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The possibilities are endless. Just ask yourself,

What am I good at?
What do I have skill in? 
What do people also ask me about?

Whatever the answers to those questions are, you can turn 
that into a coaching business.

How to start a coaching business

This issue of Tradecraft is all about helping you get your 
coaching business set up. 

From finding your unique platform to transitioning what 
you already do into coaching to setting your pricing and 
even beating imposter syndrome, we’ve got you covered.

So pull up a chair, read through some articles, and ask 
yourself, “How will I serve my audience today?

Cheers!

Letter from the editor

As an online creator, one of your main missions is to serve 
your audience. 

Scratch that– it’s not “one of”, it IS your main mission.

Everything you do as a creator needs to answer the 
question, “Does this serve my audience?”

How you serve can look like a lot of different things 
depending on your industry, but one avenue of serving 
spans all industries– coaching.

When it comes to a profession that serves, coaching is 
the textbook definition. And it’s the most natural way to 
turn your skills and profession into a hands-on serving 
experience.

Are you a great social media marketer? Be a business 
coach who connects with online creators to help them 
grow their social following.

Are you a born listener who loves guiding people 
through the rough water of relationships and life 
choices? Be a life coach and sit with people during their 
ups and downs.

Do you come alive when a friend asks for your advice 
about new workout routines or healthy recipes? Be a 
fitness coach who helps clients find their strength both 
physically and emotionally.

Dani Stewart
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H ave you ever told yourself that you 

weren’t born to be a salesperson? 

Maybe numbers haven’t always been your friend, so closing 
sales can feel scary and overwhelming. Not to mention that 
your brow starts to sweat any time you have to talk about 
money…

As creators, it’s easy to compare ourselves to people who 
seem better at sales than we are, but luckily, being a great 
salesperson is a skill rather than a natural born trait.

Each person has the opportunity to become a better 
salesperson. It’s a learned skill, meaning there’s nothing in 
your DNA that is putting you at a disadvantage. This is good 
news since making the sale is the surest way for our online 
business to grow. 

Learning how to sell online comes with a unique set of 
benefits.

As an online creator, you are able to have full creative 
freedom over how you sell your products or services. It’s up 
to you to convince your target audience that what you offer 
is better than someone else, and you can do this through 
your marketing and sales strategies. 

How to Sell Online: The Creator’s 
Guide to Making the Sale

http://convertkit.com
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You can also build your confidence in selling over time since 
you don’t have to meet people in person or even jump on 
phone calls to make a sale. Those methods can definitely 
help you grow as a salesperson, but they aren’t necessary 
when you are simply focused on getting your feet wet.

You can make sales on digital products and physical 
products alike from virtually any device. All you need to get 
started is social media, an email list, and a simple website 
that educates your audience on what you offer. 

What can sales do for your 
business?

Making sales is what keeps you in business. Without sales, 
you won’t increase your revenue or build your customer 
base. Your sales growth is a reflection of your business 
performance, so having an optimized sales process and 
strategy is crucial. 

If you feel uncomfortable with selling, remember the value 
of what you are offering. Is it a coaching package that can 
completely transform your client’s mindset? Is it a paper 
planner that will help your buyer organize their life? 

Once you are confident in the value of what you sell, you’ll 
have an easier time making the sale. Selling becomes 
enjoyable when you believe in what you are selling. As you 
create products that you can stand behind, you must know 
what making the sale consists of. 

There are a lot of aspects that go into selling a product, but 
here are a few things to keep in mind as you create your 
sales strategy. 

You can connect with your  
ideal audience

Utilizing your personal brand and competitive advantage, 
you can connect with your target audience and persuade 
them through high-value educational content that what 
you’re offering is the right choice. 

Marketing is often your first touch point with your 
audience, but marketing alone isn’t enough to sell them. 
You need to have a solid sales process and strategy to back 
up your marketing content. Too many online creators focus 
on marketing products rather than selling them. 

Instead, you’ll want to build your like-know-trust factor with 
your audience as you build your credibility and authority 
through marketing-based content. This can look like 
behind-the-scenes content, video tutorials, or anything else 
that adds value to your audience. 

From there, you can introduce a call-to-action that will help 
your audience members qualify themselves as strong leads. 
Your call-to-action can be to sign up for your email list, 
attend a live webinar, or fill out your contact form. 

This call-to-action leads them into your sales funnel, which 
will help you create a stronger connection with each lead 
as they move through your customer journey. As you 
build your confidence with sales, start with your marketing 
strategy and strengthen your messaging as you weave it 
into your sales strategy. 

You’ll also be able to improve your communication. 
Knowing what to say, when to say it, and how to say it 
is a big strength in business. When you invest in your 
sales strategy, you’ll want to stay hyper-focused on your 
communication style. 

What things do people respond to? 
What things haven’t worked in the past? 
How do people like to approach what you are selling?

Keep asking yourself questions and paying attention to the 
actions of your customer leads so you are able to better 
communicate the value of what you offer. 

http://convertkit.com
https://convertkit.com/issues/products/?utm_source=Tradecraft&utm_medium=PDF&utm_campaign=December_2018
https://convertkit.com/issues/products/?utm_source=Tradecraft&utm_medium=PDF&utm_campaign=December_2018
https://convertkit.com/issues/how-to-use-social-media/?utm_source=Tradecraft&utm_medium=PDF&utm_campaign=December_2018
https://convertkit.com/issues/email-marketing/?utm_source=Tradecraft&utm_medium=PDF&utm_campaign=December_2018
https://convertkit.com/simple-side-hustle-website/?utm_source=Tradecraft&utm_medium=PDF&utm_campaign=December_2018
https://convertkit.com/coaching-packages/?utm_source=Tradecraft&utm_medium=PDF&utm_campaign=December_2018
http://convertkit.com/sales-strategy/?utm_source=Tradecraft&utm_medium=PDF&utm_campaign=December_2018
https://www.garyvaynerchuk.com/how-to-sell/
http://convertkit.com/converting-sales-page/?utm_source=Tradecraft&utm_medium=PDF&utm_campaign=December_2018
https://convertkit.com/issues/create-a-webinar/?utm_source=Tradecraft&utm_medium=PDF&utm_campaign=December_2018
https://convertkit.com/email-marketing-funnels/?utm_source=Tradecraft&utm_medium=PDF&utm_campaign=December_2018


TRADECRAFT
by

PAGE 6
convertkit.com

You’ll learn how to negotiate

One of the greatest skills you’ll take away from learning 
how to sell online is how to negotiate. While some products 
are priced with a solid “take it or leave it” price, others are 
up for negotiation. 

Instead of negotiating a lower price for your product, you 
could add in more value by offering complimentary services 
or products to sweeten the deal. This way, you don’t lower 
your revenue or deeply discount your product but rather 
give extra value so the purchasing decision is even easier to 
make. 

You’ll close more deals

Ultimately, the success of your business relies on how 
many deals you close. Not all deals are created equal since 
some bring in more revenue than others.

Depending on the pricing structure of your offerings, you’ll 
want to create a sales strategy that prioritizes your high-
ticket offerings and offers more of a hands-on approach to 
your sales process for those offerings. 

When you close more deals, you’ll also have more 
information on what worked and what didn’t. This will help 
you make tweaks to your sales strategy until you’ve found 
an optimized workflow. While you are in the sales process, 
take note of what you notice with each lead during each 
step. 

As you close the deal, remember that your job isn’t finished 
yet.
 
As the lead sends over their payment and possibly a signed 
contract, you’ll also want to have a plan in place for how to 
nurture them. Since they have already been through the 
sales process and are building up trust with you, it will be 
easier to convert them in the future. 

This whole process allows you to build rapport with 
your customer base and give them added incentives for 
doing business with you. That’s why following up with 
your customers and letting them feel seen, heard, and 
understood is so important. 

How to sell online successfully 
with your sales strategy

As you prepare to land a new customer through your sales 
strategy, let’s talk about some best practices for selling 
products online. 

Know your customer

In order to connect with your customer, you need to 
do your research first. Take time to understand what 
world they come from, what they are searching for, what 
problems they struggle with, and how your solution can 
solve them. 

Without this key information, you’ll have a harder 
time meeting your customer leads where they are and 
connecting deeply with them. People don’t want to feel like 
a number or a transaction. 

While you have sales goals to meet, it’s important to 
remember that you are simply a human trying to help 
another human. When you take this approach, it will make 
the sales process feel less icky and more rewarding.

You’ll also want to focus more of your attention on making 
the conversation about your customer. 

Instead of leading with “our product can help you do…”, ask 
them questions about where their business currently is and 
where they’d like to grow. Talk about their successes and 
pitfalls before you introduce your offerings.

http://convertkit.com
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Lead with value

Instead of trying to make the sale right away, prime them 
by offering something for free or at a lower cost to help 
them. It’s the same principle that online creators use 
to build their email list with lead magnets. In exchange 
for their email address, email subscribers are able to 
receive freebies in their inbox that will help them achieve 
something. 

You can use the same approach in your sales strategy. You 
don’t need to burst through the door in order to sell more 
of our product. Instead, you should focus on building the 
relationship and offering something of value that can help. 

Be authentic

We’ve all heard the term “sleazy car salesman”. In the 
world of sales, no one wants to classified like that. A sleazy 
car salesman is usually someone who is willing to do 
anything for the sale. Sometimes this can lead to someone 
who guilts other people into the sale, refuses to read 
the emotions of the people in the room, or is willing to 
compromise their integrity to get the sale.  

Many people think of this approach when they hear the 
word “sales”, but you’ve probably encountered salespeople 
that are really great. What did you notice when you 
interacted with them? 

You probably noticed that they were willing to help, took 
extra time to get to know you, remembered your name, 
and they followed up with you. These are all signs of an 
authentic salesperson. 

You can bring your unique personality into your sales 
process in order to create a more personal connection with 
the people you are selling to. 

Remember what turns you off as a consumer. If you don’t 
like it, your customer leads probably don’t either.
 

Be available 

Have you ever been interested in buying something only 
to find that the person who was going to sell it to you 
was nowhere to be seen? Maybe you tried calling them, 
replying to their emails, or even tried to set up an office 
appointment. 

Being available for your customer leads is so important. 
Many people will have questions before they buy 
something, so you’ll want to carve out time in your schedule 
to ensure you are able to answer those questions while 
nurturing other leads. 

You don’t want to lose a sale to a competitor because you 
weren’t available. Mixing availability with authenticity will 
be a sure-fire way to make an impact with your customer 
leads.

Ready to increase your sales by 
learning how to sell online with a 
strategic approach?

With these best practices in hand, you’re now ready to 
tackle your sales strategy. In this issue of Tradecraft we’ll 
go over conversion copywriting, sales metrics, your email 
list and more to help you become the best salesperson for 
your business.

Kayla Hollatz

http://convertkit.com
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E veryone has their own personal  

sales journey. 

For many, they were forced to learn sales because their 
livelihood depended on it. 

For some, like me, they were just born to sell. 

Or perhaps they were creators, probably much like you, 
who hated the idea of selling, but in order to make their 

Sales Psychology: 7 Sales Tips  
to Win the Customer

craft a career they needed to learn all the sales tips they 
could. 

At any rate, sales is a craft and it takes time to hone. And 
when embarking on the journey of cultivating this particular 
craft, the most important thing that one needs to learn is 
the psychology of selling. 

Let me tell you a very quick story about how I learned this 
very important lesson in my sales journey. 

Learning sales

When I graduated college I was catapulted into one of the 
hardest jobs, still to date, of my career. 

It was never a job that I intended to have, but I’m so 
thankful that it landed in my lap. It was this job that taught 
me more about sales then any other role I have been in. 

I bet you are thinking that it must have been some intense, 

http://convertkit.com
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fast paced role at a Silicon Valley start-up. Nope. It was 
probably as far from that as humanly possible. 

I was a coach. 

More specifically, at just 23-years young I was the  
youngest Division I (D1) head volleyball coach in the 
country. 

If you are a sports fan you know that recruiting is the key 
to success at any level. *(Recruiting is the act of finding and 
offering an athlete the opportunity to represent a given 
university in exchange for a free education). 

Now I share this because out of 334 coaches in D1 athletics 
I was the youngest, by far (not a good thing). I couldn’t 
control my age, but if I learned how to sell effectively I could 
ensure the success of the program for years to come. 

Now this role was only the start of my sales career, but 
it was the role that most emphasized the importance 
of understanding human psychology when selling, and 
as a result, it has drastically helped my career as a sales 
professional. 

It is my hope that the lessons I learned along the way, 
both as a coach and as a professional saleswomen, can be 
applied to your business and help increase the amount of 
revenue that you generate in years to come. 

Let’s dig in. 

Lesson #1: People make decisions 
based off their emotions. 

This might be my favorite of all the lessons. Maybe this is 
why it is listed as #1. 

When people buy something they usually do so for one 
of two reasons– they buy because it brings them joy or it 
solves a problem. 

Nearly every purchase we make falls into one of those two 
categories. 

Tesla: Joy 

Used Camry: Problem

Alcohol: Joy 

Coffee: Problem 

Movie: Joy 

Medicine: Problem 

Understanding this is really the basis for every sales 
conversation you have. 

The way you sell to each prospect will be dramatically 
different based on the reason behind their purchase. 

Are you solving a problem for them? Or are you 
emphasizing the amount of joy they will experience? 

Key takeaway: Identify the reason behind the 
purchase. 

Lesson #2: People think of 
themselves. 

Has there ever been a time where you walked out of a 
store and felt excited about an expensive purchase after 

http://convertkit.com
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the salesperson disrespected or insulted you? I am going to 
guess the answer is no. 

This is because people are self-absorbed. They want to hear 
how smart, intelligent, or attractive they are. 

When selling, you need to be sure to compliment them 
in an authentic and insightful manner. This is important 
whether you are selling 1:1 or 1:many.

Make them feel seen. 

If you see something in them that most people miss, 
they will immediately feel a connection with you and an 
increased level of trust. 

Bottom line is that people are more likely to buy something 
when the attention is focused on them, and the easiest way 
to do that is to ensure that they feel completely seen and 
understood. 

Key takeaway: Give authentic compliments and 
practice active listening skills when you are talking 
to prospective clients. 

Lesson #3: People like to  
be challenged. 

One of my favorite sales books of all time is The Challenger 
Sale by Matthew Dixon and Brent Adamson. For the book, 
they performed one of the most expansive sales studies to 
date on B2B sales representatives. The results were quite 
eye opening. 

In the study they categorized salespeople into five different 
cohorts and then worked to identify the most successful 
sales representatives based on their style. 

You can probably conclude that ‘The Challenger’ was the 
most successful of the five sales personalities. 

‘The Challenger’ is a sales representative that teaches their 
prospect, tailors their sales process, and takes control of 
the customer conversation.

Now this might be an extreme example, but which would 
you rather? 

“John - I have evaluated your email marketing strategy and 
I think ConvertKit would be a great addition to your suite 
of tools. I understand if now is not the right time to make a 
decision, but should the timing be right I would be thrilled 
to do business with you. I look forward to the fruitful 
friendship ahead of us.”

OR

“John - I have evaluated your current email marketing 
strategy and while I am impressed that you have a 20% 
conversion rate I am certain that by moving to ConvertKit 
we can drastically increase your profits by implementing 
the following tactics. I am confident I can help you increase 
your conversion rate from 20% to 30% in the next 3 month. 
Let’s connect this afternoon to discuss next steps.” 

The first option is nice. Certainly non-threatening but pretty 
passive. It does not cause the buyer to think. It certainly 
does not evoke a confidence to the buyer that the seller 
knows exactly what is needed to help him/her. 

However, the second option teaches, challenges, and 
proposes a solution to the buyer. 

If I am going to invest in a new solution (or product), 
or replace an existing one, I want to have a very clear 
understanding of the benefits, the value, and the next 
steps. 

http://convertkit.com
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That said, go forth and challenge. 
 
Key takeaway: Don’t be afraid to challenge a buyer 
or take control of the sales timeline

Lesson #4: People love to learn. 

Because people love to learn, teaching is the key to selling. 

Let’s look at an example. 

I grew up in Los Angeles. The land of excess. 

When I was young, I valued quantity over quality. For sake 
of example let’s say that the average price per piece of 
clothing I owned was $20.

As the years passed, I learned more about ethical fashion 
practices. I learned about quality fabrics, markups, etc. I 
became more educated about the amount of effort that 
went into each garment and what the fashion industry was 
doing to our environment. 

As a result I now value quality over quantity. I almost 
exclusively support independent designers and small 
brands. Because of this, I have fewer items in my closet 
because each piece now averages $60. That is 3x the 
amount. 

The lesson here is that I have no problem buying more 
expensive items because I am educated on how fast 
fashion negatively affects our world. 

You can’t just tell your audience why your product or 
service is the best, you have teach them why. That’s why we 
always recommend creating educational email sequences 

that teach your audience about your topic and your 
industry.

Key takeaway: Teach your consumers why your 
product or service is worth the money. 

Lesson #5: People trust their 
friends and peers. 

Can you think of a time where you purchased or saw 
something that you absolutely couldn’t resist sharing? 

Maybe you had an interaction with a customer support 
team and were blown away by the support you received. As 
a result, you felt compelled to share your experience with 
all your friends. 

Perhaps a course that you purchased helped to increase 
your revenue by 30%. Wouldn’t it be a shame not to share? 

Jay Baer talks about this in his new book, Talk Triggers. 

*it’s a great book and I highly recommend giving it a read.

The point is that these experiences didn’t happen by 
accident. They were designed to be a trigger. The result or 
the experience was designed to be shared. 

Turn your customers into volunteer marketers. Word of mouth 
is responsible for as much as 50% of all purchases, yet almost 
nobody has an actual plan to generate it. – Jay Baer

Key takeaway: No matter what you are selling, make 
sure you create your businesses ‘talk trigger’. Selling 
becomes a whole lot easier when word of mouth 
marketing does the initial work for you. 

http://convertkit.com
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Lesson #6: People are more likely 
to move forward when it is their 
idea vs. when they are told. 

Let’s look at a very simple example. 

Would you rather…

Your boss come up with a strategy on his/her own and then 
hand you the plan and say, “Go implement this.”

OR..

Would you rather your boss say, “We need to accomplish 
‘x’ in the next 6 months. Please put together a strategic 
proposal and once reviewed we will implement.” 

Key takeaway: Guide your prospect/consumer in 
the direction that you want them to head. A really 
simple way to do this is by asking questions. 

Lesson #7: People like a taste of 
what is to come. 

How many of you have been to Costco? 

If you have, you know that Costco has built their entire 
business by implementing this lesson. Year after year they 
continue to increase sales and customer loyalty by offering 
samples of their products. 

What about Birchbox? The ecommerce makeup company 
that distributes sample size cosmetics in the form of a 
subscription box. Their model allows the consumer to try 

several products and then purchase only those that they 
love. 

Bottom line is that people love samples. In the digital space 
this is very easy to replicate. 

Teaching and providing value to your audience is the best 
way to do this. The end result is the consumer saying, “If 
their free content is this great I can’t imagine what their 
paid content looks like.” 

The options are endless. 

Key takeaway: Give, give, give, before you take. 

Ready to put your sales 
psychology to the test?

Take one of two of these sales tips and put them into 
practice on your next call.

And once you’ve finished your call, grab this sales call 
review questionnaire to make sure you’ve made the most 
of your chance and keep learning.

Haley Janicek

http://convertkit.com
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T ired of jumping on sales calls and  

feeling nervous because you don’t know 

what to say?

Maybe you haven’t been talking about your products or 
services on social media because you wouldn’t confidently 
know what to do if someone wanted to buy your offering. 

It’s hard to expertly move people through your sales 
process if you don’t have a sales strategy in place. 

7 Elements of a Successful  
Sales Strategy

You can try to streamline each step of your process, but if 
there is no strategy behind it, you’ll find yourself having to 
make more tweaks than you anticipated. 

We want to help you take a strategy-first approach to how 
you sell products online. 

Why your online business needs a 
sales strategy 

A sales strategy is simply a step-by-step strategic plan 
that will help you accurately position your product in the 
marketplace so you can increase company revenue. 

It isn’t something you’ll create once and forget about. Your 
sales strategy will be continually tested and updated so you 
can improve your sales over time. 

You can’t have a successful business without sales. 

http://convertkit.com
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As your business performs well, you’ll see more and more 
sales come through. And when you are more proactive with 
a comprehensive sales strategy, you won’t have to wait until 
sales come to you. You can use your competitive advantage 
to attract more leads and convert them into sales. 

With a sales strategy, you can unite your team under one 
shared mission. It will ensure that your team members 
stay aligned with your overall sales goals and create a great 
customer experience for all of your leads. 

Even if you are currently a solo entrepreneur, it’s still 
important to put time and energy into your sales strategy. 
As you build a strong foundation of sales, you’ll be able 
to teach other salespeople as you grow. It will give you 
the tested and proven structure you’ll need to scale your 
company. 

A sales strategy will also help you learn from the past.

• What closing techniques worked? 

• What stage in the selling process did leads struggle with 
the most? 

• Why do some people exit the sales process, and what do 
they have in common? 

Answering these questions among others will help you 
create a stronger sales presence in the future. 

The benefits of creating a sales strategy sound great, but 
what actually goes into it? First, we need to talk about the 
difference between inbound and outbound sales strategies. 

Inbound sales strategy vs. outbound  
sales strategy

An outbound sales strategy is based on the seller’s 
actions, meaning the product seller is responsible for 

gathering data, marketing their product, and closing sales. 
Traditional companies have followed this strategy, but 
inbound sales strategies are based on the consumer’s 
actions. 

Instead of sellers needing to go out and find leads, inbound 
sales marketing allows consumers to input their data so 
they can move through an automated and streamlined 
sales funnel. 

Since buyers are often doing their own research before 
approaching a company to buy their product, modern 
technology allows sellers to use this to their advantage as 
they customize the sales journey for each lead. 

Hubspot states that “before a seller even contacts a buyer, 
he or she is already 57% of the way through the sales 
process.”

By taking the time to qualify your leads through an inbound 
sales strategy, you’ll be able to cut extra steps from your 
sales process and spend your energy on converting the 
right leads. 

Elements of a solid inbound sales 
strategy plan

As you create your sales strategy, you’ll want to ensure 
these essential components are reflected in it. 

It can be tempting to rush through this process and start 
testing your sales techniques, but you need to have a 
strategy in place before you run with it. Here are a few 
things you need to have nailed down before you begin. 

Sales goals

Without a goal, you won’t know if your sales strategy was 
successful. When you create sales goals, it’s good to have 
an idea of the revenue growth goals you want to hit.

You can set a specific number to shoot for, or you can even 
create different financial goal tiers for your team. Setting 
multiple goals can often help you gauge your level of 
success without getting too attached to a specific number. 

You can also set goals around how many new customers 
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you want to convert or how many existing customers 
you want to stay and nurture. Your customer goals may 
influence your revenue goals depending on the pricing of 
your products, so it’s good to keep your sales growth in 
mind as you set realistic goals. 

Here are a few other areas you can set sales goals in:

• Sales goals for specific team members to hit

• Sales goals for a new subset of your audience 

• Sales goals around a new product you are offering

• Sales goals to differentiate your income with multiple 
streams

Budget

It doesn’t matter if your sales growth is great if you are 
constantly in the red because of your expenses. Before you 
start selling, it’s important to set a budget for your sales 
team. Without a budget in place, you may unwisely spend 
resources without knowing it. 

If you have a team of people helping you with sales, run the 
numbers to see how much on average you are spending on 
their labor per converted customer lead. The lower you can 
get this number, the better. It will take time to optimize this, 
but it will help you create a more lean budget in the long 
run. 

Maybe you don’t need a team of people to sell your 
product. Instead, it might be helpful to invest in a sales 
CRM tool (like Hubspot, Smartsheet, or freshsales) that can 
automate parts of the sales process for you. Before you 
hire someone, this may be an attractive alternative. 

Ideal customer profile 

You need to know who you want to attract before you 
invest your time and energy into them. One of the most 
proactive ways to do this is to create a buyer persona. 
Inside the profile, you’ll be able to determine your ideal 
buyer’s demographics (like their location, age range, and 
other factors) along with their purchasing habits and overall 
motivations. 

Getting inside your ideal customer’s head will help you 
create better sales and marketing messaging. Once you 

know their pain points, you can simplify and streamline 
your sales strategy so it includes only the most crucial steps 
for your leads. 

Customer journey map

Your sales strategy can’t go anywhere until you understand 
how leads will move through your customer journey. 
When you redesign a website, you consider how you want 
to navigate users through the overall experience of your 
website. It’s the same principle with your customer journey.

 

Your customer journey will likely look like this:

• Awareness: This is the stage where your prospect has 
just heard about your product and is conducting their 
research. This is an important phase that will set them 
up as a lead in your sales funnel if they are interested in 
learning more. 

• Consideration: Now that they are aware of your product 
and have researched more about it, they are ready to 
explore purchasing opportunities. You can also qualify 
leads based on their urgency, their needs, or other 
characteristics.

• Decision: As your qualified leads move through the 
sales process, you will be able to present various buying 
opportunities. This is the most hands-on part of the sales 
funnel that often requires the most interaction between 
the salesperson and the prospect. Once they make a 
purchase, it’s time to celebrate because the lead has now 
become a customer! 

It’s important to remember that moving a lead through the 
customer journey takes time. Time is money in business, 
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but it’s important to nurture your leads because they have 
a better likelihood of becoming customers. And once they 
become a customer, it’s typically easier for them to stay 
because they are five times more likely to buy than a new 
customer. 

Competitive advantage

Your competitive advantage sums up the unique value you 
bring to the marketplace with your product or experience. 
What is your value proposition, and how are you using it to 
enhance your sales strategy? That’s what you want to focus 
on in this phase. 

There are multiple factors that could go into your 
competitive advantage, including:

• Unique product feature (proprietary or not) 

• Convenient way to buy and have it delivered 

• Quality product selection or curated collections

• Streamlined unpacking experience

• Prompt service (faster response time, faster shipping 
rates, etc.)

These are just examples to help you uncover what you 
bring to the table that’s different from your competitors. 
By knowing how your competitors market their products, 
you can find a competitive advantage that positions your 
product as the better choice. This is a crucial part of your 
sales strategy!

Marketing strategy

Marketing and selling your product are two different things. 
Before you can sell your product, people often need to hear 
about it. Marketing is one of the best vehicles to increase 
the visibility and awareness of your product. 

When you create a marketing strategy, you’ll want to 
make sure it goes hand-in-hand with your sales strategy 
so the same messaging is used throughout each channel. 
When everything is consistent, it will build trust with your 
audience. 

Your marketing strategy should help you determine what 
marketing channels you intend to use and what your 
content goals are for each one. You can market your 
product on social media, through email marketing, or even 
through traditional media sources. Once you have your 
marketing strategy in place, you can create an action plan 
to help you carry it out along with your sales strategy. 

Action plan

Now it’s time to put all of these strategies into action! You 
can start by breaking down each of your sales goals into 
action steps. If you group similar tasks together, you’ll be 
able to work smarter instead of harder. 

You can then put deadlines on each of your tasks so you 
stay up-to-date with everything that’s on your plate. You 
can assign tasks to different team members through a 
project management app like Trello or Asana as you move 
through your to-do list. 

Your action plan should include how you are going to 
measure the success of each strategy and your methods 
of performance tracking. What goals are most important 
for you to hit? What does success look like for your sales 
strategy? This will help you accurately measure the work 
you’re doing. 
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Looks like you have some 
homework to do!

There are quite a few steps involved with crafting a 
successful sales strategy, but once you create it, you’ll be 
able to test it and tweak it over time to fit your needs. Your 
upfront time investment will literally pay off when the sales 
start to come in. You can do it!

Kayla Hollatz
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H ave you ever come up with a seemingly 

original product idea, only to find that 

a few other people have already created 

something similar?

Most business owners have had this experience, some on 
several occasions. A truly unique, never-been-done-before 
idea is pretty hard to come by.

Market Research: How to Increase 
Sales in a Competitive Market

But just because other companies offer similar products 
doesn’t mean you shouldn’t pursue it. Instead, you can 
expect to be in a competitive market like most industries.  

The competition for your product idea can vary. If you have 
a commodity product, you might find that you have more 
competition as opposed to a specialized product in a less 
crowded market space. 

When you face this competition, it’s important to think 
about your brand positioning. 

Visual branding, marketing messaging, brand culture, and 
internal communication all go into positioning your product 
as the top choice for people in your audience. And you’ll 
build your like-know-trust factor through consistent and 
relevant positioning. 

Positioning can make or break your business. Take Warby 
Parker, for example. 
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They battle Luxottica, an eyeglass manufacturer with a 
monopoly-like presence in their industry. Unlike Luxottica’s 
B2B model, Warby Parker sells directly to consumers 
for a fraction of the cost. They also allow people to try 
on eyeglass frames from the comfort of their home and 
created a buy-one-give-one model. 

Another example is Uber and Lyft, two popular ride-sharing 
apps that allow people to purchase rides without having to 
wait for a taxi. 

No matter how fierce the competition is, you always have 
the opportunity to disrupt the market with your product 
and business model. But before you take a page from 
Warby Parker’s book, it’s important to assess your product’s 
market size and the number of competitors in your 
industry. Only then can you create a market research plan 
that will help you craft a comprehensive sales strategy. 

How to increase sales with some 
competitive market research

How many times have you created marketing content 
based on what you think is true rather than what you know 
is true? 

We’ve all done it! It can be easy to bypass market research 
for the sake of getting our product out into the world, but 
we can’t miss this crucial step. 

Without market research, we are just throwing spaghetti at 
the wall and hoping that something sticks. Sure, something 
may stick at some point, but we can be more confident 
when we take the time to research our market. 

Our sales strategy starts with market research. 
Understanding our target audience, their pain points, and 
what our competitors’ offer will help us determine what our 
foolproof competitive advantage is.

Determine who your target  
audience is

As you read through this Tradecraft issue, you are probably 
sensing a theme. We’ve been talking a lot about how your 
marketing and sales strategy has more to do with your 
audience than you. This is because they are the ones who 
will buy your product. 

While it might be tempting to say your ideal customer is 
anyone who is willing to pay, it’s best to create targeted 
marketing toward a specific audience. When you have an 
ideal person in mind, it becomes easier to write marketing 
content and make the sale. 

The first step is to think about your target audience’s 
demographics. This will give you a general picture of who 
you are trying to attract. Here’s a quick list to help you get 
started. 

• Age range

• Gender

• Location

• Education level

• Income level

• Life stage

• Business stage

Once you have created your target audience demographics, 
you can move on to understanding their psychographics. 
Too many businesses stop at the demographics stage 
because they feel like they have at least a good idea of what 
their audience looks like. 

The problem with this is that the information we 
determined above doesn’t tell us much about the 
purchasing motivations and habits of our target audience. If 
we miss out on this important aspect, our marketing won’t 
be as strong as it could be. 

Instead, let’s take a moment to answer some of these 
questions as it relates to your buyer persona.  

• What are their likes and dislikes? 

• What are their hobbies and interests? 
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• What does their ideal day look like?

• What qualities are they known for?

• How would a friend or family member describe them?

• What drives them when they make a purchasing 
decision?

• What irks them, and what energizes them?

• Where do they go for news and information?

• What titles do they associate themselves with?

• How would they describe their lifestyle?

• What holds them back, and what pushes them forward?

After you answer these questions, you will have a better 
understanding of who your ideal customer truly is. 

Pro tip: If you’ve already been in business for a 
while or have been working on a side hustle, you 
can also keep past clients, readers, or customers in 
mind when you go through this activity. 

Pick the best people you’ve collaborated or worked 
with in order to fully answer these questions. It’s 
another great way to make your market research 
feel more real. 

You can also create more than one buyer persona 
depending on how many subsets you have inside your 
target audience. We usually recommend doing two to 
three buyer personas max so you aren’t tempted to attract 
everyone. 

Understand your audience’s  
pain points

Your business is only as useful as the solution you provide 
your target audience with. In order to gain market share, 
you must fully understand your audience’s struggles and 
pain points. Some of your audience’s pain points may seem 
obvious, but others may take a bit of digging. 

Knowing your audience’s pain points comes in handy when 
you start to write conversion-based copy. Before you can 
offer a solution, you need to highlight what their pain point 
is. 

If you are creating a vegan cookbook for stay-at-home 
moms, their pain points might be:

• They don’t have enough time to go to the grocery store

• They don’t always have the extra income to buy multiple 
healthy ingredients per meal

• They don’t have the energy to cook after caring for their 
kids all day 

Based on this market research, you could dig even deeper 
to see what Millennial moms struggle with as opposed to 
the generation before them. You could even look at moms 
who had newborns in their early twenties versus their early 
thirties. 

All of this is to show that you can always uncover more 
layers that go into your audience’s pain points. 

If you are struggling with this stage, we suggest casually 
interviewing some of your friends or people you may know 
who fit your buyer persona to get more information. It can 
be a great way to hear what their pain points are rather 
than guessing at what they could be. No one knows their 
situation and buying habits better than they do!

As you determine their pain points, you can look at what 
stage in the buying process they are in and what struggles 
they have in each stage.

If you want more information and anecdotes to back up 
your market research, you can also send surveys to past 
customers or followers to gain their feedback. Remember 
that people who match your ideal buyer persona will have 
better feedback than those who don’t. 

You can also create a focus group if you want to take 
this activity a step further. Then you can see how people 
interact with your product and react to your messaging or 
positioning. You can choose a small group of about five 
to nine people so everyone has a chance to be heard. The 
feedback will be invaluable!
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Research your competitors

We consider researching your target audience and their 
pain points the primary goal of your market research. Your 
secondary goal is to research your competitors. This is so 
you can understand the current product options your ideal 
customer base already has. 

If you skip this crucial step, you may end up creating 
a product or service that your ideal buyers don’t need 
or already have. In many cases, there is room for 
improvement with products that are on the market.

One way to start researching your competitors is to try 
their products yourself. Note what your experience was like 
from purchasing their product to getting it in your hands. 
If it is a service, note how you were treated and the overall 
experience you left with. 

Trying their products will also give you an idea of what is 
missing and how you can position your product to satisfy 
the “what’s missing” element. 

You can even read consumer reviews online to see what 
people think. You can look at YouTube product comparison 
videos, Consumer Reports, or look on social media to see 
how people are talking about your competitor’s products. 
These testimonials will give you a good idea of what works 
and what doesn’t. 

After this market research, you’ll be able to see how you can 
fill in the gaps. 

What do you offer that other companies are lacking in? 
How can you improve what they are doing? 
Do you have a better product, a better experience, a better all-
around brand, or something else entirely? 

This is the stage where all of your competitive market 
research will come together. Once you know what your 
differentiators are, you can solidify your positioning within 
your niche, which will help you write better emails and sell 
more effectively. 
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How will you increase sales from 
your market research?

By doing your market research, you’ll be building your trust 
and credibility with your target audience as you find ways 
to optimize your product, brand experience, and process. 

Knowing who your audience is, their pain points, and 
your competitors will help you communicate clearly and 
effectively, giving you that coveted competitive advantage 
in your marketplace. 

So before you start selling your product or service (or even 
if this is your second or third offering), make sure to do all 
your market research. You never know what new things 
your learn about your audience or competitors that will 
help you make the next sale.

Kayla Hollatz
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A re you collecting emails, but not getting 

the engagement you desire?

This looks different for everyone.

Maybe people aren’t opening your emails. 

Or perhaps they aren’t taking the next step to buy from 
you. 

3 Tactics to Build  
an Engaged Email List

Whatever the cause, there’s a chance you’ve got some 
laggards on your email list. And, an email list is no place for 
inactive subscribers. But, there’s more going on here.

There’s also a good chance that you need to clean your list. 
The simplest thing to do is to delete everyone. (I know. I 
know. You just clenched your pearls but give me a chance 
to explain.) 

Why do you need an engaged list 
anyway?

It’s one thing to build a list. It’s another thing to create an 
engaged list. 

As a business owner, your goal should be the latter. After 
all, the difference between creating an engaged list and 
growing a big list could be sales or engagement. 
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Having better engagement means higher open rates, higher 
conversions, and an overall audience who is interested and 
waiting to hear what you have to offer next.

Personally, I’d rather have 1,000 engaged subscribers 
instead of 100,000 subscribers and a 10% open rate.

What about you?

How to create an engaged email 
list that converts

While the easiest thing to do to re-energize your list is to 
delete everyone or a group of subscribers, it’s also not the 
smartest approach for a goal digger like yourself. 

Rather than removing all of your subscribers, you can clean 
your list, segment your subscribers into behavior-based 
tags, or use re-engagement campaigns to win-back your 
subscribers.

Clean your list early and often

There are a few ways to clean your email list. 

Delete older or unengaged subscribers

Though this is a valid option, I recommend collecting data 
to support your decision. 

Start by seeing how many bounced email addresses are in 
limbo. Many email service providers will weed out email 
addresses that have bounced and remove them after the 
third try. 

You’ll want to identify these email addresses first because 
these are the ones you can either update if it’s a simple 
typo, like .con instead of .com. You can also use this list to 
identify the email addresses that you don’t need to take 
action on (since your provider will remove them for you).

ConvertKit’s cold subscriber filter is another resource to 
help you capture data about your subscribers to help you 
determine who should be deleted and when. This filter 
enables you to identify the subscribers you can eliminate 
by locating anyone who hasn’t opened or clicked an email 
in 30 days. 

This allows you to keep active subscribers and remove or 
re-engage those who no longer want to hear from you. 
That way, you’re not blindly deleting people who love your 
emails.

Use an email verification service

These services allow you to find bounced and inactive email 
addresses on your list. They also remove known spam 
traps. These are old email addresses that internet service 
providers (ISPs) flag and use to label senders as spammers.

Using one of these services will cleanse your list and allow 
you to delete poor subscribers before they begin to impact 
your deliverability. 

Some email verification services include:

• BriteVerify

• ListWise 

• Verifalia 

• Data Validation

• Quick Email Verification 

• Email Checker

• Email Marker 

• Zero bounce 

• Email list verify
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Segment your subscribers

According to Hubspot, the average email list for a B2B 
company loses about 22.5% subscribers annually due to 
natural causes (unsubscribes, bad or old email addresses, 
incorrectly typed email addresses). It’s estimated that this 
percentage is higher for B2C businesses. 

So, how can you ensure that your list continues to grows 
despite that natural drop off?

The first thing you can do is stop sending everything to 
everyone. 

Whether you know it or not, it’s hurting your deliverability 
and the know-like-trust factor that you want to build with 
your community. Not everyone on your list wants your 
newsletter. Not everyone wants your daily promotional 
emails. Stop sending your subscribers emails they don’t 
want.

There are a few built-in features to help you accomplish this 
with ConvertKit. 

Tags and segments

Tags are used to organize people. You can use them 
to identify where subscribers come from, group them 
together, or to create your own customer or active 
subscriber lists.

Link triggers

You can use link triggers to create use the internal survey 
method to make sure you are giving your community a 
chance to voice their desires, fostering co-creation, and 
removing the guesswork out of determining what they want 
from you. 

You can also use them to create custom unsubscribe links. 
This way, your subscribers can remove themselves from 
promotional campaigns, daily emails, etc.

Why is segmentation so important?

According to Return Path, segmentation is a critical 
component of deliverability 2.0. Building on the 
foundation of deliverability 1.0, marketers will need to take 
segmentation and quality personalization to the next level. 
That means personalization will need to go beyond the first 
name and custom content. 

Similarly, segmentation will need to go beyond having 
different lists. Business owners will need to anticipate when 
customers and pre-customers will become disengaged and 
proactively send content and custom offers to counteract 
these points of disruption in the customer journey.

Use re-engagement sequences to 
help with list management

Here’s the thing– subscribers are people, and people have 
the right to change their minds.

By offering your subscribers a re-engagement campaign, 
you’re giving them the option to raise their hand and say, “I 
do or do not want to receive your emails.”

This is better than the alternative which is to have your 
subscribers mark your message as spam because they 
believe that’s the only option.

Re-engagement campaigns are a series of automated 
emails that you can send to your cold or inactive 
subscribers. The goal is to remind them why they 
subscribed to your list. 

If you’ve changed topics, the goal is to tell them how you 
can help them now.
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It’s fairly simple to put a good re-engagement campaign in 
place. All you need are three things:

• 3-5 emails

• A gift (lead magnet) for sticking around

• The option for your subscribers to share what they’re 
interested in learning and/or when they want to hear 
from you

Here’s an example of a re-engagement campaign built 
using ConvertKit’s visual automation editor

Ready to clean your email list?

Taking these simple steps to clean your list won’t take long 
at all, but will make a huge difference in how your connect 
with your audience. 

We recommend running through these steps every three to 
six months to make sure the people on your email list are 
the ones who really want to be there.

So take some time today and start tidying things up to 
create your most engaged email list ever!

Semonna McNeil
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M aking the sale is one of your top 

priorities in business. 

Your sales growth will be one of the biggest determining 
factors of the success of your business. And while it’s great 
to increase your social media following and website traffic, 
if it doesn’t positively affect your sales, it isn’t helping you 
scale. 

How do you get better at making the sale? One area to 
focus on would be your conversion copywriting. When a 
lead takes action or becomes a customer, we call this a 
conversion. 

When you create a conversion-based sales email template, 
your goal is to have the person who receive your sales 
emails take an action. This means they might jump on a 
phone call to discuss your proposal, schedule a video call to 
walk through a demo presentation, or meet you in-person 
to talk about customized solutions for their business. 

How to Write a Sales Email + Sales 
Email Template Download

These tactics are most commonly used in the B2B world, 
meaning businesses who sell products and services to other 
businesses, but conversion copywriting is still important in 
B2C (business to consumer) markets. The outreach process 
just looks a little different depending on your industry. 

We want to focus more on the B2B side of conversion 
copywriting with our sales email examples today. As you 
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read through what should be included in every sales 
email, you’ll have the opportunity to test it out for yourself. 
Practice makes perfect, especially when you create your 
first sales email template. 

A step-by-step guide on how to 
write a sales email 

Before you craft a sales email template, it’s good to 
start with market research. If you don’t understand your 
potential customer base, it will be more difficult for you to 
make a connection when you send a sales email. 

Some executives and entrepreneurs get dozens or 
sometimes hundreds of sales emails sent to their inbox 
each day. With so many sales pitches coming their way, 
you’ll want to find ways to make yours stand out. 

One of the best ways to do this is to personalize your 
emails. You don’t have to create each email from scratch, 
but you will want to leave a little wiggle room for personal 
details. 

By doing your research, it shows that you didn’t just copy 
and paste the same sales email you sent to someone else 
in their industry. Personalizing your sales emails takes 
some extra work, but you’ll have an easier time convincing 
the person to call or email you back if you put in the initial 
work. 

Once you have done your research, you can begin to 
outline your sales email to create a reusable template 
that can be easily personalized. Inside each sales email 
template, you’ll want to have a few key elements. 

Write an enticing subject line

You can put a ton of work into crafting the perfect sales 
pitch inside your email, but it’s wasted effort if the person 
never clicks on it. 

When you open your inbox, what is the first thing you do 
before opening an email? You probably read the subject 
line to see if it’s relevant to you. 

Subject lines tell your customer lead what your email is 
about by teasing them with a little information. If they are 

intrigued to learn more and open your email, you’re doing 
it right! 

Subject lines can be one of the trickiest things to write. You 
only have so many characters to entice them to open your 
sales email. This is even harder now that 40% of people 
open emails on their mobile device first, which usually 
shows four to seven words of your subject line before it 
cuts off. 

How do you write a subject line that is short and sweet, but 
also gives a compelling reason for your audience to open 
your sales email? That’s the million dollar question. 

While there’s no one-size-fits-all rule to what will work, here 
are a few things we’ve gathered and noticed. 

These commonly used words can actually tank your sales 
email open rates if you aren’t careful. Tread with caution 
when using any of these (or, better yet, just strike them 
from your list!):

It’s great if you can put the person’s name into the subject 
line to show that you personalized it. You could also put the 
name of a mutual connection that suggested you should 
both connect. This will build trust with your audience 
member before they read your sales pitch. 
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Here are some other good subject line examples from 
Hubspot:

• [Prospect name], question for you re: [topic]

• [Mutual connection] suggested I say hi

• Strategies for achieving [result they want]

• How are you [leveraging, responding to] [recent trigger 
event]?

• Question about [prospect’s goal]

• Just read your post on [topic], and …

• Have you considered [idea or strategy]?

When you write your subject lines, don’t forget to measure 
your open rates. This stat will quickly tell you how 
successful your subject lines are. Most companies shoot for 
a 30-50% open rate, but we recommend looking into your 
industry standards. 

As you compare subject lines, you can create an A/B test to 
see which variation performs the best. During an A/B test, 
you can take a small subset of your audience to send one 
subject line to while sending another subject line to another 
small subset. Once you determine which subject line does 
best, you can use the winning one for the rest of your sales 
emails. (Psst, it’s one of our favorite ConvertKit features, 
too!) 

Write an engaging email opening 

Someone has clicked on your email based on your subject 
line… now what? 

The first thing they’ll see is your opening line. Sales emails 
can sometimes get a bad rap because of how cheesy or 
overused email opening lines can be. 

Some of the worst ones sound like: 

• “You don’t know me but I’d love to talk to you about…”

• “Can you spare a few moments of your time to talk 
about…”

• “Are you currently looking for a solution for…”

• “I have a special offer for you…” 

• “It’s your lucky day because…”

• “I was looking at your website and…”

And our all-time least favorite: “Hi, my name is…”. 

Instead, you want to open our sales email with a more 
engaging opening line. 

This is the greatest place to show that you’ve done your 
homework. The more you personalize the opening line, the 
better. 

You can:

• Congratulate them on a recent promotion within the 
company

• Share that you’ve read one of their recent blog posts,

• Introduce yourself based on a mutual connection you 
both have.

• Chat about other interests you share with one another 
(maybe you check their social media to find these out)

Once you have personalized your opening line, you can 
transition into the body copy of your email. This is where 
you’ll introduce your company, the solutions you offer, and 
how it is relevant to their problem. 

Write concise body copy

Your body copy is essentially the “meat” of your sales email 
sandwich. 

While it can be tempting to put all of the information you 
possibly can into your body copy, most people will simply 
skim your emails. 

You don’t want to take up too much of their time in the 
body copy. Instead, you can create sales copy that directly 
addresses their pain point, share that you have a solution 
or strategy to help, and transition into your call-to-action. 

You can start by asking an insightful question that relates 
to the research you’ve done on the company. Make sure 
your body copy speaks to the overall business goals of your 
prospect.
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We recommend keeping your body copy to about five 
sentences max. This allows you to give a taste of the 
information you’ll share with them on a phone call or in-
person meeting without your email turning into a novel. 

It’s especially important to have short body copy if your 
sales email is your first real interaction with the person. 
With cold pitches, you want to make your case and quickly 
get to the call-to-action. 

If you are having a difficult time getting to the five 
sentences mark, you can always add a sentence that states 
you have more information to share with them or that they 
can request more information if they are interested. 

That way, your customer leads can decide how much 
information they want from you before you send it all 
upfront. That’s the surest way to overwhelm anyone! 

By giving them the decision on whether or not they want 
more information, you’ll also be able to see which customer 
leads are “hotter”, meaning they are more interested in 
learning about what you offer. 

Create a clear call-to-action

Now that you’ve primed your audience with the body copy, 
you can move on to one of the most important parts of 
your email: your call-to-action (CTA). You may have heard of 
a CTA before, but it simply persuades your audience to take 
a specific action. 

In this case, your call-to-action could be scheduling a phone 
call, in-person appointment, or simply replying back to 
your email if they want more information. We often see 
that phone calls garner the highest conversions because of 
how easy it is to jump on a phone call, but choose whatever 
method works best for you and your prospects. 

Having a strong and clear CTA is essential to your sales 
email. Without it, you may have a great sales pitch but your 
lead won’t know what they need to do next if you don’t 

clarify which action will help them move forward in the 
process. 

When you think about your call-to-action, keep your 
overall sales funnel in mind. What are the next steps after 
someone takes action on your sales email? How does it 
relate to the bigger picture of your sales and onboarding 
process? Once you map this out, you’ll be able to 
confidently choose a relevant call-to-action. 

You can also add link triggers to your call-to-action so when 
it is clicked, you are able to tag interested members within 
your email list. You can do this easily in ConvertKit with 
our automated link triggers. Then you can keep up with 
your connections and ensure they get the most relevant 
information sent to their inbox. 

Pro tip: You might want to add a deadline to your 
call-to-action to increase urgency. This is a good 
element to test to see how well your audience reacts 
and participates with it. Deadlines can often get 
people to act quickly if they are interested, so it 
may be worth implementing into your sales email 
strategy. 

Add an easy-to-access email signature

After placing your call-to-action in the email, you can sign 
off with a simple email signature. It usually will include your 
name, your company (or the company you work for), and 
possibly your position title if it is important to what you do. 

Some salespeople put links to relevant articles or add social 
media handles to their email signature, but we recommend 
keeping it simple with the elements above. You can create 
email signatures with free tools like Hubspot’s Email 
Signature Generator or create a branded email signature 
with Wisestamp for as little as $2.99/month. 

Respond with a timely follow up

Just because someone doesn’t reply back to your first email 
doesn’t mean they aren’t interested. It may have gotten 
buried in their already full inbox, or they simply forgot to 
take action. This is a great opportunity to follow up with 
your lead to see if they are still interested in talking with 
you about a collaboration or opportunity. 
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If you sense that the person is busy, you can follow up after 
a week to see if they got your email and had a chance to 
look it over. You can restate the call-to-action and sign off 
with a personal note about how you are excited to talk with 
them soon. 

This follow-up email should be shorter than the initial 
email, but you can include that you are happy to send more 
information their way if they are still contemplating if your 
product or service is the right fit. Anything you can add to 
make taking action easier is great!

Before you send your first sales 
email, download this sales email 
template

Remember that it should be more about them than it is 
about you. 

Instead of focusing on all that your business can offer 
them, address their pain points and help them feel seen, 
heard, and understood. This will help you create a stronger 
connection, even with a few short sentences. 

Your first sales email template is just that: a template! You 
can continue to experiment with it and test each element 
to see what performs best. Your first version is only the 
beginning. The more you test, the better off you’ll be in 
seeing conversion improvements over time. 

And if you want a little extra direction, download our sales 
email template below to help you get started.

Download Sales Email Template

Blake Stratton

http://convertkit.com
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I n the first year of my business, I hardly 

spent any time looking at my numbers. 

I was a creative who just wanted to make money doing 
something I enjoyed, so I ignored the numbers. Well, at 
least until tax time.

10 Sales Metrics to Help you  
Set Up Your Sales Dashboard

I thought if I kept marketing myself and my services that 
everything would work itself out. I was running a lean 
business with very low overhead, so I didn’t really have a 
need for a regular financial review… right? Wrong. 

After building an unsustainable business model in my first 
year (hey, you learn as you go!), I found myself going back 
to the drawing board to pursue another model that would 
be more profitable. 

Only this time, I would pay attention to the numbers and 
keep an eye on my analytics. One of the key differences 
I made was investing in a CRM tool that included a sales 
dashboard that I would look at every single day. 

To go from hardly ever seeing my numbers to seeing them 
every morning was a big change, but it helped me feel more 
empowered than ever. Numbers weren’t scary anymore. 
They simply informed me on how well my business was 
doing and how I could continue to grow. 

http://convertkit.com


TRADECRAFT
by

PAGE 40
convertkit.com

Maybe you’ve found yourself in a similar spot, wondering 
how you can get more comfortable with selling while 
staying creative within your business. 

Instead of looking at selling as the “necessary evil” of 
your business, think about how it can be the tool to help 
you grow and scale your business to impact hundreds or 
thousands of people. And one of the best ways to track 
your progress with this goal is to keep an eye on your sales 
dashboard. 

Creating a sales dashboard for 
your business

It doesn’t matter if you are a solo entrepreneur, small 
business owner, or the CEO of a large organization. 
Becoming familiar with your sales dashboard will be one of 
the best steps you’ll take in tracking your overall business 
growth. 

If you don’t know how well your products or services are 
selling, you won’t know how to expand and scale your 
business. Having a sales dashboard is crucial to your 
business success because it helps you get a big picture view 
of how your business is performing. 

In order to stay profitable and sustainable, you need to 
make consistent sales and find ways to optimize your sales 
process. Your sales dashboard will help you summarize 
these findings and create an overview that can guide your 
strategy moving forward, much like Business Analyst Mike 
Grigsby recommends. 

Analytics not guided by strategy is like a special effects movie 
with no plot – there may be explosions and cool battles, but 
there’s no point to it. (Read more here)

When we use data-driven principles to inform our sales 
process, we are able to use tools like sales dashboards to 
enhance our understanding of how our business can grow 
in its next stage. It will help you understand what is working, 
what isn’t, and how you can improve your sales over time 
with various experiments and tests. 

But before you can understand what elements go into a 
sales dashboard, it’s good to ask yourself a few questions to 
help you assess your current selling strategy. 

• What are your KPIs (or key performance indicators 
that establish your goals based on variables that 
are important to you, like customer retention and 
engagement)?

• What purpose does your sales process serve? What does 
it currently look like?

• How often do you currently look at your sales metrics? 
How often would you like to?

• Who on your team needs access to your sales progress 
information?

• What tools do you use to track your sales goals? What 
tools would you like to invest in?

• What are the key elements you want to track inside your 
sales dashboard?

The last two questions on this list are what we will focus 
on for the rest of this article, but the others will help you 
get in the right mindset as we move into what your sales 
dashboard may consist of. 
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Sales metrics you need in your 
sales dashboard

If you don’t understand what sales metrics you need and 
what they are measuring, it’s easy to disregard your sales 
dashboard as you forget to check it over time. The problem 
with doing this is that you won’t have a clear picture of how 
your business is performing, and we can’t have that! 

Instead, here is a comprehensive guide that explains what 
you need to know about the statistics you see inside your 
sales dashboard. 

Pipeline

We’ll start with a simple term! You’ve probably heard 
people say that a project is “coming down the pipeline”, 
especially if you’ve worked in corporate settings. The 
pipeline refers to the work you have coming up. 

If you can think of the pipeline of your business as a queue 
of clients, it will be easier to assess what your current 
pipeline looks like. It can help you understand what your 
wait times are and how quickly you can meet deadlines in 
order to increase the number of people you can work with 
or how many people you can work with at a time. 

Your pipeline will also let you know if you are on track to hit 
your goals based on historical conversion rates. 

Let’s say that in 2016, you worked with 50 private coaching 
clients throughout the year. Then in 2017, your sales 
dashboard would inform you of the best way to close even 
more coaching clients throughout the year as you manage 
opportunities that are coming in. 

New business vs Upsell

Since it is easier to sell to existing customers than it is to 
attract new business, this sales metric can be an important 
one to track. Businesses often forget about optimizing their 
current marketing and sales strategy to upsell customers 
they’ve already gained trust from because they want to 
increase their overall customer base. 

Customer acquisition costs can often be higher than 
customer retention costs, meaning that it could save your 
business time, money, and resources to focus on upselling 
your products and services. 

The more new business you earn, the more potential you’ll 
have of upselling them with an optimized sales process as 
well. 

Customer lifetime value

We covered this topic in-depth in another Tradecraft 
issue, but calculating your customer lifetime value is such 
a powerful move for your business. While someone may 
purchase a $25 eBook from you, it may help them build 
enough trust with you to convince them to buy your $250 
online course and invest in the first round of your $1000 
group coaching program. 

If you weren’t tracking your sales metric on a sales 
dashboard, you may miss how valuable this specific 
customer is. Because they are more willing to buy your 
products, it’s even more important to build a more personal 
connection with them and see how you can tailor your 
products to better suit their needs. 

http://convertkit.com
https://www.slideshare.net/IS2Marketing/the-definitive-guide-to-sales-pipeline-management-43829745
https://www.forbes.com/sites/actiontrumpseverything/2014/01/22/want-to-increase-sales-target-your-existing-customers/
https://convertkit.com/what-is-conversion-rate-optimization/?utm_source=Tradecraft&utm_medium=PDF&utm_campaign=December_2018
https://convertkit.com/what-is-conversion-rate-optimization/?utm_source=Tradecraft&utm_medium=PDF&utm_campaign=December_2018
https://convertkit.com/customer-lifetime-value/?utm_source=Tradecraft&utm_medium=PDF&utm_campaign=December_2018


TRADECRAFT
by

PAGE 42
convertkit.com

Monthly new leads

This refers to how many new client or customer leads you 
have in your pipeline. A lead can be anyone who has opted-
in for more information about your product or service. 

Leads can come from:

• Your email list

• Your website

• Your blog

• Paid marketing

• In-person events

In order for a lead to be classified as a new lead, they 
cannot be someone you have tried to sell a product to 
before. They would just be a standard lead, meaning they 
need a different selling process than someone who is brand 
new and doesn’t know as much about what you offer.

Tracking monthly new leads is great, but it’s even more 
important to track your monthly sales, which we will talk 
about next. 

Monthly sales 

Your monthly sales can be found when you look at how 
many of your monthly new leads purchase a product 
or service from you. When you keep an eye on your 
conversions, your sales dashboard will help you understand 
how to increase your CRO over time. 

You can also take a look at your sales cycle throughout the 
year to help you predict what it may look like in future.  

When you share these numbers with your team, you’ll 
be able to create a strategy to increase this number with 
specific objectives. 

Win/loss rate

This term means exactly what it sounds like. Your win 
and loss rate is affected by how many project quotes you 
proposed that you actually closed. This also goes into your 
monthly sales number. 

If you want to improve this number, you can look at your 
sales funnel and see if people are getting stuck in a certain 
step. Does your pitch need to be adjusted? Do you need 
more time to explain a specific feature? Are you losing 
people in between calls?

All of this can help you optimize your sales funnel.
 

Leads by source

It’s important to not only track who your new leads are but 
also where they are coming from. 

You’ll often see companies put a “where did you hear about 
us?” option on their website contact form. This is so they 
can track what aspect of their marketing has been most 
successful. 

Sales cycle
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Your sales cycle refers to how long it takes for you to close 
a sale. Every company’s sales cycle looks different, so there 
is no one-size-fits-all model here. This is an area that you 
will frequently revisit and optimize as you test how well it 
performs. 

One of the best ways to improve your sales cycle is to get 
survey feedback from your leads, especially from those 
who don’t book with you. 

With this feedback, you’ll be able to make tweaks to your 
sales cycle so that you can provide more value the next 
time around and possibly close those previous leads in the 
future.  

Closed opportunities

Closed opportunities help you easily see how much 
revenue you have generated for your company. 

If you work based on a commission, this is a very crucial 
sales metric to keep an eye on. If you work for yourself, 
closed opportunities will still help you understand where 
your revenue and profit margins will be. 

If you have too many open opportunities, meaning you 
have an influx of leads that you can’t manage, you’ll want to 
find a way to delegate these leads to someone else on your 
team or find another way to best accommodate these leads 
within your current schedule. 

Open activities

This gives you an idea of what your current to-do list looks 
like as a salesperson for your company. Think of it as a 
running list of the different things you need to do within 
the sales cycle. This could include demo calls, webinars, in-
person workshops, or anything else that needs to be done. 
Tools to help you set up your first sales dashboard
Now that you have a better understanding of the sales 
metrics you’ll want to track inside your sales dashboard, 
let’s quickly go over a few dashboard tools that will help 
you get set up in just a few minutes. 

There are so many options to choose from, so here is a 
comprehensive pros and cons list of the most popular 
options on the market. 

Kayla Hollatz
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B reathe in, breathe out.

Did you smell that?

Nope, not the essential oils vapor that’s all up around my 
computer (which I’m sure is super great for the hardware).

That’s the smell of 19,387 online entrepreneurs in the 
SAME industry niche as you, lunging after the same clients/
customers as you, asking for … wait for it … less than your 
prices.

Okay, fine, I made that number up. But still … you’ve felt the 
“competition’s stiff” crunch a time or two before, no?

So how do do you portray your value, even if — maybe 
especially if — you’re just starting out?

3 Sales Copy Tips to Help  
You Portray Your Value

3 conversion copywriting tips for 
your sales copy

I got you: Curl up with some Earl Grey and a pen, and let me 
give you three ways to portray your value when it comes to 
convincing dreamboat clients and customers you’re worth 
your weight in gold.
 

http://convertkit.com
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Read on for three conversion copy hacks to show your 
worth from your email sequence copy to your website 
words (even if you’re just starting out!).

Copy Hack #1: Never stop surveying 
(like … ever). 

Let’s have a fireside chat: most of us in the online or 
creative business space classify as “luxury” expenditures for 
most people—whether you’re a coach, high-end wedding 
photographer, virtual assistant, social media content 
coordinator, artist, wedding planner, floral designer, 
copywriter (hand raised!) or stylist …

… if you’re reading this, your customers and clients likely 
consider you a luxury.

The people don’t actually need us, per se.

What does this mean as we work to portray our value?

That needs to be considered first as you explain your value, 
because you’re going to need to come at explaining it from 
an emotional angle.

Before I was writing conversion copy for clients like Jenna 
Kutcher, Julie Solomon, and Desiree Hartsock Bridal, I was 
writing marketing copy for Delta Air Lines. 

Flying with Delta is typically more expensive than many 
other airlines. So how do they explain the value that they’re 
worth?

• They typically top other airlines in on-time performance, 
so you get there when they told you that you would.

• They cancel fewer flights than any other airline … 
something my husband who works in flight operations 
for Delta reminds me of often. #proudwife

• If you’d like, you can get amenities like flat-bed seats (Zzz 
… ) and chef-curated meals … so you’re rested and ready 
for business when you land.

These are just three ways Delta commands their value, and 
you can bet your bottom dollar that values like these are 
woven whispers into the business’s marketing copy.

But how do they KNOW that portrays value that converts?

Because they know their clientele.

And they whisper these value points to them.

Copy hack #1 action step

Find out what your customers and clients ACTUALLY want 
using the 12 survey swipe file questions below—pin it for 
later!—and continue to whisper it in your copy. 

To an extent, I know you’ve heard this before. But don’t 
stop. 

I’ve written copy for half-million dollar launches, and guess 
what doesn’t change: my CONSTANT research to find a 
deeper whisper than we found the last time. 

Here are a few ideas to survey your audience on to portray 
your value, and 12 questions you can ask in forums, 
Facebook groups, and your own survey:
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Copy Hack #2: Leverage  
price anchoring.

Before I invested in my first mastermind, I slept on the 
decision for—wait for it—30 whole days.

I know, I know. A little dramatic. But to pull it down to 
binary choice, here’s what I was weighing:

DIY business alone like I have before and put that $20K 
investment toward something else in my business.
Pay an expert $20K for coaching and community, knowing 
that betting $20K on myself to show up and do the work 
was risky, but the ONLY way to guarantee myself I’d work to 
make the investment back … meaning I’d likely multiply the 
$20K.

I chose option 2.

Because one way looked like it’d multiply, and the other 
didn’t.

Why do we do this? 

“The culprit is a common cognitive bias called anchoring. 
Anchoring refers to the tendency to heavily rely on the first 
piece of information offered when making decisions.” 

Price anchoring.

Psychologists and sales copywriters know this tactic well, 
and while it can DEFINITELY be abused as a ripoff (Hello! 
We’ve all seen that, right!?) …

… used honestly, it’s truly a service to your customer. 

“If you listen to the pundits, we’re going to price [the iPad] 
at under $1000—which is code for $999,” Steve Jobs began 
as he introduced the first iPad. “I am thrilled to announce 
to you that the iPad pricing starts not at $999 … but at just 
$499.”

http://convertkit.com
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If, like Steve Jobs, we really believe that what we have to 
offer—the ebook, the course, the conference, the service, 
WHATEVER it is—is truly life-changing (and I sure hope you 
do!), then reminding the customer or client that they’ll shell 
out LESS than the value they’ll get in return is honorable. 

Right?

It’s a good reminder of truth!

When done well and with integrity, leveraging price 
anchoring can help crush decision fatigue.

I mean, I never would have invested $20K in a mastermind 
if the leader didn’t look me in the eye and truly tell me I 
had to bet on myself and trust that this was a priceless 
investment. 

She was right. 

Copy hack #2 action step

Socratic reasoning (Remember when you took Classics? 
That was fun.) works through the questions Socrates asked 
about truth and justice until his students arrived at the 
answer themselves.

Key … they arrived at the answer themselves.

Anchoring is a way that we can help our readers arrive at 
the answer themselves.

Here are steps inside the Socratic methodology you can use 
in your business:

1. Listen (Oh wait … just like you learned to do back in 
copy hack #1. GO YOU!)

2. Identify their trigger, what I eloquently call finding their 
“FTS” moment in my Copywriting for Creatives program. 
That stands for “eff this shiz.” ;) What’s the moment 
they’re so over it? The moment they decide it’s worth 
paying for help?

3. Twist the knife by showcasing how painful that problem 
is in your copy.

4. Ask them to identify—and anchor—the cost of the 
problem NOT going away.

5. Ask them to identify how tomorrow would look if the 
problem DID go away.

6. Present your offer as a way to help them be successful.

You’ve got a lot of places you can put this in your messaging 
from the copy in your welcome sequence to the words you 
write on your services page and more.

Copy Hack #3: Be the only one.

You’re working your booty off to overcome online obscurity.

But—like I tell my students—if you can’t explain to me 
why you’re the only one who does what you do the way 
you do it for whom you do it for—in a way that’s different 
or BETTER than those who do nearly the same thing 
(especially those who charge less!) …

… then we have a problem. 

I call it your “Onlyness Factor.”

Ever seen Shark Tank? If the entrepreneur can’t explain this, 
their pitch is D.O.A.
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Since you invest so much time into marketing your 
business, building your email list, designing your website, 
writing captions, scrolling Instagram, and more, you need 
to become a student of copywriting. Become a student of 
explaining the Onlyness Factor of each of your offers.

The problem with clearing copywriting off your plate is that 
you may be inadvertently outsourcing the sales psychology 
that you NEED to understand as the CEO and CMO of your 
creative small business. 

You know how at first you have to kinda learn how to run 
your numbers, even if you hate math? Emoji hand raised 
here—bookkeeping was my nemesis! 

But, as someone who outsources that now, I get it. I have a 
framework to understand what my bookkeeper’s doing and 
how to understand my PnLs.

It’s the same with explaining your value. Learn how to do 
it well yourself, and THEN hand it off to someone else to 
finesse.

Copy hack #3 action step

Learn how to communicate—with words, not just 
pictures—why you’re the only one that does what you do 
the way you do it.

Figuring out your onlyness conveys mystique, curiosity, 
and scarcity … three bait pieces that make you unique and 
highly desirable.

Get started here and take the “What’s Your Online Voice 
Vibe Quiz—marry your brand voice and story with the 
things your audience wants whispered (again, Copy Hack 
#1, check!), and you’ll be on your way to figuring out your 
Onlyness Factor.

Be your own conversion 
copywriter with sales copy

Portraying your value as you work to convert browsers to 
buyers is totally something you can do without shelling out 
the big bucks to a conversion copywriter. 

I promise, and I’m here to help you get there!

Start with (and never stop with):

• Surveying

• Leverage price anchoring well.

• Find the “Onlyness Factor” of all of the things you offer

Marketing can be fun. It can be voicey. 

Conversion copy is a matter of applying what you know 
about yourself as the face of your business to what that gap 
is in the market that you’re speaking to. 

Don’t forget to inch closer to your brand voice with this quiz 
and swipe file examples awaiting you on the results page—
hopefully, it’s a reminder that all of this conversion focus 
shouldn’t be so serious that we don’t have a little fun!

Ashlyn Carter
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W hen it comes to assets to help you 

convert casual readers into customers, 

your sales page is key. It’s your best 

opportunity and your one-stop shop to direct 

your leads to to find out what you’re selling, 

why you’re selling it, and why they need to buy 

it.

But not all sales pages are created equal. 

I’m sure you’ve seen sales pages that look boring, are full 
of giant blocks of copy, have no imagery, or are just plain 
confusing. Were you even able to tell what was being sold?

To make sure your sales page isn’t falling under those 
category, you have to optimize it’s content for conversions.

Because if your page isn’t optimized to convert readers, 
you’re losing money right now. 

How to Write a Sales  
Page that Converts

5 steps to creates a sales page that 
truly sells

Everything about your page needs to focused and geared to 
help your potential customer feel like buying your product 
or service is a no-brainer. 
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To do this takes a combination of research, creativity, and 
focus. It’s design and it’s writing. It’s pricing and it’s direction. 

Following these five steps will help you create a unique sales 
page that does the selling for you.

Step 1: Know your audience

First and foremost, you can’t sell your product if you don’t 
know who you are selling to. Knowing who your audience is 
(having them niched down, surveyed, questioned, studied, 
and observed) HAS to be the very first thing you do to make 
sure you know how to write your sales page.

I won’t go into a lot of detail about how to get to know your 
audience because we’ve covered this really well in previous 
articles like:

• Did You Know You Can Choose Your Blog Audience? 

• Researching Your Course: Find a Problem Worth Solving 
for Your Audience

If you’ve never done research on who your audience and 
what they want from you, please stop what you’re doing right 
now and read up! Your audience’s needs are what define 
your daily work, so get to know them.

Step 2: Create a value proposition for 
your product/service

Think of this value proposition as your elevator pitch. How 
do you succinctly describe what you are selling? 

If you’ve never thought about a value proposition before, you 
might have no idea what that means or what it could look 
like. So here’s an easy little formula to follow:

Does that make sense? Here’s an example for someone who 
teaching baking.

My WEDDING CAKE COURSE helps ASPIRING PASTRY CHEFS 
to LEARN THE BASICS OF DECORATING WEDDING CAKES by 

TEACHING HOW THE PROS USE EDIBLE AND NON-EDIBLE 
DECORATIONS.

Having this statement in your backpocket will be your 
northstar as your write your sales page. When you have 
a question or are confused about whether you’re copy is 
aligning with your mission, you can check back in with your 
value proposition.

Step 3: Set up your pricing

The price of your product absolutely has a huge impact on 
the conversion rate of your sales page. 

Finding that perfect price point for your audience comes 
from knowing your audience well. What do they historically 
purchase? What are they currently look for now? Are they 
beginners or advanced? 

And just like Step 1, we have some great articles to help you 
figure out where that price should land for you:

• How Do You Price Your Online Course?

• 7 Extras to Make Your Product More Enticing

Once you have the basics of your offer figured out 
(audience, value proposition, and price), it’s time to get to 
the work of actually creating your sales page. This process 
comes in two parts:

• Design

• Copy

These two parts are equally important to creating a sales 
page that converts. First we’ll look at design.

Step 4: Create a thoughtful design

Great design is all about building trust and guiding your 
reader along an experience. When creating your sales page 
you want to draw the reader the page by creating interest 
and value.

So what all goes on sales page? That’s the first question, 
right?

The elements of a sales page include:
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• Headline/Header section- This is where you can put a 
hero image and a strong, compelling headline and a 
subtitle.

• High-quality images- Images not only help illustrate 
your product, they also help to break up copy in as your 
reader scrolls. Imagery can include:

• Header

• Mockups

• Charts and graphs

• Video

• Course description- This is usually a short statement of 
the results of your product followed by a bulleted list of 
benefits and/or features.

• Testimonials/ Social proof- This increases your credibility 
with new members of your audience.

• FAQ section- Don’t let any skepticism sit around in your 
audience’s mind. Tackle any questions you foresee them 
having right away on your sales page.

• Pricing details- Make sure to CLEARLY state your pricing 
details on your sales page. No will is going to buy 
something before they know how it will affect their bank 
account.

• Call to Action (CTA) buttons- These need to be prominent 
on your page. After all the main point of the sales page is 
to get your reader to click these CTA buttons.

Now that we know all the elements of a solid sales page, 
let’s discuss how to design them in a way that increases 
your conversion rate.

Images/Videos

Images and videos are incredibly important to your sales 
page design. Not only do they break up the copy, they 
direct their reader to the most important areas of the page. 
Think about it. If you’re looking at a webpage (heck, even 
this page), where did your eyes go for first? Even as a writer, 
my eyes always go to the pretty pictures.

Your images and videos also can add to your like, know, 
trust factor with your audience. Copy doesn’t always 
connect with each person, so having these types of 
elements can help you connect with all types of people.

Videos in particular (whether they are testimonial, 
information, FAQs, etc) will increase you conversion rates. 
In fact, 84% of consumer have made purchases after 
watching a video. Seeing a product or service in action is 
great way to put your audience in the driver’s seat and 
make them feel more connected to you and your business.

Make it responsive

The internet doesn’t exist solely on computer screens 
these days. You have to think about where and how your 
audience takes in information (another reason why Step 1 
is so important).

To make sure you’re checking all those boxes, you need 
to design your sales page (or use a template that is) 
responsive. That means it will resize to fit the medium it is 
being viewed on. 

Because whether your sales page is seen on a phone 
screen, tablet, or computer monitor, you need it to still look 
coherent, in line, and well-thought out.

Mix it up

Because our brain pays attention to patterns and ignores 
repetition, it’s important to mix up the elements of your 
sales page. Here are some super simple ways to do this:

• Alternate images with text

• Add in subheads

• Don’t be afraid of white space

• Add background color to blocks of copy

• Use bullet points
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Adding in these elements will keep your page feeling fresh 
and take out the intimidation for those skimmers to run 
through your copy easier.

Speaking of copy….

Step 4: Write captivating copy

After you’ve designed your sales pages (at least a simple 
wireframe of it), you can get down to your copy needs. 
Knowing what you want your sales page to look like first 
will help you know what kind of copy you need, where you 
need to put it, and how long it should be.

So let’s talk about length first. 

Length of your sales page

There’s no wrong answer to the question, “Should my sales 
page be long-form or short-form?” But here are some ways 
to come up with your own specific answer:

Think about your audience. 
Historically, what works for your audience? Are your 
readers skimmers, video watchers, novel experts? Finding 
this information out in Step 1 should make your answer 
here very clear.

How detailed do you want to be?
 A pro of having a longer page is you can go in depth on 
things like answering customer objections, explaining your 
product, or telling your story. But if that’s not your style, a 
shorter page filled with bulleted points about your features, 
a video, and maybe a short FAQ section will be just what 
you need.

When it comes down to it, the length of your page should 
be as much as you need it to be to convey your point.

Headlines

You could say your headline is the most important part of 
your sales page. 

It’s the part that makes a reader stop and think, “Hey, I 
might be interested in this.” In fact, on average, eight out 
of 10 people will read headline copy, but only two out 
of 10 will read the rest. That means, you’ve got to write 

an exciting, informative, and intriguing headline to get 
someone to read your whole sales page.

Here are a few tips for writing your best sales page 
headlines:

Keep it short
Your headline should be quick and to the point (10 words 
tops). But don’t forget you have your subhead to go into 
more detail if you need.

Fill it with keywords
Remember the importance of SEO. If you want more than 
just your readers to find out about you, you need to be 
working on your organic search even on your sales pages.

Write a lot of versions
I’m talking 25-30 variations. That may seem like a lot, but as 
you write more and more, you’ll find that your versions are 
getting better as you go. And everything you’ve written in 
that exercise can be used as one-liners to pull into the rest 
of your sales page. 

Body copy
This is the description of your sales page and where you get 
down to the details of your product.

Here are some things to think about while writing your 
body copy:

Focus on benefits over features
While the details of your product are important to spell 
out, they are not what sells your product. What sells are 
the benefits your customer will experience because of your 
product.

For example, let’s say you’re selling an online course 
about budgeting. Your sales page can say that your course 
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includes 3 modules filled with videos, worksheets, and 
a quiz and that’s true and important for your potential 
customer to know. But that’s not really exciting or attention 
grabbing, right?

But when you talk about how the students of your course 
have saved up for vacations with their family or cut their 
debt down to $0 in just a year, that gets a new reader 
interested.

When you can put a potential customer in a state of mind 
where they can see themselves living the benefits of using 
your product, you’ll be much more likely to increase your 
conversions.

Write like you’re speaking to a friend
Keep it casual. Think about a friend you have that would 
be helped by your product and write your sales page like 
you’re talking to that friend. 

Don’t be dramatic, salesy, formal, or impersonal. Be 
empathic, talk to them directly (ie- say “you”, and “your”), 
and tell stories. The more you can make your reader feel 
comfortable with you, the faster they will trust what you 
have to say.

Make it scannable
Sales pages shouldn’t be a novel. Most people who look 
at your sales page will want to be able to skim over the 
content quickly to see if it’s something they’d be interested.

Here’s a quick list of ways to make your sales page copy 
scannable:

• Incorporate lists- usually with bullet points

• Keep paragraphs under 4 lines.

• Add in subheadings for every 2-3 paragraphs

• Add in quotes from customers

• 

• 

Step 5: Have ONE Call to Action (CTA)

The whole point of your sales page is to get your audience 
to do one thing: take you up on your offer.

Whether it’s purchasing a new product, signing up for your 
online course, joining your mastermind, setting up a one-
on-one coaching call, or buying your eBook, you want them 
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to do just that one thing at the end of reading your sales 
page. To help you reach that goal, you need to keep you 
CTA clear, simple, and direct.

Here are a few ways to have a solid CTA for your sales page:

Don’t have external links
You don’t want to send your reader anywhere off your sales 
page.

Have a noticeable CTA button
That means think about a good color that pops on your 
page as well as a line that makes the reader NEED to click 
on it

Use that button multiple times
It’s no likely that a reader will automatically click a “buy 
now” button at the top of your page, but you better safe 
than sorry, right? Put your beautiful CTA button at the top, 
the middle, and the bottom of your sales page to give your 
readers as many chances as possible to sign up.

Grab your sales page  
template today!

Want to a little more direction to help you get your sales 
page started? We’ve got you covered.

Click here to download your own sales page template to 
mock up your next sales page!

Dani Stewart
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See ConvertKit in action.
Grow your business by investing in your email marketing today. Join one 

of our experts on a live tour and get the answers you need.

REQUEST A DEMO
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