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What follows is a Ohard-hitting,® Ono-holds-barredO critique of yaur copy

It is direct and to the poinfThis is the same process | would go through if | was writing
copy for my own product. Nothing held back...

Every suggestion has one focus:

To connect with your reader in such a way that makes their decision to purchase
from you the easiest and most natural decision in the world.

HEADLINE

| think the headline needs to go deepiémeeds a more compelling benefit.bigger
promise.

Prospects will buy your course, not just to boost sales, increagenmiand add more
profit... they'll buy it because of what all of those things will bring to thé/fhat do they get
from boosting sales, bigger ngars, more profits?
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What are you REALY selling them the keys to? | think your headline should either
make that clear or create such curiosity about it that thefparal to read what you've got.

Maybe something that conveys an idea like, QM®ygiving you access to the very same
strategies my clients have paid for and used to generate over in
additional revenue/profits... But you can get them for only

That's not a headline, just a rough idea. Something with a very speaific and
compelling benefit.

LEAD AND FIRST
FEW PARAGRAPHS

This is often the most di€ult part of the whole letterOnce you get your killer headline,
you can't blow all that hard work by doing something that derails your reader or makes her
guestion what's going on.

And | think your list of ODo any of these sound familiar to you?O items runs the risk of
doing just that.

This is no time for making your prospect think/e can do that later to help him justify
(logically) the purchase decision he's already made on a deeper level.

It's a bit like you're taking a few shots in the dark hoping to hit upon the major problem
that your reader is facing by listing a whole bunch of them.

Here's the problem... with each yes/no question, you run the risk of losing your reader

I'm not saying there is no place in the letter for an exchange like this, but | do think it's a
risky way to get startedThe chances are just too high that your reader will hit a question that
she'll answerONo.O and then be on her.way

We've got to craft a lead (first few paragraphs) that gently pulls the reader into your
world. Maybe a storymaybe a compelling fact... an unbelievable (but true) research. study
We've got to meet your reader exactly where she is and go from there.

| think it would be a smarter strategy to spend time narrowing the focus on your ideal
reader.. to paint a crystal clear picture of exactly who this readerhen we'll know exactly
what problems they've got (or at least exactly how they are feeling about them). More about this
later..



Also, | would try as much as possible to stay away from phrases like Obusiness owners
just like you.O | think using phrases like that breaks the connection you are trying to develop
with your reader

You're talking to John, or Sue Bim. Who cares about the other business owners?

If you were across the table from your prospect (let's call him John), | don't think you'd
say this. You wouldn't talk about Obusiness ownersO--you'd relate everything you were saying to
JOHN. You'd say things like, OJohn, | know why you're struggling.O

That's key

Instead of beginning with this list of questions, you could use a real story about a real
person as an example.

The goal is to get your reader to s@Heythat's just like me!/® ITHOUT having to say
exactly those words.

Often times, | think that this type of third person flip-flop (using such general words as
Obusiness owners like youO) is just a symptom ajex laroblem. It's a sign that you need to

develop a clearer focus about exactly who you want to talk to in this letter

Sometimes it's just making a commitment to focus on X and ex¥ltldat's the hard
part.

Exactlywho are we talking to here?

BUILDING GREDIBILITY:

You obviously have a lot of experience. So | would make it clear just how important that
should be to your reade©verwhelm him with specific proof of your experience.

While I think that understating your accomplishments a bit positions you as a much
classier act than most of the folks peddling products online, | do think you should do more to use
it to your advantage.

| would bet that a lot of the ganizations competing for the attention of your ideal
prospectslon't have the track record that you do.

Give me some stories about your results. Rags to riches stories and some that maybe
weren't all perfect.



Build yourself into a real person, three dimensional...

Let me see who you really arévhat are your weaknesses? How can you package who
you are to maximize your chances of the reader saying, O¢leyust like me!O?

And | would make sure you don't talk about OweO like you do when talking about your
company unless you fill out exactly who OweO is.

If I'm the reader and | get into page two where you begin to talk about yourself and you
all of a sudden introduce an unnamed third party (that I don't know)... it can be unsettling.

PRODUCT SECTION:

It's clear that this &ér is a huge deal compared to hiring a consultant or purchasing your
higher level product/service.

But don't make the reader take your word for it.
Why is it such a deal?

Part of the challenge is to build up the value of the alternatives (even though that's not
what these folks are buying) and describe them in enough detail so that the reader knows enough
about it to understand just how great thieioyou are making them really is.

Why would you position this as being a reasonably priced version your best strategies?
Who cares about pricePou're in the business of delivering value right?
So what about brainstorming some other reasons why you are making this available?

Here are just a few that come to my mind:

¥ Frankly, there are only so many hours in the.dégu can't possibly deliver
your strategies to all the people that need them... until now

¥ One of the biggest drawbacks of hiring a consultant is that they come in, do
the work (overwhelm you in the process) and leave you to clean up. It can be
overwhelming... | know you're busy and maybe you aren't prepared to devote
the amount of time the program requiresk so this is self paced, etcE

¥ You could even position this whole thing as a research projectare
testing your productA Do It Yourself SYSTEM of your best (Proven)
business boosting strategiefou are looking for 92 people. Make them
apply, etc.



| think there are a lot of questions that need to be answered in the mind of your reader
Objections that might be obvious to the reader or that might exist on a deeper level.

Objections like:

¥ Man, this sounds like a lot of work. I'm bus¢hen am | supposed to
actually put this into practice to get some results?

¥ 1,023 pages of stiif How am | supposed to read all of that, let alone use it?
Heck, | can't even find time to read a magazine right nowE

¥ After reading some of the paragraphs where you are describing your product
(the Business audit paragraph as an example), | found myself asking, OLike
what? Give me an example...O

¥ If | can get all of this for $997, why would anyone pay you $30,000@t
else are they getting that I'm not gonna g&t& you just gonna drop all this
stuff in my lap and leave me to figure it out?

A word about your bullets... (like the list of items under the subhead OAnd Profit From...O
on page 5 when | printed your let)er

¥ Obviously you need to help your reader understand just how ill-prepared for
this battle they really are. But | don't think you should do it by point blank
asking them questions like, ODo you know the 13 critical questions every
prospect must answer?O By doing that, | think you run the risk of making
them feel anything from completely overwhelmed to just plain stupid for not
knowing what they don't knawi'd turn a bullet like this around to something
like, OHow to make sure you answer each of the 13 critical questions your
prospect must answer before they.bufnd a simple step-by-step procedure
for developing your system to get these questions answered by each and every
prospectNwhether it's their first purchase or their fiftfhis tip alone will put
you light years ahead of your competition.O

THE GUARANTEE:

On the phone, you explained to me your reasoning for feriraf a guaranteé/hile |
think it is a valid position, | think it might be strongdter you have pages and pages of results
toNwhen the results can speak for themselves.

How about a qualified guarantee? Something with some accountability in it? Something
that shows you are confidedND keeps the slackers at bay?



Something that says, Q) results are guaranteed. If after some time period, you can't
directly tie at least additional revenue/profit to my product, I'll refund your
moneyO

Then just say something liké&ll you need to do is submit the following items (which
would serve as proof that they actually did some work) and you'll get your money back, no
guestions asked.

I'm not talking about a laundry list of fine print and hoops for them to jump through, just
a few straightforward items that would prove they actually put youristofaction.

Again, in principle, | think withholding the guarantee is a fine idea.
When the rubber hits the road, though, I think it might hurt more than help at this point in
time. Especially when you are giving such a huge price brElad.price break sends me a

signal thatyou needme. The Ono guaranteeO sends the opposite signal.

Would a lack of a guarantee ke¥@U from buying this?

MISCELLANEQUS ITEMS:

ARE YOU A RENEGADE?

On the phone, the feeling | got from you was that there is a bit of a OcontrarianO fire
burning inside you...

You mentioned Michael Gerhehen you said something to théeet of, OHeyl've been
there. I've done thisAnd here's why his type of strategy stink&hy start at step 1 of his
strategy if all you need is contained in step 1320

Depending on who exactly you aregeting, this might not be the first product like this
these people have tried.

| too, have the unfinished Michael Gerber course packed away somewhere. | really didn't
feel like reliving my childhood before | could learn how to read a P&L.

You are Otelling it like it is.@nd that's exactly what people warithey just want the
straight scoop.

I'd bring more of that out in your letter

You've got tons of experience, a whole lot of resuttsu can really tell it like it is.



| think that's avery valuable position to highlight.
$4,000 FOR A TESTIMONIAL?

As | read the part about you buying my testimonial for $4,000, it really jarred me. 1 think
a lower more believable amount might be something to consi@eiat least spend time
explaining the reasons why you are willing to pay so much.

Just how much can you leverage my testimonial to make your investment of $4,000
really worth it for you?

The question | had as | read it was thisa®@minute. | know this is a new product for
this guy but he's been doing this for 40 yearsE He has all of these successful people all over the
world using his strategiesVhy does he have to give away so much at this stage of the game?
It's not like he's just getting started in this business.O

You're a smart business person righttat's what | want to believe as | read it. So show
me how that is a smart decision for you.

Show me why this is actually smart and simply not an act of desperation.
Explain it to me. Make me believe it.

BONUS GIFTS

I'd add a whole lot more details connecting the dots for me about exactly how these
bonus gifts willensure my success (your words).

Give me an example how the bi-weekly personal call can give me some of my Obiggest
breakthrough ideas.@ho else got a big breakthrough idea from this kind of thingtat was
his nameWVhat results did it lead to?

Don't make me assume anythirgHOW ME.

PRICING STRATEGY

| know that your goal is to get the testimonial.

But you're delivering &duge value here. So why not transfer some of that value into a

more leveraged position and flip the whole thing around... Make it a bit moreYabout
choosing them. Not you convincing them to choose you.



You are the one controlling the gaméu choose who gets to playnd for those that
youdo choose, well, what a deal they are going to déthey qualify..

Something like that wouldn't diminish the value of what you are delivering, even with the
price break. Because you make it clear that this is about selecting a few whmetsecause
they are hand picked, you are choosing to reward them... in exchange for their succeas story
even value for value exchange.

I'm not saying to be Dan Kennedy brash about it. | don't get the feeling that is your
personality

But | think a strategy like this might do more to keep people from asking, OWhat's his
real motivation here?0

TARGET MARKET

| think if you decided to focus on a particular niche within youggamarket, it might
make this letter a whole lot mordegtive.

By knowing exactly who we're talking to, we'll be able to paint specific pictures for them
instead of talking in so many generalities. It's hard to be specific about Osmall business owners.O

Just because you don't have testimonials for this product doesn't mean you shouldn't
include testimonials that speak to thieefiveness of the strategies you teach.

They build your credibility They give people a frame of referenceNa real picture of
results to latch onto.

And | think that's an important piece of this puzzle.
Also, in your letter you mention that you got some input on the course from your top
people... what did they say? I'd put that in there... the good and a little bit of thEnimdeeds

to sound realistic, not pie-in-the-sky simple.

From the point of view of the readéney could easily serve as a third-party reference
(especially if they're specific), even though they come from such a closely related source...

NEKT STEPS...



In summary| think you definitely have the proper ammunition to create a very strong
letter: a great product, a lot of experience, verifiable demand, proof through real results...

| think it's just a matter of bringing more focus to it and making sure that you answer all
of the questions your reader might have as they go through it.

I've included a short information packet along with this critique. It gives you a rough
outline for how we could work together to make your letter extremely successful.

If you have any questions, please don't hesitate to contact me.

Sincerely

oy

Jason Leister
Leister Marketing Group



