A

Practice Building
BOOT CAMP

WHAT IS A SALES LANDING PAGE? 0

The sales landing page is a web page where your prospective patients can learn more about your program, how they
will benefit, and sign-up and purchase your program. This page needs to be created and in place BEFORE you actively
promote, so your prospects have a web page to link to.

1. This page is where your patients “land” when they are interested in learning more and/or signing up for your program.
2. This page is where your patients choose to purchase your program (not where they actually purchase, which they do
through your existing payment checkout).

The Boot Camp Sales Landing Page Planner is great for helping you place the elements of your program onto the sales
landing page, so it flows nicely for your patients and helps them find what they’re looking for. This exercise will also be
useful when creating your promotional emails. The elements flow in a similar pattern.

What you need: your completed Program Worksheet.

LANDING PAGE FLOW
Remember, this can be a simple online “flyer”. It can be a conversation. Use what you have where you are.

SECTION 1: TOP/HERO
This is also known as the header or “above the fold”. This is the first area that someone is going to see.

Your objective is to connect. This is the “first impression” section of your page. Even more than that, this is where you
establish empathy: You declare their problem so that they’re thinking “Yes, that’s right! That’s my problem.” You also
prompt them to learn more (this is a call to action). An inspirational “hero” image is often used to illustrate the headline.

Refer to your Program Worksheet: What problem does your program solve?

Write out a story that describes their problem:

SECTION 2: THE PROBLEM EXPLAINED
Reassure your reader that what they’re going through isn’t their fault and explain why. It could be misinformation. It
could be that they didn’t know what they didn’t know.

Describe how their problem isn’t their fault:

Next, tell them that you have the solution that’s going to take them from “Problem” to “Better,” and all they have to do is
sign up and join the program (this is another call to action).

Describe the transformation:




SECTION 3: THE BENEFITS OF PARTICIPATING
Describe the benefits of your program (not the features) “At the end of the program, you’ll feel...”

List the benefits:

And then ASK them how that sounds? Is that something they want to feel?

SECTION 4: THE FEATURES OF YOUR PROGRAM
How are they going to get that amazing transformation? What steps are involved in the program? And then ASK them
how that sounds? Is that something they CAN COMMIT TO?

Refer to the program features you mapped out using the program worksheet. Include the most important “things”
participants will “get” like live classes, free recordings, coaching sessions, complete nutrition plan and supplements, and
convenient mobile app. etc.

List the detailed features: (again — you’re going to know your program so well!)

ILLUSTRATE THE IMPROVEMENT

Next you may provide them with a small example of something they may already be doing in their life that’s sabotaging
any progress in their health, and if they substitute THIS for THAT, they’ll be on the road to feeling the BENEFITS you
listed above.

OVERCOME THE OBJECTIONS (TIME & COST)
What small TIME COMMITMENT substitution could the patient make to get on this path? For example maybe it’s about
the time spent watching Netflix? Or is it about 30 minutes of social media that could be put to better use?

What MONEY substitutions can the patients make to create a sense of affordability with your program? Calculate the
daily price and come up with some creative things that they might be spending that money on currently.

LIST PRICE
For all that, it’s just one low price of: $

CALL TO ACTION (CTA)
Add a call to action to sign up now.

SECTION 5: TESTIMONIALS AND SOCIAL PROOF
If you have reviews or testimonials, this is a great place to list them. This provides proof that you, as a coach, know what
you’re doing, that you’ve helped other people just like them, and that you’re amazing.

If we get really picky here, ideally these reviews will overcome any objection that someone would have in signing up (like
the time commitment or the price — the two reasons that people will say “not right now.”)

List some of your best reviews/testimonials:
If you don’t have any, what would you WANT someone to say? (refer to the program worksheet, when you wrote your
5-star review about your program)




SECTION 6: ADD URGENCY & FOMO
If they think, “not right now,” what is the worst thing that could happen to them? If they continue not hiring you, how will
their lives deteriorate? Circle back to the opening section where you described their problem. How will that get worse?

Don’t let that happen to you, sign up today.

List what TRAGIC LOSS your patient would incur by NOT signing up with you today? Go ahead and be a little dramatic,
have fun with it :)

ENVISION THE TRANSFORMATION
Describe the transformation again. Ask the patient to truly see themselves living their new life AFTER your program.

List details of how a patient’s new life after your program looks:

LIST PRICE
For all that, it’s just one low price of: $

FINAL CALL TO ACTION (CTA)
Include a button to sign up now!
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