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Sales Page
Turn Visitors Into Paying Customers
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A sales page is the linchpin of your funnel. More than just a product 

summary, this is where you directly ask for the sale. Your persuasion 

chops impact how many prospects become paying customerså

The biggest conversion lever? Match your copy length & depth to 

your audience's sophistication. For warm audiences, use long sales 

pages that answer every objection. For cold audiences, use a short 

and punchy pageå

Sales pages should come aÚer you’ve warmed up your audience. This 

nurturing can include content marketing, email funnels, webinars 

and other engagement campaigns. But beware: Optimizing your 

sales page purely for Conversion Rate can tank your Average Order 

Value. Revenue Per Visitor is the best metric for real growthã
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Page View�

Custom Field�

Products

Prerequisites

500+ Visitor�

20+ Purchases

Variations

Long-For)

Short-Form + VS8

Application Funnel

À
Metric Target

5%

� 2,450

� 154

� Conv. Rate Customers ÷ Visitors 6.3%

Performance Calculation

Determine Your Conversion Rate

Visitors

Track everyone who lands on your sales page from your nurture sequence.

� /sales/course-name

Customers

Track completed purchases tied to this specific sales page.

� Course Name - Pro Tier
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Breakdown Your Conversion Rate
4 ways to segment your buyers to find what's killing conversions and what's printing money.
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� u
How well does your buyer know the solution 

space? Beginners need education and hand-

holding. Experts want specifics and advanced 

tactics. Your copy should match their 

knowledge level.

Di²erent audience sub-segments need di²erent 

angles. A copywriter has di²erent pain points 

than a designer, even if they're both freelancers 

buying the same course.

Match copy to knowledge level

Beginners converting poorly? Add more 

education and outcome focus. Experts 

bouncing? Cut flu� and lead with advanced 

strategies or unique methodology.

�
Create profile-specific versions

If one profile significantly outperforms, 

consider separate landing pages or dynamic 

copy. Test testimonials and examples specific 

to each profile to boost relevance.

�

x v
New customers buying means your trust-

building is working. Repeat customers buying 

means they want more from you. If repeat 

customers underperform, your o�er may not be 

relevant to existing buyers or positioned wrong 

for them.

Which pricing tier do buyers choose? This 

reveals perceived value and buyer intent. Most 

buyers choosing basic tier means premium isn't 

di�erentiated enough. Premium tier dominance 

means you're under-pricing.

Optimize tier positioning �

Build trust for new buyers

If new customers underperform, add 

guarantees, FAQ sections, and more social 

proof. If repeat customers underperform, 

ensure the o�er is relevant to people who 

already bought from you.

� If everyone picks basic, boost premium value 

or lower basic features. If premium 

dominates, test higher pricing. Balance tier 

selection around 50% mid-tier for healthy 

revenue.
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segment optimization Example

Customer Profile Optimization

Sophistication Level
� Survey Data  |  Contact Tags  |  Previous Purchases

New vs Repeat Customers
� First-Time Buyer | Previous Cust | Loyal Cust

`

`

`

_

Visitors

91W

22X

75W

525

Customer Profile
� Job Role | Industry | Use Case | Business Model  

Price Point Selection
� Basic Tier | Standard Tier | Premium Tier 

Customers

12h

12k

12g

476

Conv Rate

13o

56o

17o

91%

https://fontawesome.com/v6/icons/id-card?f=classic&s=solid
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Optimize Your Sales Page
Four proven elements that turn browsers into buyers

Sales Page

4
This is your main 

persuasive copy block. 

Write in short, punchy 

sentences that keep 

momentum.

1

Your sub-headline that clarifies your main promise or adds intrigue

Your Compelling�
Benefit-Driven Headline

Warm audiences convert better with 

long-form copy. They want details, 

objection handling, and proof. For 

courses, coaching, and high-ticket 

oPers, longer copy builds trust and 

answers questions. Test both, but 

default to long-form for engaged 

audiences.

2
Scatter testimonials throughout, not 

just at the bottom. Place them near 

objections. Use specific results with 

names and photos. "Increased revenue 

40% in 60 days" beats "This was 

amazing!" Match testimonials to 

customer profiles.

BeginneD
Product Tier

$97
Buy Now

This is your main persuasive copy block. 

Write in short, punchy sentences that keep 

momentum»

Each paragraph should advance your 

argument. Use bold for power words and 

underline for critical claims. Keep the focus 

on them — their problems, their desires, 

their transformation»

Paint the picture. Show the contrast 

between before and aÉer. Make it visceral 

and specific, not vague and generic.

Your sub-headline that clarifies your main 
promise or adds intrigue

Recommended 
Product Tier

$297
Buy Now

This is your main 

persuasive copy block. 

Write in short, punchy 

sentences that keep 

momentum.

VIr
Product Tier

$1997
Buy Now

This is your main 

persuasive copy block. 

Write in short, punchy 

sentences that keep 

momentum.

3
Long copy needs visual rhythm. Break 

up text with images, pullout quotes, 

charts, and icon sections. These breaks 

give readers mental rest and create 

stopping points to absorb key 

messages. Each visual should support 

your argument, not just decorate.

4
Three pricing tiers increase conversions. 

Basic reduces risk. Premium captures 

high-intent buyers. Mid-tier becomes 

the smart choice. Position your 

preferred tier with "Most Popular" 

badges. Include payment plans to 

remove aPordability objections and 

boost AOV.

2
v Logo

Trusted by these other amazing people!

This is your main persuasive copy block. Write in short, punchy sentences that 

keep momentum»

Each paragraph should advance your argument. Use bold for power words and 

underline for critical claims. Keep the focus on them — their problems, their 

desires, their transformation»

Paint the picture. Show the contrast between before and aÉer. Make it visceral 

and specific, not vague and generic.

1

Your sub-headline that clarifies your main 
promise or adds intrigue

3

v Logo

v Image

v Logo

Long vs Short Copy
h Match length to audience temperature

Testimonials Throughout
h Proof beats promises every time

Visual Breaks Stop Scrolling
h Keep eyes moving down the page

Always Use Tiered Pricing
h A pricepoint for everyone
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How to Optimize Sales Page�
for your Business

Sales Page

Tailor your approach to your business model

� �

Focus your sales page on the specific 

transformation clients will experience. Use 

before/aËer case studies with measurable 

results. Address the emotional pain point first, 

then explain your methodology. Tier pricing 

based on support levels — self-guided, group 

coaching, or private coaching. Include 

application questions or qualification criteria to 

increase perceived value and filter tire-kickers.

Your audience follows you for personality and 

authenticity. Use conversational copy that 

sounds like you wrote it, not a copywriter. 

Include personal stories and behind-the-scenes 

content. Show your face in images and videos 

throughout the page. Emphasize community 

and access to you, not just course content. 

Consider tiering based on access levels — self-

study, group calls, or 1-on-1 time with you.

� �

Standalone product sales pages need urgency: 

limited inventory, seasonal oöers, or 

countdown timers. Bundle complementary 

products and show savings versus buying 

individually. Use lifestyle imagery showing 

products in use, not just product shots. Tier 

bundles by value — starter, complete, deluxe. 

Emphasize free shipping thresholds and easy 

returns to reduce purchase anxiety.

Your buyers have probably bought courses 

before and not finished them. Address this 

directly. Show your unique methodology with 

clear implementation steps. Include curriculum 

breakdown with time estimates per module. 

Tier by access — course only, course + 

community, course + coaching. Oöer a 

satisfaction guarantee and success stories to 

prove your course actually gets results.

� �

B2B buyers need business justification. Open 

with the problem — hours wasted, revenue lost, 

ineöiciency impact. Quantify ROI with case 

studies showing time saved or revenue gained. 

Use company logos and industry-specific social 

proof. Tier pricing by company size, features, or 

support level. Include comparison charts 

showing your solution versus competitors or 

versus current manual processes.

Your sales page must establish credibility 

immediately — credentials, certifications, 

recognizable client logos. Explain your process 

clearly with timeline and deliverables. Use case 

studies with specific metrics and client 

testimonials with full names and companies. 

Tier services by scope — audit, implementation, 

or ongoing support. Require a discovery call or 

application vs instant purchase to maintain 

premium positioning.

Coaches
� Position transformation over features

E-Commerce
� Use bundles and urgency to drive action

B2B & SaaS
�  Lead with ROI and quantifiable outcomes

Creators
� Build connection before asking for the sale

Course Creators
� Overcome "another course" fatigue

Professional Services
� Demonstrate authority and process clarity


