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How to Use This Book
It’s super simple to create scripts with this book.
First, choose the script you want to use. You can do this by reading the
descriptions in the Table of Contents or by viewing the sample scripts that are
at the end of the book.
Once you’ve chosen your script, flip to the page containing its “Mad Lib” questions.
The questions are written like this:

Describe what prospects can “leave to the experts” with your service.
Example: Introducing Rental Relief, a one-stop property management
company that handles everything for you…so you can relax, knowing you’ve
left your vacation rental to the experts.

After each question, there’s an example that includes some bolded text. The bolded text
shows the type of answer you should give. The text around it just provides context.
Once you’ve answered all the questions for your script, turn to the correct script formula.
It’ll look similar to this:

Hi, I’m [1], [2], and in this video, I’m going to teach you five [3].

Insert your answer to the first question into the space labeled [1], your answer to the
second question into the [2], and so on.
And there you have it. In minutes, you can create an entire script for your next Toonly
video.
Happy scripting!
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Script 1 Questions:
“My Service Will Blow Your Freaking Mind”
This script is ideally designed to promote a service you provide. It begins by highlighting a
typical prospect pain point, then aggravating that pain point before identifying your
solution. Once you’ve introduced your solution, you’ll describe three of your services and
their benefits before closing with a call-to-action.

1.

Describe a major pain point your prospect is experiencing. Example:
Managing your vacation property rental can be a huge headache …

2.

Describe something irritating the prospect has to do as a result of that pain
point. Example: For one thing, you have to manage your listing on multiple
sites, so you don’t have huge gaps of time where your property sits
unoccupied …

3.

Describe another annoying thing the prospect has to do because of that pain
point. Example: You also have to find a way to get keys to your renters …
and even once you do, you run the risk of them losing or copying those
keys.
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4.

Describe one final challenge the prospect faces because of that pain point.
Example: Plus, there’s the challenge of cleaning your place and inspecting
for damages, so you can be reimbursed should something go wrong.

5.

Now sum it all up. Why is that pain point such a problem for your prospect?
Example: As a result, managing your vacation rental property is more
time-consuming and a bigger hassle than you bargained for.

6.

Provide your company name. Example: Introducing Rental Relief, a one-stop
property management company that handles everything for you … so you
can relax, knowing you’ve left your vacation rental to the experts.

7.

Describe what your business is and what does it does. Example: Introducing
Rental Relief, a one-stop property management company that handles
everything for you … so you can relax, knowing you’ve left your vacation
rental to the experts.
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8.

Describe what prospects can “leave to the experts” with your service.
Example: Introducing Rental Relief, a one-stop property management
company that handles everything for you … so you can relax, knowing
you’ve left your vacation rental to the experts.

9.

Describe the first main service or feature you provide and how prospects
benefit from it. Example: With Rental Relief, we’ll manage your listing on
more than 50 well-known vacation rental websites … so your property is
continuously booked and you have a steady stream of extra income.

10.

Describe the second main service or feature you provide and how prospects
benefit from it. Example: And we’ll install a digital entry keypad at your
vacation rental, so you don’t have to worry about lost or copied keys. This
also makes entry easier for your renters, resulting in better online reviews
of your property. Plus, because the entry PIN can be changed remotely
from your PC or smartphone, you can easily establish tight security from a
distance.

11.

Describe the third main service or feature you provide and how prospects
benefit from it. Example: And because we’ll inspect and clean your property
between guests, you’ll never have to worry about unreported damages or a
renter showing up to a sea of dirty dishes.
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12.

What will prospects love the most about your service? Example: But perhaps
the best thing of all is that we offer a flat monthly rate. There are no hidden
fees or surprise charges. Instead, you pay the same amount every month, so
you can easily track your expenses.

13.

In just a few words, describe what your company can do for the prospect.
Example: To learn how Rental Relief can make renting your vacation home
hassle-free, speak to one of our representatives today by visiting
rentalrelief.com or by calling 625.359.7854.

14.

Give your call-to-action, telling your prospects exactly what they should do
next. Example: To learn how Rental Relief can make renting your vacation
home hassle-free, speak to one of our representatives today by visiting
rentalrelief.com or by calling 625.359.7854.

15.

16.
17.
18.
19.
20.
21.
22.
23.
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Script 2 Questions:
“You’ve Got a Bad Reputation … I Can Help”
This script is designed for health-related products and services, and it can be used by
dentists, clinics, chiropractors, and others in the medical field. The script begins by
identifying a habit or behavior the prospect’s engaging in. Then, it explains why that
behavior’s dangerous, before suggesting an alternative. In addition to the medical field,
this script can also be used by marketing firms for a health-related PSA.

1.

Describe a habit or behavior the prospect needs to change using an -ing verb.
Example: It’s not so good when it’s for snoring.

1.

2.

In a word or two, how would you characterize the bad habit or behavior?
Example: In fact, it can be downright deadly.

2.

3.

In a word or two, how would you characterize the
bad habit or behavior? Example: In fact, it can be
downright deadly.
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4.

Name something the prospect does that should make them want to watch
this video. Example: That’s why if you snore, you’re going to want to listen up.

3.

5.

Describe why the prospect should be concerned about this habit or behavior.
Example: While snoring may not seem like a big deal, it’s a symptom of a
disease called sleep apnea … and crazily enough, sleep apnea is a very
serious and potentially fatal disease. People with sleep apnea stop and
start breathing hundreds of times during the night … because this depletes
their brain of precious oxygen, they rarely feel like they got a good night’s
sleep and they often walk around in a mental fog.

4.

6.

Describe why the news for the prospect gets even worse. Example: Sleep
apnea can also cause or worsen high blood pressure … heart disease …
strokes … diabetes … liver problems … dementia … cancer … and
depression.
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7.

Offer a solution for the prospect and describe how it works. Example: At
Safer Sleep, we offer an extremely accurate home diagnostic tool for sleep
apnea. This small, painless device measures airflow, heart rate, and oxygen
levels, so we can determine whether you stop and start breathing while
you’re asleep. Simply wear the device overnight, return it to our office the
next day, and our board-certified sleep physicians will evaluate the
results. If you’re diagnosed with sleep apnea, they’ll recommend one of
our comfortable and effective treatment options, which are usually
covered by insurance.

5.

8.

Briefly tell the prospect why they shouldn’t ignore this problem anymore.
Example: Don’t ignore your snoring any longer—it could be deadly.

9.

Give a call-to-action, telling the prospect exactly what he should do next.
Example: Instead, schedule a sleep consultation with Safer Sleep today by
visiting SaferSleep.com or by calling 526.354.2536. In no time, we’ll help
you get a good night’s rest.

10.
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Script 3 Questions:
“Let Me Rub Salt in Your Wound”
Although this very simple script was written primarily to promote services, it can also be
used to promote products with some slight modifications. This script begins by talking
about a pain point prospects are experiencing. After agitating that pain point, the script
offers a solution, then explains its benefits. Before closing, the script overcomes common
buyer objections, before ending with a call-to-action.

1.

Think about the pain points your prospects are experiencing—you want
them to know you understand and empathize. Then, describe the pain
they’re experiencing in detail. Get them really agitated, so when you
present your solution, they’re eager for it. Example: Exercising at the
gym can be such a bore. You’re usually climbing a staircase to nowhere
… Walking endlessly on a treadmill … Or waiting for a machine. And
because you’re not having fun working out, it’s hard to make yourself
do it regularly. So, you end up skipping the gym a lot, and your body
remains more or less the same. In fact, the only thing that really
changes is your bank account, as you waste money every month, paying
for a gym membership you don’t use.

2.

What is the name of your company? Example: If this sounds all-too-familiar,
you’re going to love Dance Lab.
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3.

In one sentence, describe who you are and what your main value
proposition is. Example: Dance Lab is a dance studio located at 5th and
Main St. in downtown Columbus that makes exercise fun.

4.

Describe the first main benefit of your service. As you’re doing so, explain to
your prospect why they should care. For example, a feature of a dance
studio may be that it offers dozens of dance classes. A benefit is that
prospects won’t get bored—that’s why they should care. Make sure you
include the feature—and more importantly, the benefit—in your response.
Example: Instead of doing the same-old boring treadmill routine at the
gym, you can choose from dozens of high-energy dance classes like hiphop, cardio funk, Zumba, and jazz. And because we change the
choreography in our classes every couple weeks, you’ll never quit coming
because you got bored.

5.

Now describe the second benefit of your service. Again, as with the last
answer, make sure you explain why your prospects should care. Example:
But that’s not even the best part! You’re also going to love what dancing
does for your body. Within just a few weeks, you’ll be sporting flatter abs,
toned triceps, stronger quads, and a higher backside … After all, there’s a
reason dancers are known for their amazing bodies …
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6.

At this point, your prospects are probably thinking that although your offer
sounds pretty good, they have some reservations. Imagine what a common
reservation would be and then explain to them why their fear’s unfounded.
Example: If all this sounds pretty awesome but you’re worried because
you’re “not a dancer,” Dance Lab is for you too. We teach all-level dance
classes in a very friendly and accepting environment. Whether you’re
taking your very first dance class or you’ve been dancing for years, we’ll
make you feel at home.

7.

Now, imagine a second reservation your prospects are likely to have and
explain why it isn’t merited. Example: We also offer drop-in classes so you
can check out Dance Lab without making a long-term commitment. And if
you decide you do want to join, we offer several easily affordable monthly
packages.

8.

You’re ready to give your prospects a call-to-action. Tell them exactly what
they should do next. Don’t beat around the bush—be explicit. Example: To
find out just how fun exercise can be, go to dancelab.com now, where
you’ll find information about our classes, schedule, and rates. See you at
the studio!

9.
10.
11.
12.
13.
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Script 4 Questions:
“Why You Should Be Like Rob”
This is a story-driven script that can be used to sell products or services. It starts out with
a happy character, Rob, who experiences something that makes him unhappy—and in
need of your solution. Once he learns more about your solution, he gives it a try and is
thrilled with the results.

1.

In this script, you’ll be telling a story about a character named Rob. The
basic theme of the story is that Rob’s initially happy. Then, something
happens to cause him unhappiness. He finds out about your solution, gets
educated on why he needs it, and uses it. Happiness ensues. Begin the story
by explaining why Rob’s happy—at first. Example: Meet Rob. Rob owns his
own business. When he initially launched it, he was so proud of his first
sale. More sales followed and Rob was a happy guy.

2.

Describe what happened to Rob to make him sad/frustrated/bummed out
i.e. in need of your product or service. Example: He stayed that way for a
while, but over time, something changed. Although Rob was still making
sales, they remained flat. No matter what he did, it seemed like he
couldn’t grow his business as much as he wanted to. Rob was bummed
out because his competitors didn’t seem to be having the same problem.
In fact, they seemed to be getting the sales that Rob was missing out on.
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3.

In just a couple of words, explain what Rob was struggling to do. Example:
At first, Rob struggled to figure out how to improve sales … until he heard
about Optimal’s free digital marketing consultations.

4.

Describe what Rob heard about (i.e. your solution) that provided a light at
the end of the tunnel. Example: At first, Rob struggled to figure out how to
improve sales … until he heard about Optimal’s free digital marketing
consultations.

5.

Describe what Rob did to interact/engage with your company. Example: So,
he scheduled a consultation and it was there that he learned about
Optimal’s digital marketing solution.

6.

In one sentence, describe what your solution is. Example: So, he scheduled
a consultation and it was there that he learned about Optimal’s digital
marketing solution. It was a comprehensive 3-prong approach that
tackled search engine optimization, pay-per-click ads, and conversion
optimization for long-term, quantifiable growth.
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7.

Describe the first benefit of your solution. Example: With search engine
optimization or SEO, more potential customers would be able to find
Rob’s business in Google and Bing search results—bringing his website
way more traffic.

8.

Describe the second benefit of your solution. Example: Pay-per-click or
PPC ads would help him do the same thing--by targeting great prospects
with professional, high-quality ads so he could entice more leads to visit
his website.

9.

Describe the third benefit of your solution. Example: And the conversion
optimization experts would review Rob’s website analytics to determine
where sales were dropping off, so they could suggest site improvements.
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10.

Describe the fourth benefit of your solution. Example: Rob liked the
thought of all this, but what he enjoyed hearing even more was that
Optimal focused relentlessly on growth. After making the changes they
discussed, the Optimal team would monitor his website analytics and
continue to make strategic suggestions … helping his business
continuously improve and grow, month after month.

11.

Explain why Rob thought it was worth it to give your company a shot.
Example: Because Optimal had over a decade of experience in digital
marketing and plenty of enthusiastic customer reviews, Rob thought it
was worth a shot.

12.

Imagine it’s a year since Rob first tried your solution. Explain how he’s
doing. Example: Fast-forward to a year later… today Rob’s business is
doing just great. He no longer worries his competitors are getting
customers he missed out on. Instead, he’s pretty sure he’s grabbing their
customers.
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13.

Briefly describe three main benefits Rob experienced as a result of your
solution. Example: And with higher sales, more money in the bank, and
greater peace of mind, Rob’s feeling really happy again.

14.

Give a call-to-action by telling prospects exactly what they should do next
and why. Example: Visit Optimal’s website now at Optimal.com or call
453.231.3858 to set up your free digital marketing consultation and learn
how we can help your business achieve long-term, measurable growth.

15.
16.
17.

18.
19.
20.
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Script 5 Questions:
“Head to the Front of the Class”
This script is perfect for promoting a class you teach. In it, you’ll explain what the class is,
why you’re an authority on this subject, what prospects will learn from it, and why that
information’s so important to them. Then, you’ll close with a compelling call-to-action.

1.

In vivid detail, describe what the prospect’s life is currently like, because
they haven’t taken your course. Example: Every work day you wake up
early, grit your teeth, then head to a job you don’t like. Maybe it’s dull or
maybe your boss is a jerk or maybe you just don’t want to spend so much
time in an office. And the money? It’s OK, but you can’t imagine ever
making enough to retire by 40, put your kids through college, or move to a
nicer zip code.

2.

Introduce yourself to the prospect and explain to them why you’re a
credible authority on this subject. Example: Hi, I’m John James, and until I
created my online business, VitaLife, 15 years ago, my life was a lot like
yours. Today I work when I want, I live in the home of my dreams, and I
even own a nice yacht and a fancy sports car. Since that first business, I’ve
also gone on to create 12 more multi-million dollar businesses.

21.
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3.

Tell your prospect what you’ve discovered in the process of getting to
where you are now. Example: What I’ve discovered in the process is that
there’s a ton of easy money to be made on the Internet ... IF you know
what you’re doing.

4.

The name of your class. Example: That’s why I’ve created the Easy
Entrepreneur masterclass.

22.

5.

Give a broad overview of what you’ll be teaching in your course and why
this stuff is important for your prospect to learn. Example: In it, I teach
everything I’ve learned over the years about starting a hugely successful
online business ... so you can hit a home run right out of the gate, rather
than striking out like most wannabe entrepreneurs.

23.
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6.

Now describe something they’ll learn in your class and explain why that’s
important to them. Example: For instance, you’ll learn my top-secret
strategies for uncovering super-profitable online niches and popular
products to sell … even better, once you’ve come up with your business
idea, I’ll teach you a method for determining whether it’s a winner, before
you invest time and money into it.

7.

Describe something else you’re going to teach them how to do, again,
making sure you explain how that’s going to benefit them. Example: I’ll also
teach you how to create high-quality digital products cheaply and quickly,
so you can avoid all the usual hassles entrepreneurs face when they’re
sourcing products.

8.

Describe one foolproof method they’ll learn from your class and how that’ll
be to their benefit. Example: Plus, you’ll learn a foolproof method for
marketing your product online, so you’ll easily find plenty of qualified
buyers who want what you’re selling.
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9.

Provide a final broad overview of what your class covers and why they
should care. Example: That’s just a small fraction of what you’ll learn in my
course. It covers so much more--it’s 15+ years of real-world experience
boiled down into one super-comprehensive entrepreneur course that’ll
guide you step-by-step to the financial freedom you’re dreaming of.

10.

Create a call-to-action, telling the prospect exactly what they should do
next and why they should do it. Example: Don’t continue to suffer at a job
you don’t like for a paycheck that’s never going to make you rich. Head to
www.easyentrepreneur.com right now to learn how you can build a very
successful online business--without spending a lot of time or money.

11.

24.
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Script 6 Questions:
“Lemme Teach You Something”
This is a perfect script to use when you want to teach video viewers something. In it, you’ll
introduce yourself, teach five ways of doing something, and then direct them to visit your
website, YouTube channel, etc. where they can get more valuable information on this
subject.

1.

What’s your name? Example: Hi, I’m Phil Stevens, the founder of Copywriting
Lab, and in this video, I’m going to teach you five super-effective ways you
can create powerful headlines.

2.

What’s your job title? Example: Hi, I’m Phil Stevens, the founder of
Copywriting Lab, and in this video, I’m going to teach you five super-effective
ways you can create powerful headlines.

6.
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3.

In this video, you’re going to teach them how to do something, giving them
five methods or ways to accomplish that objective. Describe what it is that
you’re going to teach them. Example: Hi, I’m Phil Stevens, the founder of
Copywriting Lab, and in this video, I’m going to teach you five supereffective ways you can create powerful headlines.

7.

4.

Describe the first way they can accomplish their goal and give them an
example. Example: The first is by stating something startling. For example,
“How a Workaholic Finally Got Rich ... By Not Working At All.” As you can
see, this headline states something so unexpected that your prospects can’t
help but want to know more.

8.

5.

Briefly describe what you’re teaching them how to do. Example: The next
way you can craft a great headline is by challenging a limiting belief your
prospects have.

9.
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6.

Describe the second way they can accomplish their goal and give them an
example. Example: The next way you can craft a great headline is by
challenging a limiting belief your prospects have. Here’s an example:
“You’re Better-Looking Than You Think You Are.” This headline works for
two reasons. One, it focuses on prospects directly, rather than the product
being sold. And two, it makes prospects want to find out why they’re
better-looking than they think.

10.

7.

Describe the third way they can accomplish their goal and give them an
example. Example: A third way to craft a great headline is by contradicting
something your prospect thinks. For example, “Lose Weight the Lazy Way
... Blast Away Stubborn Fat Without Exercise.” Because people view time at
the gym as essential for weight loss, this headline naturally makes
prospects want to learn more.

8.

Describe the fourth way they can accomplish their goal and give them an
example. Example: The next way you can craft a great headline is by
speaking very directly to your prospect--”To The Man Who Has No Clue
What to Get His Girlfriend This Valentine’s Day.” Now, any man who can
relate to that headline is definitely going to keep reading.
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9.

Describe the fifth way they can accomplish their goal and give them an
example. Example: The final way you can craft a great headline is by starting
off with an interesting story. For example, “I Learned The Hard Way Why
You Never Want to Make This Facebook Mistake.” Who can read that
without wanting to know what the Facebook mistake was? Nobody and
that’s the point. That headline--like all the other ones--appeals to
prospects’ curiosity.

10.

Describe to the prospect what else they’ll learn if they visit your website.
Example: That brings me to the end of this lesson but if you want more free
copywriting tips, visit the Copywriting Lab website at
www.copywritinglab.com. There’ll you be able to access dozens of videos,
featuring our best copywriting tutorials.

11.

Give a call-to-action. Tell your prospect what they should do and why.
Example: That brings me to the end of this lesson but if you want more free
copywriting tips, visit the Copywriting Lab website at
www.copywritinglab.com. There’ll you be able to access dozens of videos,
featuring our best copywriting tutorials.

12.
13.
14.
15.
16.
17.
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Script 7 Questions:
“My Competitors Will Fail You Miserably”
This is a great script to use if you provide a service in a competitive industry. You’ll begin
by explaining to prospects what life will be like if they don’t retain you, before providing
three solid ways your competitors could fail them. Then, you’ll explain who you are,
provide four great reasons they should hire you, and close with a compelling call-toaction.

1.

In this script, you’re going to paint a vivid and depressing picture of what
your prospects’ lives could be like if they don’t retain your services. So, begin
by giving a broad overview of the pains they’re facing. Example: Selling your
home is incredibly stressful. For one thing, you have to organize your
house and clean it like crazy before you can even list it on the market. Then,
you have to keep it that way constantly, just in case a buyer wants to
suddenly stop by. So, you have to secure your pets, make sure all the kids’
toys are picked up, and leave your house at a moment’s notice...in the hopes
that this time, the right buyer will show up.

2.

Now, break it down for them. Tell your prospects exactly how that
experience will make them feel. Example: The entire experience can leave
you frustrated, anxious and worried, especially as the weeks become
months ... which is what happens when you pick the wrong realtor.
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3.

What is your profession? Example: The entire experience can leave you
frustrated, anxious and worried, especially as the weeks become months ...
which is what happens when you pick the wrong realtor.

4.

Give prospects the first reason using one of your competitors is a bad idea.
Example: The wrong realtor will act as a “yes man,” telling you whatever
you want to hear ... even if it won’t help you sell your house.

5.

Give prospects the second reason using one of your competitors is a bad
idea. Example: The wrong realtor will take amateur photographs and place
just a few ads, rather than professionally showcasing your home and
aggressively advertising it to potential buyers.
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6.

Give prospects the third reason using one of your competitors is a bad idea.
Example: And the wrong realtor sells homes as a side gig, meaning they’re
only available to you an hour or two a day--if you’re lucky.

7.

Write one sentence about who you are and what you do. Example: I’m Mark
Wheeler, a Phoenix-area realtor, and unlike a lot of realtors, this isn’t a side
gig for me.

8.

Describe the first reason prospects would want to work with you. Example: I
do this full-time so I’m always available for your questions and concerns.

9.

Describe the second reason prospects would want to work with you.
Example: And with over 30 years of experience in the industry, I
don’t just have the time for you, I also have the answers you need
to sell your home fast at a great price.
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10.

Describe the third reason prospects would want to work with you. Example:
Because I know the Phoenix market inside and out, I know exactly how to
make your home look super-appealing to potential buyers ... That’s why I
use professional photography, 360-degree home tours, open houses, and
premium listings.
A lot of realtors think that’s too much work ... but I do it because I know
how important it is to make your home stand out in the sea of hundreds of
Phoenix-area homes.

11.

Describe the fourth reason prospects would want to work with you.
Example: And while I’m easy to get along with, I won’t just tell you what you
want to hear. If I think staging your home differently or pricing it more
competitively will help you sell it faster, I’ll tell you because that’s what a
great realtor does.

12.

Give a call-to-action telling prospects exactly what they should do next and
why. Example: To schedule your free listing consultation, visit
www.markwheeler.com now or call me at 813.572.8473. I’ll help you get
the best possible deal for your home in the fastest amount of time...so you
don’t have to go through the stress of keeping your house immaculate for
months on end.

13.
14.
15.
16.
17.
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Formula 1:
“My Service Will Blow Your Freaking Mind”
[1] …
For one thing, you have to [2].
You also have to [3].
Plus, there’s the challenge of [4].
As a result, [5].
Fortunately, there’s a better way …
Introducing [6], [7] … so you can relax, knowing you’ve left your [8] to the experts.
With [6], [9].
[10].
[11].
But perhaps the best thing of all is that we [12].
To learn how [6] can [13], [14].
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Formula 2:
“You’ve Got a Bad Reputation … I Can Help”

A reputation can be a good thing…if you have one for being the life of the party.
It’s not so good when it’s for [1].
In fact, it can be [2].
That’s why if you [3], you’re going to want to
listen up.
While [1] may not seem like a big deal, [4].
While on its own this would be bad enough, the
news gets worse.
[5].
Fortunately, there’s a solution.
[6].
Don’t ignore your [1] any longer—[7].
Instead, [8].
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Formula 3:
“Let Me Rub Salt in Your Wound”
[1].
If this sounds all-too-familiar, you’re going to love [2].
[3].
[4].
But that’s not even the best part! [5].
[6].
[7].
[8].
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Formula 4:
“Why You Should Be Like Rob”
Meet Rob.
[1].
He stayed that way for a while, but over time, something changed.
[2].
At first, Rob struggled to figure out how to [3] … until he heard about [4].
So, he [5] and it was there that he learned about [4]. [6].
[7].
[8].
[9].
[10].
[11], Rob thought it was worth a shot.
Fast-forward to a year later … [12].
And with [13], Rob’s feeling really happy again.
Be like Rob.
[14].
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Formula 5:
“Head to the Front of the Class”
[1].
[2].
What I’ve discovered in the process is that [3].
That’s why I’ve created the [4]. In it, I teach [5].
For instance, you’ll learn [6].
I’ll also teach you how to [7].
Plus, you’ll learn a foolproof method for [8].
That’s just a small fraction of what you’ll learn in my
course. It covers so much more--[9].
[10].
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Formula 6:
“Lemme Teach You Something”
Hi, I’m [1], [2], and in this video, I’m going to teach you five [3].
The first is [4].
The next way you can [5] is [6].
A third way to [5] is [7].
The next way you can [5] is [8].
The final way you can [5] is [9].
That brings me to the end of this lesson but if you want more [10], [11].
Goodbye and thanks for watching!
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Formula 7:
“My Competitors Will Fail You Miserably”

[1].
The entire experience can leave you [2] ... which is what happens when you pick the wrong
[3].
[4].
[5].
And [6].
That’s why you need me. [7].
[8].
And [9].
[10].
And [11].
[12].
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Sample Script 1:
“My Service Will Blow Your Freaking Mind”
Managing your vacation property rental can be a huge headache…
For one thing, you have to manage your listing on multiple sites, so you don’t have huge
gaps of time where your property sits unoccupied …
You also have to find a way to get keys to your renters … and even once you do, you run
the risk of them losing or copying those keys.
Plus, there’s the challenge of cleaning your place and inspecting for damages, so you can
be reimbursed should something go wrong.
As a result, managing your vacation rental property is more time-consuming and a bigger
hassle than you bargained for.
Fortunately, there’s a better way …
Introducing Rental Relief, a one-stop property management company that handles
everything for you … so you can relax, knowing you’ve left your vacation rental to the
experts.
With Rental Relief, we’ll manage your listing on more than 50 well-known vacation rental
websites … so your property is continuously booked, and you have a steady stream of
extra income.
And we’ll install a digital entry keypad at your vacation rental, so you don’t have to worry
about lost or copied keys. This also makes entry easier for your renters, resulting in better
online reviews of your property.
Plus, because the entry PIN can be changed remotely from your PC or smartphone, you
can easily establish tight security from a distance.
And because we’ll inspect and clean your property between guests, you’ll never have to
worry about unreported damages or a renter showing up to a sea of dirty dishes.
But perhaps the best thing of all is that we offer a flat monthly rate. There are no hidden
fees or surprise charges. Instead, you pay the same amount every month, so you can easily
track your expenses.
To learn how Rental Relief can make renting your vacation home hassle-free, speak to one
of our representatives today by visiting rentalrelief.com or by calling 625.359.7854.
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Sample Script 2:
“You’ve Got a Bad Reputation … I Can Help”
A reputation can be a good thing…if you have one for being the life of the party.
It’s not so good when it’s for snoring.
In fact, it can be downright deadly.
That’s why if you snore, you’re going to want to listen up.
While snoring may not seem like a big deal, it’s a symptom of a disease called sleep
apnea…and crazily enough, sleep apnea is a very serious and potentially fatal disease.
People with sleep apnea stop and start breathing hundreds of times during the night …
because this depletes their brain of precious oxygen, they rarely feel like they got a good
night’s sleep and they often walk around in a mental fog.
While on its own this would be bad enough, the news gets worse.
Sleep apnea can also cause or worsen high blood pressure … heart disease … strokes …
diabetes … liver problems … dementia … cancer … and depression.
Fortunately, there’s a solution.
At Safer Sleep, we offer an extremely accurate home diagnostic tool for sleep apnea. This
small, painless device measures airflow, heart rate, and oxygen levels, so we can
determine whether you stop and start breathing while you’re asleep.
Simply wear the device overnight, return it to our office the next day, and our boardcertified sleep physicians will evaluate the results.
If you’re diagnosed with sleep apnea, they’ll recommend one of our comfortable
and effective treatment options, which are usually covered by insurance.
Don’t ignore your snoring any longer—it could be deadly.
Instead, schedule a sleep consultation with Safer Sleep today by visiting SaferSleep.com or
by calling 526.354.2536. In no time, we’ll help you get a good night’s rest.
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Sample Script 3:
“Let Me Rub Salt in Your Wound”
Exercising at the gym can be such a bore.
You’re usually climbing a staircase to nowhere …
Walking endlessly on a treadmill …
Or waiting for a machine.
And because you’re not having fun working out, it’s
hard to make yourself do it regularly.
So, you end up skipping the gym a lot, and your body
remains more or less the same.
In fact, the only thing that really changes is your bank account, as you waste money every
month, paying for a gym membership you don’t use.
If this sounds all-too-familiar, you’re going to love Dance Lab.
Dance Lab is a dance studio located at 5 and Main St. in downtown Columbus that makes
exercise fun.
th

Instead of doing the same-old boring treadmill routine at the gym, you can choose from
dozens of high-energy dance classes like hip-hop, cardio funk, Zumba, and jazz. And
because we change the choreography in our classes every couple weeks, you’ll never quit
coming because you got bored.
But that’s not even the best part! You’re also going to love what dancing does for your
body. Within just a few weeks, you’ll be sporting flatter abs, toned triceps, stronger quads,
and a higher backside…After all, there’s a reason dancers are known for their amazing
bodies…
If all this sounds pretty awesome but you’re worried because you’re “not a dancer,” Dance
Lab is for you too. We teach all-level dance classes in a very friendly and accepting
environment. Whether you’re taking your very first dance class or you’ve been dancing for
years, we’ll make you feel at home.
We also offer drop-in classes so you can check out Dance Lab without making a long-term
commitment. And if you decide you do want to join, we offer several easily affordable
monthly packages.
To find out how just how fun exercise can be, go to dancelab.com now, where you’ll find
information about our classes, schedule, and rates.
See you at the studio!
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Sample Script 4:
“Why You Should Be Like Rob”
Meet Rob.
Rob owns his own business.
When he initially launched it, he was so proud of his first
sale.
More sales followed and Rob was a happy guy.
He stayed that way for a while, but over time, something
changed.
Although Rob was still making sales, they remained flat.
No matter what he did, it seemed like he couldn’t grow his
business as much as he wanted to.
Rob was bummed out because his competitors didn’t seem
to be having the same problem.
In fact, they seemed to be getting the sales that Rob was
missing out on.
At first, Rob struggled to figure out how to improve sales …
until he heard about Optimal’s free digital marketing
consultations.

So, he scheduled a consultation and it was there that he learned about Optimal’s digital
marketing solution. It was a comprehensive 3-prong approach that tackled search engine
optimization, pay-per-click ads, and conversion optimization for long-term, quantifiable
growth.
With search engine optimization or SEO, more potential customers would be able to find
Rob’s business in Google and Bing search results—bringing his website way more traffic.
Pay-per-click or PPC ads would help him do the same thing--by targeting great prospects
with professional, high-quality ads so he could entice more leads to visit his website.
And the conversion optimization experts would review Rob’s website analytics to
determine where sales were dropping off, so they could suggest site improvements.
Rob liked the thought of all this, but what he enjoyed hearing even more was that Optimal
focused relentlessly on growth.
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After making the changes they discussed, the Optimal team would monitor his website
analytics and continue to make strategic suggestions … helping his business continuously
improve and grow, month after month.
Because Optimal had over a decade of experience in digital marketing and plenty of
enthusiastic customer reviews, Rob thought it was worth a shot.
Fast-forward to a year later … today Rob’s business is doing just great. He no longer
worries his competitors are getting customers he missed out on.
Instead, he’s pretty sure he’s grabbing their customers.
And with higher sales, more money in the bank, and greater peace of mind, Rob’s feeling
really happy again.
Be like Rob.
Visit Optimal’s website now at Optimal.com or call 453.231.3858 to set up your free
digital marketing consultation and learn how we can help your business achieve longterm, measurable growth.
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Sample Script 5:
“Head to the Front of the Class”
Every work day you wake up early, grit your teeth, then head to a job you don’t like.
Maybe it’s dull or maybe your boss is a jerk or maybe you just don’t want to spend so much
time in an office.
And the money? It’s OK, but you can’t imagine ever making enough to retire by 40, put
your kids through college, or move to a nicer zip code.
Hi, I’m John James, and until I created my online business, VitaLife, 15 years ago, my life
was a lot like yours. Today I work when I want, I live in the home of my dreams, and I even
own a nice yacht and a fancy sports car. Since that first business, I’ve also gone on to
create 12 more multi-million dollar businesses.
What I’ve discovered in the process is that there’s a ton of easy money to be made on the
Internet ... IF you know what you’re doing.
That’s why I’ve created the Easy Entrepreneur masterclass. In it, I teach everything I’ve
learned over the years about starting a hugely successful online business ... so you can hit
a home run right out of the gate, rather than striking out like most wannabe
entrepreneurs.
For instance, you’ll learn my top-secret strategies for uncovering super-profitable online
niches and popular products to sell … even better, once you’ve come up with your business
idea, I’ll teach you a method for determining whether it’s a winner, before you invest time
and money into it.
I’ll also teach you how to create high-quality digital products cheaply and quickly, so you
can avoid all the usual hassles entrepreneurs face when they’re sourcing products.
Plus, you’ll learn a foolproof method for marketing your product online, so you’ll easily
find plenty of qualified buyers who want what you’re selling.
That’s just a small fraction of what you’ll learn in my course. It covers so much more--it’s
15+ years of real-world experience boiled down into one super-comprehensive
entrepreneur course that’ll guide you step-by-step to the financial freedom you’re
dreaming of.
Don’t continue to suffer at a job you don’t like for a paycheck that’s never going to make
you rich. Head to www.easyentrepreneur.com right now to learn how you can build a very
successful online business--without spending a lot of time or money.
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Sample Script 6:
“Lemme Teach You Something”
Hi, I’m Phil Stevens, the founder of Copywriting Lab, and in this video, I’m going to teach
you five super-effective ways you can create powerful headlines.
The first is by stating something startling. For example, “How a Workaholic Finally Got
Rich ... By Not Working At All.” As you can see, this headline states something so
unexpected that your prospects can’t help but want to know more.
The next way you can craft a great headline is by challenging a limiting belief your
prospects have. Here’s an example: “You’re Better-Looking Than You Think You Are.” This
headline works for two reasons. One, it focuses on prospects directly, rather than the
product being sold. And two, it makes prospects want to find out why they’re betterlooking than they think.
A third way to create a good headline is by contradicting something your prospect thinks.
For example, “Lose Weight the Lazy Way ... Blast Away Stubborn Fat Without Exercise.”
Because people view time at the gym as essential for weight loss, this headline naturally
makes prospects want to learn more.
The next way you can craft a great headline is by speaking very directly to your prospect-”To The Man Who Has No Clue What to Get His Girlfriend This Valentine’s Day.” Now,
any man who can relate to that headline is definitely going to keep reading.
The final way you can write a great headline is by starting off with an interesting story. For
example, “I Learned The Hard Way Why You Never Want to Make This Facebook
Mistake.” Who can read that without wanting to know what the Facebook mistake was?
Nobody and that’s the point. That headline--like all the other ones--appeals to prospects’
curiosity.
That brings me to the end of this lesson but if you want more free copywriting tips, visit
the Copywriting Lab website at www.copywritinglab.com. There’ll you be able to access
dozens of videos, featuring our best copywriting tutorials. Goodbye and thanks for
watching!

45

Sample Script 7:
“My Competitors Will Fail You Miserably”
Selling your home is incredibly stressful.
For one thing, you have to organize your house and clean it like crazy before you can even
list it on the market.
Then, you have to keep it that way constantly, just in case a buyer wants to suddenly stop
by.
So, you have to secure your pets, make sure all the kids’ toys are picked up, and then leave
your house at a moment’s notice ... in the hopes that this time, the right buyer will show up.
The entire experience can leave you frustrated, anxious and worried, especially as the
weeks become months ... which is what happens when you pick the wrong realtor.
The wrong realtor will act as a “yes man,” telling you whatever you want to hear ... even if
it won’t help you sell your house.
The wrong realtor will take amateur photographs and place just a few ads, rather than
professionally showcasing your home and aggressively advertising it to potential buyers.
And the wrong realtor sells homes as a side gig, meaning they’re only available to you an
hour or two a day--if you’re lucky.
That’s why you need me. I’m Mark Wheeler, a Phoenix-area realtor, and unlike a lot of
realtors, this isn’t a side gig for me.
I do this full-time so I’m always available for your questions and concerns. And with over
30 years of experience in the industry, I don’t just have the time for you, I also have the
answers you need to sell your home fast at a great price.
Because I know the Phoenix market inside and out, I know exactly how to make your
home look super-appealing to potential buyers ... That’s why I use professional
photography, 360-degree home tours, open houses, and premium listings.
A lot of realtors think that’s too much work ... but I do it because I know how important it is
to make your home stand out in the sea of hundreds of Phoenix-area homes.
And while I’m easy to get along with, I won’t just tell you what you want to hear. If I think
staging your home differently or pricing it more competitively will help you sell it faster,
I’ll tell you because that’s what a great realtor does.
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To schedule your free listing consultation, visit www.markwheeler.com now or call me at
813.572.8473. I’ll help you get the best possible deal for your home in the fastest amount
of time ... so you don’t have to go through the stress of keeping your house immaculate for
months on end.
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