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HOW TO WRITE COMPELLING SALES 
LETTERS THAT GENERATE MAXIMUM 

RESPONSE AND ENQUIRIES 
 
 
The following 12 point guide provides a very good template for you to write a 
sales letter that will generate a very profitable response. 
 

Overcoming the Hurdles Leading to Buying Resistance 
 

Every person has some form of buying resistance. The objective of your sales letter 
should be to overcome your reader's buying resistance while persuading them to take 
action. 
 
I liken writing a sales letter to running a steeplechase foot race. The first one to the 
finish line who has jumped over all the hurdles is the winner, or in this case, gets the 
response, enquiry or sale. 
 
Whether you're giving a sales presentation in person or on paper, the process of 
overcoming the hurdles leading to buying resistance are much the same. These 
hurdles are manifested in many spoken and unspoken customer comments such as: 
 
1. "You don't understand my problem"  
2. "How do I know you're qualified?"  
3. "I don't believe you"  
4. "I don't need it right now"  
5. "It won't work for me"  
6. "What happens if I don't like it?"  
7. "I can't afford it"  
 
Results-oriented sales letters will need to address some or all of these objections to be 
effective. 
 
The 12-step sales letter template is designed to overcome each of these objections in a 
careful, methodical series of copywriting tactics. The 12 steps are: 
 
1. Get attention 
2. Identify the problem 
3. Provide the solution 
4. Present your credentials 
5. Show the benefits 
6. Give social proof 
7. Make your offer 
8. Inject scarcity 
9. Give a guarantee 
10. Call to action 
11. Give a warning 
12. Close with a reminder 
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Each of these 12 steps add to reader's emotions while calming their fears.  
 

Remember, Motivation Is An Emotional Thing 
 
It's important to remember that people are motivated to buy based on their emotions 
and justify their purchase based on logic only after the sale. This means that each step 
in the sales letter process must build on the reader's emotions to a point where they are 
motivated to take action. 
 

The 12 elements of a winning sales letter 
 
1. Get Attention 
The opening headline is the first thing that your reader will look at. If it doesn't catch 
their attention you can kiss your letter goodbye. People have a very short attention 
span and usually sort their mail over the wastebasket. If the headline doesn't call out 
to them and pique their interest, they will just stop and throw your letter away. 
 
For a guide on how to generate compelling, interesting headlines for your product or 
service, please ask for our separate guide entitled “A Gun In Your Face!” 
 
2. Identify the Problem 
Now that you have your reader's attention you need to gain their interest by spelling 
out their problem and how it feels to have that problem. The reader should say to 
himself, "Yeah, that's exactly how I feel" when they read your copy. In fact, you 
shouldn't stop there. Pretend that it's an open wound that you're rubbing salt into, so 
that they really feel the pain and agony of their situation.  
 
3. Provide the Solution 
Now that you've built your readers interest by making them feel the pain it's time to 
provide the solution. This is the part of the sales letter where you boldly stake your 
claim that you can solve the reader's problem. 
 
In this section you will introduce yourself, your product and/or your service. Relieve 
the reader's mind by telling them that they there's no need to struggle through all their 
problems because your product or service will solve it for them. 
 
4. Present your Credentials 
In most cases, after you have introduced yourself and your product or service your 
reader is thinking, "Yeah, sure he can fix my problem. That's what they all say." So 
now it's important to hit them right away with the reason why you can be trusted. 
 
List your credentials including any one of the following: 
1. Successful case studies. 
2. Prestigious companies (or people) you have done business with. 
3. The length of time you've been in your field of expertise 
4. Conferences where you have spoken 
5. Important awards or recognitions  
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Your reader should get the impression after reading this section that you’re a proven 
entity, and that the reader can expect the same success and results that you’ve 
provided for other companies. 
 
5. Show the Benefits 
Now it's time to tell the reader how they will personally benefit from your product or 
service. Don't make the common mistake of telling all about the features of your 
product without talking about the benefits. As I already stated, people are interested, 
not so much in you, or even your product or service, but what it will do for them. 
 
6. Give Social Proof 
After you've presented all your benefits the reader will again begin to doubt you, even 
though they secretly want all your claimed benefits to be true. To build your 
credibility and believability present your reader with testimonials from satisfied 
customers. 
 
Testimonials are powerful selling tools that prove your claims to be true.  
 
7. Make Your Offer 
Your offer is the most important part of your sales letter. A great offer can overcome 
mediocre copy but great copy cannot overcome a mediocre offer. Your offer should 
be irresistible. You want your reader to say to themselves, "I'd be stupid not to take 
advantage of this opportunity." 
 
Your offer can come in many different formats depending on the nature of your 
business. For large ticket items, where multi-step selling is involved, your offer might 
concentrate on the advantages of getting a free survey, or personal demonstration of 
your product. The best offers are usually an attractive combination of price, terms, 
and free gifts.  
 
8. Give a Guarantee 
To make your offer even more irresistible you need to take all the risk out of the 
purchase. Remember, that people have a built-in fear that they are going to get ripped 
off or be disappointed.  
 
Give the absolute strongest guarantee you are able to give. If you aren't confident 
enough in your product or service to give a strong guarantee you should think twice 
about offering it to the public. 
 
Refer to the section on Risk Reversal for more details on providing guarantees. 
 
9. Inject Scarcity  
There are many reasons why people procrastinate on investing in a solution. The 
following are just a few: 
 

- They don't feel enough pain to make a change 
- They are too busy and just forget 
- They don't feel that the perceived value outweighs your asking price 
- They are just plain lazy 
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To motivate people to take action they usually need an extra incentive. Remember, 
people are more motivated to act by the fear of loss rather than gain. That's exactly 
what you are doing when you inject scarcity into your letter. 
 
You can create a feeling of scarcity by telling your reader that either the quantity is in 
limited supply or that your offer is valid for only a limited time period.  
 
10. Call to action 
Do not assume that your reader knows what to do to receive the benefits from your 
offer. You must spell out how to make the order in a very clear and concise language. 
Whether its picking up the phone and making the call, filling out an order form, 
faxing the order form to your office etc…. you must tell them exactly how to order 
from you. 
 
Your call to action must be "action-oriented." You can do this using words like 'Pick 
Up the Phone and Call Now!" or "Tear Off the Order Form and Send It In Today!" or 
"Come to Our Store by Friday and …" Be explicit and succinct in your instructions. 
 
Plant your call to action throughout your letter. If you are asking the reader to call 
your free information line then perhaps some of the testimonials might say, "When I 
called their free information line" or in your offer you might say, "When you call our 
free information line…" Then when you give the call to action at the end of the letter, 
people won't be surprised or confused. It will be consistent with what you said all 
throughout your letter. 
 
11. Give a Warning 
A good sales letter will continue to build emotion, right up to the very end. In fact, 
your letter should continue to build emotion even after your call to action. Using the 
"risk of loss" strategy, tell the reader what would happen if they didn't take advantage 
of your offer. Perhaps they would continue to: 
 

- Struggle day to day to make ends meet 
- Work too hard just to get a few customers 
- Lose the opportunity to receive all your valuable bonuses 
- Keep getting what they've always got 
- Watch other companies get all the business 
- Etc 

 
Try to paint a graphic picture in the mind of the reader about the consequences of not 
taking action now. Remind them just how terrible their current state is and that it just 
doesn't have to be that way. 
 
12. Close with a Reminder 
Always include a postscript (P.S.). Believe it or not, your P.S. is the third most read 
element of your sales letter. I've seen good copywriters use not just one postscript, but 
many (P.P.S). In your postscript you want to remind them of your offer. It sounds like 
a simple step but postscripts get noticed. 
 
Including a PS in your letters increases response by up to 300 percent 
Tests tracking in what order most readers look at the letter reveals some surprising 
facts: 
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First: readers notice your headline. 
Second: they turn and glance at your signature. 
Third: they read your P. S. 
Fourth: they read the body copy of your letter if they are compelled interested by 
your headline, signature, and P. S. 
 
If you fail to capture reader's attention by this stage, they bin your letter. The P. S. 
therefore acts as a second headline and is very nearly as important to the success of 
your letter. 
 
The P.S. is often a deciding factor in whether a prospect will bother reading the rest of 
your letter. A compelling P.S. will generate up to 300 percent more response to your 
sales letters. 
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