four do.

You see, while you certainly donÕt have to come up with your own 

product to be successful, you do have to Þnd some way to lend it 

credibility. The fact that no one has ever heard of you, especially in 

Page 6

© 2010 Unique Blog Designs, LLC. All rights reserved.

http://www.squeezetheme.com/opportunity
http://www.squeezetheme.com/opportunity


the industry of your so-called new product, would ultimately mean 

little. YouÕre marketing with a sales page and probably only pulling 

in people who are in somewhat of a Òbuy it nowÓ mode.

TheyÕre not going to take the time to research your claims that you 

know the most in the industry about growing apple trees in oneÕs 

living room. If, on the other hand, you donÕt choose to push a 

product with because of your own credibility, youÕre still home free. 

All you need to do is just tweak your sales page so that you 

somehow prove to your sales page reader that youÕre to be trusted 

in the sub-niche of whatever product you chose to advertise. In the 

end, itÕs up to you, but ultimately, youÕre going to have to follow the 

basics regardless of which path you choose.

Taking It Back to School

In summary, what are the basic components of a solid sales page Ð 

or at least the basic ideas and strategies? 

Mainly, you want to o!er something in a new way or in a way no one 

else has yet.  As a general rule you can assume a certain degree of 

gullibility from the average Internet surfer Ð especially one whoÕs in 

Òbuy it nowÓ mode. Unfortunately, they still have some semblance of 
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intelligence. So donÕt try and hard sell a product when you can 

simply outline why they need to have it. Test both a long sales pitch 

and a short one. Throw in a middle one for good measure. Which 

one was most e!ective after the testing results came back?

Further reÞne that one and youÕll eventually be on your way towards 

a sales page that can make you some serious dough. But weÕll get to 

that later. This is going to conclude Chapter 1. Please turn the 

cassette tape over and press the play button to move on to Chapter 

2. 

(Or just scroll down, weÕre just playinÕ!) 
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Chapter 2
A Basic Understanding of Sales Copy

Now that weÕve got the basic understanding of sales copy out of the 

way, we can delve into more interesting and actually useful 

strategies. The Þrst one is also the most important one: RESEARCH. 

To sell something to people, you have to at least know what youÕre 

talking about. (Or you had better be a very good scam artist whose 

fresh o! of selling icicles to Eskimos up in the North Pole.)

If youÕre lazy and donÕt want to do the research, then itÕs going to 

shine through your sales page. YouÕre not going to sound like you 

know what youÕre talking about because you DONÕT. People are 

dumb but they arenÕt that dumb!

The Power of Three: Time, Money and E!ort

You need to remember that no matter what people buy, theyÕre 

almost always motivated to improve one of the following three 

things: time, money and e!ort. Those three things just about 

explain why the world goes round.  When people are buying a 

product or service, they almost always believe that they are gaining 
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something that will give them a leg up on either Þnances, gaining 

more time to do what they want to do, or just having to work less at 

whatever they do for a job.

If you can manage it you can try to outline how more than one of 

these three motivators can help the reader. This is symbolized, for 

instance, in the saying, ÒTime is money.Ó Use your imagination and 

think outside of the box, but also keep your sales focus on time, 

money and e!ort. 

Be careful, however, not to sound like youÕre only attempting to 

manipulate the reader. If you do that  youÕre going to look 

desperate and slimy Ð and this is never good. Instead, just assure 

your readers that your product or service will give them value. In the 

end, make your sales page sound like buying your product or 

service is the most obvious thing in the world. Once you can perfect 

doing this, then youÕre really going to start seeing huge gains in 

your ROI.

On the layout front, you should always try to list all of your 

productsÕ or servicesÕ beneÞts Þrst and then the features. This is 

because once they can see the beneÞts of what youÕre selling and 

acquire a deeper understanding of your product, then the features 

will look like common sense. Besides, talking about the beneÞts Þrst 
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will also cause more people to continue reading through the whole 

sales page and as such, will go a long way in boosting your overall 

ROI percentage. Cha-ching!

Lastly, even though this one is pretty common sense, always try and 

make sure your sales page is well-written. If you canÕt write very 

well then Þnd someone who can. Thankfully, unlike many other 

industries, the a"liate/Internet marketing industry is one which is 

practically overßowing with talented writers who can skillfully build 

your sales page content.
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Chapter 3
Urgency, and Why You Need To Create It

Why create urgency?

Wait, was that a serious question?

Although we all know that urgency helps in sales like water helps 

plants grow, youÕd be surprised at how many people still manage to 

keep it out of their sales pages. Because of this, we Þgured it would 

be a wise move to remind everyone to incorporate this in your own 

sales pages every single time.

Ultimately, youÕre going to want to have your peak attempt at 

creating urgency appear right around the call to action. The 

purchase window is small and thus, urgency is almost always the 

best choice with which to open it. This will elicit an emotional 

response with your reader, and emotional responses within the call 

to action window are usually a good thing.
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Some Ideas for Creating Urgency

One of the oldest tricks in the book for creating urgency is to make 

it appear that whatever day the reader ends up on your sales page, 

there is a sale that is going on and will be ending within the next 

few hours. If you have the type of sales page that will have your 

readers coming back the next day or week, then having the sale end 

within the upcoming days or weeks can also be e!ective.

Another excellent idea is to provide your readers with some type of 

coupon to use during the time of purchase, since, to be honest, who 

doesnÕt like getting products or services cheaper? In this same vein, 

you can use limited time coupons or a discount that is also going to 

be running out within the coming hours or days. Just put yourself in 

the shoes of the reader and think of some things you can come up 

with that would make you want to buy whatever it is right then and 

there.

Literary Techniques That Would Behoove You to Use.

As for the language you should be using, the following words or 

phrases are like money in the bank in regards to trying to create 

urgency through literary form:
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- ÒimmediatelyÓ

- Òwill not last longÓ

- ÒdeÞnitelyÓ

- Òbehoove youÓ

- Ògreatly beneÞt youÓ

- Òdoing yourself a strong disservice if youÓ

- Òwould be stupid not toÓ

- Òwould be taking advantage ofÓ

- Òwill be thanking yourself for years to comeÓ

You get the picture. ItÕs not very hard so just think of your particular 

product or service, put yourself in the shoes of the reader and 

brainstorm. DonÕt be afraid to think out of the box either, just donÕt 

go too crazy.
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Chapter 4
How to Style a Sales Page That Converts

Ah, conversions. TheyÕre single-handedly the most stressful yet 

fulÞlling and wonderful portion of the entire a"liate marketing 

experience. In order to help you keep the stress down and the 

happiness up, weÕre going to be talking about the di!erent sections 

of a successfully converting sales page.

First and foremost: Headlines!

Headlines are obviously important since theyÕre usually the Þrst 

thing on the page, larger than the other text and also a di!erent 

color (if youÕre smart, which you will be after this section). As for 

what we suggest you to do, youÕre going to want to keep your 

headlines red Ð at least assuming that your background will be 

white. Which it should be!

Another thing that not a lot of people pay attention to or even think 

is particularly important in a sales page is the font that is used. 

Fonts are very important, especially when using sales pages. As a 
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general rule, you canÕt go wrong with a 20pt Tahoma font. Trust us, 

itÕs money.

The rest of the storyÉ

The body background of your sales page should be white (the 

backdrop of which the main text is on) whereas your background 

background should be light grey Ð with this background being the 

backdrop of the body background. YouÕre going to want to have a 

600-675px width for the body background on which the sales page 

text is. This is so that everything Þts in perfectly on the average 

usersÕ browser screen. The color, width and background will all 

combine to present a very easy-on-the eyes type style. 

Font wise for the body text, you can either go with what we suggest 

with the Tahoma font, or you can go with either Arial or Helvetica. 

Whatever you do, though, donÕt stray from any of those fonts for the 

body text. WeÕre suggesting that for a reason and not just to 

randomly sound like we know what weÕre talking about. Feel free to 

study what some of the more popular sales pages in the industry 

use to help validate what weÕre saying if you donÕt believe us.
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Chapter 5
The Key Elements of the Sales Page

The best way to not only plan and implement a great and successful 

sales page, but also make it a lot easier to go back over and edit 

and tweak it into perfection, is making sure you nail it on six very 

key elements of the overall sales page. They are the headline, 

opening paragraph, the Òbig problem,Ó the Òbig solution,Ó explaining 

how to buy, and the payment area.

The Headline

Even if you were completely clueless you could still deduce why the 

headline of a sales page is important. ItÕs the Þrst thing the reader 

sees, and like the old adage goes, you always want to go out of your 

way to make a good Þrst impression. This is especially true when 

youÕre trying to impress people who, if they like you, will be giving 

you their money.

A good sales page headline ultimately will keep the reader reading. 

It will capture them and prevent them from either being bored, 

drawn away, disinterested or any other feeling that will cause them 
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to hit the dreaded X button before they even got to read your 

meticulously prepared sales page body.

More importantly, you want to make sure that whatever it is that you 

say in the headline, you ultimately prove, answer or cover in your 

actual sales page. If youÕre stumped on creating the headline, make 

sure you Þrst outline how youÕre going to or how youÕve already 

been drawing tra"c to your sales page. Take into account your ad 

text if you are doing PPC, or what the reader would have been 

searching for in the search engines if youÕre using SEO to bring in 

tra"c. Once you know this, itÕs easy to come up with a headline that 

will help assure the reader that they made a good choice in clicking 

your sites link from wherever they came from. ItÕs not complicated, 

so donÕt make it complicated. Ask them a question, make a claim or 

state an impressing fact. DonÕt go with something corny and boring 

like, ÒWelcome!Ó or, ÒGreetings there!Ó Doing so will almost certainly 

get your Òbounce rateÓ to be disgustingly close to 100%. So donÕt do 

it.

The opening and intro paragraphs

Unless you go against our advice and use a ÒWelcomeÓ headline for 

your sales page, then your opening or intro paragraph(s) are indeed 
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the most important thing out of your entire sales page in regards to 

its bounce risk rate. As we talked about before, the bounce rate is 

the percentage of readers who get to your sales page but X it out 

without even reading your entire pitch.

YouÕre going to want to explain very concisely and convincingly 

what it is that youÕre selling and why youÕre selling it. More 

importantly, youÕre going to want to focus on why the reader should 

even care. What makes you so special, how it can help improve upon 

time, money or e!ort (like we talked about earlier) and maybe why 

they should even feel a bit of urgency concerning the whole thing is 

also a solid strategy.

DonÕt overcomplicate things but also donÕt be averse to testing out 

di!erent opening/intro paragraphs throughout the Þrst phase of 

your sales page marketing. Just because youÕve started the sales 

page live and sending tra"c to it certainly doesnÕt mean you canÕt 

edit or tweak a few things. Track and keep the statistics for 

everything so you can see if what you have on your sales page is 

making you money or not. Also, like weÕve talked about a lot 

throughout this ebook, use the empathy factor and put yourself in 

the readersÕ shoes. What causes you to continue reading beyond the 

Þrst few paragraphs in sales pages? Certainly donÕt be against doing 
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a little bit of ÒresearchÓ of any competition. Just make sure you donÕt 

outright copy anything because then youÕd just be in trouble with 

the law.

The ÒBig ProblemÓ

Even though youÕre sure that they already know, you always want to 

express and detail the problems or frustrations that your reader is 

going to be having. Feel free to also amplify why these problems 

should be so discouraging and stressful and tie in anything 

regarding the beneÞts of your service or product accordingly. For 

instance, if you were selling a product that detailed how people can 

learn the basics and succeed quickly in the world of PPC (pay per 

click marketing) then you could suggest that, unlike many other 

things, failing to succeed with PPC early can be very, very expensive. 

Since you need to spend money to make money, you really, really 

need to ensure that you donÕt lose money because then youÕd be 

spending money to lose money. Certainly not a good thing, but it 

paints a vivid picture, does it not?

DonÕt be overly depressing, but donÕt try to quickly gloss over the 

problem because then you might not be able to properly connect 

with the reader. This is once again another area where you might 
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want to consider testing di!erent approaches to further increase 

your overall ROI and percentage of readers who read through your 

entire sales page.

The ÒBig SolutionÓ

The best strategy you can take here is to focus as much as you can 

on beneÞts and stay away from features. Features are boring and for 

the most part, pretty much common sense if the reader knows 

anything at all about the overall industry or niche that your product 

or service comes in. Focus on how it will beneÞt them and feel free 

to further focus on how it will help them make more money, spend 

less time on a problem or expend less e!ort on whatever it is 

theyÕre looking for. If that sounds familiar, itÕs because we talked 

about the Òtime, money and e!ortÓ approach/strategy to overall 

sales page philosophy earlier. 

In this section of your sales page, youÕre going to want to directly 

tie it into the buy it now section from your pitch so you should also 

strongly consider outlining the urgency that we talked about 

previously as well. Urgency plus beneÞts and solutions make an 

excellent trio to directly lead into a buy it now/call to action section. 
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The Importance of Explaining How to Buy

Something a lot of sales pages do wrong Ð and ultimately directly 

harm their ROI unnecessarily Ð is that they donÕt explain exactly how 

to buy. Some people donÕt do this because they think it will scare 

the reader o!, but you really donÕt need to worry about this.  More 

often than not, if the reader doesnÕt know how to buy Ð no matter 

how much they like your product and were planning on getting it Ð 

they will not waste time trying to Þgure out how they can get it. So 

donÕt forget to succinctly but e!ectively explain this when 

necessary.

The Actual Payment Area

Just because youÕve gotten the reader to your actual payment page, 

you deÞnitely shouldnÕt think that youÕve already gotten them to 

actually buy. People are strange sometimes and can often have 

second thoughts about buying your product just for the simple 

reason that your color scheme on the payment page was vastly 

di!erent and not as pleasing to the eye.
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All in all, donÕt skimp on the payment area page. Keep things 

simple, do not draw them away from the actual payment process 

with any content that does not directly outline for them what they 

need to do or how they need to pay. Keep it simple as possible and 

directly related to purchasing immediately. You got them to the 

purchase page, so they obviously want to buy your product or 

service. ThereÕs no need to try and continue selling. Also, 

preferably, stay away from trying to add on extra charges or 

services. If anything, tell them if they buy now youÕll throw in a free 

e-book or something. DeÞnitely canÕt hurt!
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Chapter 6
The Rest of the Story

Although weÕve pretty much covered everything that really needs to 

be covered, thereÕs still a few extra points weÕd wanted to touch on 

and bring to your attention that we felt were important; hence, this 

section is cleverly entitled ÒThe Rest of the Story.Ó

The 30 Day Guarantee

This one deÞnitely isnÕt surprising Ð or at least shouldnÕt be. Adding 

a 30 day money back guarantee will not only vastly increase the 

number of people who will ultimately purchase your product or 

service, but believe it or not, it will also help to reduce the number 

of refund requests that youÕll be getting. Ultimately, youÕre going to 

want to make sure that your product or service is actually useful and 

worth the money, but itÕs reassuring to your buyers to know they 

have a guarantee.
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Boxes for Conversions

In the interests of increasing on conversions, adding either a 5 step 

box or a 5 reasons box section to your sales page will most certainly 

help. A 5 step summary on how your product or service can help 

beneÞt the reader will not only be interesting to the reader, but it 

will also likely cut down on the overall length of your sales page. 

And usually, thatÕs almost always a good thing!

Same thing with a 5 reasons section Ð just make sure that you title it 

with something attention-getting like, ÒThe 5 Reasons YouÕll Be Able 

to Quit Your Job after Reading My E-book!Ó Be original, be 

imaginative and put your own spin on it.

Do the same on the rest of your sales page. DeÞnitely donÕt rule out 

investigating all of the competing sales pages in your particular 

niche if applicable. If it is applicable then just take notes on what 

are common things that all of the competing sales pages seem to 

have and also, donÕt have. We trust youÕll know what to do with such 

information if youÕve gotten this far!
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Closing Words

Congratulations on getting to the end of this e-book. Hopefully you 

can successfully apply everything youÕve read and learned here into 

your own sales page. As you will no doubt soon see, if you pay 

attention and do everything we say you should, your sales page is 

going to be successful and have a proÞtable ROI quite easily.

Certainly youÕre going to want to create more than one sales page 

for the remainder of your Internet marketing career, so if so, youÕll 

soon see that, once you really start to make more and more sales 

pages youÕre going to bust them out quickly and youÕll 

automatically know what to do with di!erent types of pitches or 

products in order to make the sales page a really great one.

Just put in the e!ort and research, donÕt be afraid to test and always 

have put yourself in the shoes of the reader. If you can manage to 

do all of these things, and also print out this e-book and keep a 

copy of it both on your work desk and framed on the wall beside 

you, then you should have absolutely no problem not only being 

successful building sales pages, but enjoying the whole thing as 

well.

Good luck, never stop trying to learn, and go get emÕ!
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