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Razzle Dazzle Overview/Introduction  

  

Killer Headline (centered) 

 

You need to grab your reader’s attention with a killer headline—something that 

immediately addresses the subject at hand and either adds knowledge or poses an 

interesting question. 

You also want to state up front the result they will get from reading your eBook. You 

want them to be excited about what they are about to discover and encourage them to 

keep reading. The purpose of this type of little book is to give them a taste of your 

expertise and give them a quick “win” or result, but mostly, it is to generate excitement 

about using your product or services.  

The Razzle Dazzle Overview should talk about the results they want to achieve and 

how you can help them get those results. It’s just a few paragraphs, an overview, not a 

nuts and bolts, detailed explanation of what they need to do. In fact, the promotional 

book talks about the What and the Why of a topic, but NOT the How. For example: 

How would you like to have over 1,000 people visiting your site today? 

What if even 1% of those people signed up to be on your email list? (That’s 10 a 

day!)  

What if I could show you how you can have all the leads you want and grow your 

email list by over 500 people a month… without 

• Spending a fortune on Facebook ads 

• Working 24/7 posting to free ad spaces 

• Creating more and more content—in fact, LESS is better!  

Are you ready for results?   

Keep reading, because we’re going to show you how our system gets unheard of 

results and give you 3 ways you can start implementing our system TODAY! 

Now move into an introduction.  
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Introduction 

 

Use a segue line to join the killer headline to the introduction. Then give your reader a 

brief overview of what you are going to discuss in the eBook. I almost always write the 

introduction last. I look at what I put in the eBook, then in my intro I tell the reader all the 

things I am going to go over with him in the book.  

That doesn’t mean I don’t start with some sort of outline—I do. But I tend to meander 

when I write, sometimes adding things that come up as I’m writing or taking something 

out when I realize it doesn’t quite fit or doesn’t take the reader in the direction I want 

them to go. You’ll find that many books should really be two (or more!) books. These 

little books are focused on just one topic and one goal: turning a prospect into a paying 

client. 
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About You/Bio 

 

In this section you tell people a little about yourself and your credentials - -why you are 

qualified to talk about this particular subject. If you look at a lot of sales pages, you will 

see that the theme of most of these bios is “I’m a regular person, just like you.” The idea 

is that if you can do it, so can they. But don’t forget that you are selling your expertise, 

so you also want to include all the hard work, seminars attended, hours of study, trial 

and error and money spent to learn your stuff.  

People like stories. They particularly like Rags to Riches or at least Failure to Success 

or Problem to Problem Solved. Most people root for the underdog because they identify 

with the underdog. While your success doesn’t guarantee their success, they feel more 

confident about achieving their goal because you have already done it. 

The Rags to Riches, “living in a van down by the river” story is, at this point, a little 

overdone. If you have an inspirational story, by all means use it. But don’t feel as if you 

have to make something up or exaggerate in order to resonate with your reader. The 

reader is much more interested in what you can do for them than the fact that you were 

down to your last $4.78.  

By the same token, don’t ever highlight a failure or flaw without telling how you 

overcame the failure, learned a lesson, or developed a solution. We all have flaws and 

failures; it’s what we take away from these things that make us worth listening to.  

Use the “How to Write Your Author Bio” provided with this course to help you write or 

tighten up your author bio. And don’t forget to include a nice headshot or a picture of 

you in action. People connect better when they see what you look like. It gives them a 

sense of who you are.  
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Set Out the Problem 

This is the section where we capitalize on people’s pain. Does that sound awful? 

There’s a reason why someone downloaded your eBook – they have a problem that 

they need help with. That’s pain. Maybe they fear future job layoffs. You validate that 

fear—yes, companies are going under or they are automating, they are cutting back and 

they are laying off workers now more than ever. Maybe they fear that being overweight 

will cause health problems. Numerous studies show that obesity leads to health 

problems. They are right to worry.  

Then make it worse. You make it worse by drawing out worse case scenarios for them. 

What are all the dire things that could happen? You want to think about different areas 

of pain and how they affect various people.  

 

Now Give Hope 

This is where you can give your reader a quick win. Help them analyze the problem and 

give them an exercise or something practical to do to help them overcome their 

problem.  

If you are selling a product/service to help people make money, talk about income 

streams and how much money they can make. If you’re selling a weight loss product or 

business coaching, or whatever you offer, help your reader visualize what their life will 

be like after they go through your program.  
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Why You? 

In this section you talk about what makes working with you different from working with 

anybody else. What is it you offer that can help them get a jump start? Without giving 

away any trade secrets, let people know why working with you can give them the results 

they want—whether you can get those results faster, more cheaply, more efficiently, or 

with more fun.  

One of the things I like to talk about is the power of Leverage. Leverage is the ability to 

gain a greater advantage or return by using a tool. In business, a tool can be money, 

financing, people, technology, time, status or credibility. In today’s world, we can 

leverage technology to increase our ability to coach more people, such as reaching 

more geographic areas via the internet and services like Skype or Zoom. (I prefer 

Zoom.) For example, self-publishing is easier and cheaper than ever. Publishing a book 

that sets out your philosophies and experience allows you to establish authority and 

credibility. Leveraging the power of Amazon and the technology of eBooks can put your 

face in front of literally millions of potential clients.  

How can your reader leverage YOU to reach their goal quickly and easily? What else 

can they leverage to help them achieve their goal(s)?  

Your theme in this section is to work smarter, not harder. Leverage is a business term 

that gives you credibility. By discussing various ways to leverage people, money, time, 

etc. you are showing your reader that you are savvy and that you have practical 

information to impart. 

 

Speed of Implementation 

This section is where I talk about how important it is to take action quickly. Why? 

Because when people hold off on making a decision, their initial enthusiasm fades away 

and your product or service is forgotten within a matter of hours. You are subliminally 

reinforcing the idea that they should buy your product or service now. When I talk about 

how important it is for people to implement their plans quickly and the advantages of 

doing so, even though I am talking about something completely different, the idea that 

speed of implementation is a positive thing is implanted in their minds. They transfer the 

idea of speed of implementation in business to taking action by buying my product or 

service.  

Here are some of the expressions that I use in this section: 
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“You don’t need the nuts and bolts here, I just want you to understand the 

concept and why it works so well.”  

This gets people past the idea that they have to know exactly how they are going to 

implement something. They need to get started; the details can be worked out later.  

“If you don’t implement now, you never will – life gets in the way” 

Most people can identify with life getting in the way. We all have had dreams that were 

shunted to one side. This capitalizes on the fear of loss – you will lose your chance to 

do this and it creates urgency.  

“Money follows the bold”; “Fortune smiles upon the bold.” 

People have heard these expressions before. They are platitudes and are taken as 

truth. While the idea of making money is great, these also have the added component of 

the highly-charged word “bold”. Bold conjures up daring adventurers, swashbuckling 

heroes, people who lead larger lives than average. Most of us secretly nurture a heroic 

image of ourselves. We want to be James Bond or Mata Hari; Angelina Jolie as Lara 

Croft or Clint Eastwood as, well… Clint Eastwood. The reason why the book The Secret 

Life of Walter Mitty was so popular was because so many of us, I venture to say all of 

us, lead secret lives in our imaginations. You are offering people a chance to lead that 

secret life. 

 

Timing  

This is the “Greenlight” section of the eBook. It stresses that there is a window of 

opportunity that is closing and that there will never be a better time than now to take 

action. I am giving the reader the go-ahead to take action.  

In this section I talk about how the market is right to take action and why. I talk about 

how people are ready for whatever it is I am promoting and why. I am making a case for 

why they should take action NOW. “There’s never been a better time than now.” This 

only works if you present true and valid reasons why this is the right time, whether it is 

due to external factors like the economy or internal factors, like they are forty pounds 

overweight with a heart condition and it’s time to get healthy.  
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Testimonials  

Sprinkle testimonials throughout your eBook. 

Testimonials give you third party credibility and provide social proof of your knowledge 

and ability. If you don’t have any testimonials because this is a new product or service, 

have friends try it out and review it. If there is anyone you have helped using some of 

the techniques you talk about, ask them to give you a testimonial. Some people won’t 

know what to say. Offer to help them with the testimonial, bringing out the points they 

mention.  

NEVER MAKE UP A TESTIMONIAL. 

I have had people say, “Could you write up a testimonial and I’ll sign it?” I will do that for 

people but the testimonial is always subject to their approval. I ask them if there is 

anything they want changed or don’t feel comfortable with. Most people will write their 

own, especially if you tell them you just want three or four sentences. Some people will 

send three or four paragraphs. It’s all good. 

I like to set the testimonial off in shaded boxes and use them to break up sections in the 

book. Also, if I have a specific testimonial that confirms what I have just discussed in the 

book, I will put the testimonial at the end of that section.  

 

Call to Action 

You must ask people to take a specific action—after all, that was the entire point of 

writing your eBook! If you are a coach or trainer, you can give an action plan and then 

offer your services to help people implement the plan. If you’re a financial planner, the 

call to action might be to set up an appointment. The point is that your reader has hung 

in all the way through the book—they’re waiting for you to tell them what to do next. So 

make sure that next step brings them closer to doing business with you! 

 

It’s Time to Get Started!/Conclusion 

Thank your readers for their attention. Let them know that if they’ve read this far, they 
obviously want to move forward. So tell them it’s time to get started and you are here to 
help them.   
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That’s it! A simple way to write a 

Target Market Analyzer and answer the questions. 

people to know about you, how you work, and how you can help them. 

promotional template, and fill in a few paragraphs under each 

pictures, charts, graphs, testimonials

My goal is that you use this guide and the 

start yourself down the path of using little books as lead generators. 

on the following page to help you stay on track while you
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s it! A simple way to write a little book to promote your business. Print out the 

Target Market Analyzer and answer the questions. Give some thought to what you want 

people to know about you, how you work, and how you can help them. Open up the 

promotional template, and fill in a few paragraphs under each heading. You can add 

pictures, charts, graphs, testimonials—personalize it to your heart’s content. 

guide and the accompanying templates and worksheets to

start yourself down the path of using little books as lead generators. There

on the following page to help you stay on track while you write your promotional eBook. 

The beauty of “little books” is that you don’

lot of pressure on yourself to write the be-all, end

books. At some point, you may want to write a signature 

or authority book, or do an educational course for your 

people. But for now, relax and enjoy the process of 

turning out a quick, little book that will help you help 

others. And then write another. And another. Go crazy. 

And remember, It doesn’t have to be perfect.

has to be done. 

To your success, 

BarbaraBarbaraBarbaraBarbara    
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Checklist or Action Plan 

to Write Your Promotional eBook 

 

1.    Using the Target Market Analyzer, examine your client base. 

a. How did they hear about you? (Referral, seminar, webinar, direct mail, etc. 

Their answers will tell you what marketing strategy works for you) 

b. What attracted them to you? 

c. What results are they looking for? 

d. What are they looking for in terms of support? 

 

2.    What is the number one problem you solve for your clients? What are the top 

three problems? 

3.    What quick win can you give them to solve one of their top three problems?  

4.    Gather and review all your current marketing and teaching materials, written or 

recorded. See if you have anything you have written previously that you can 

repurpose as part of your little book.  

a. Assemble material into a logical order using topics outlined in this guide 

b. Ask yourself if this material meets the needs of your clients 

c. Does this material provide what your clients want? 

d. What is missing? What needs to be fleshed out? What can you add? 

 

5.    Once you have all your information assembled, add it to the template provided in 

this course. You can add pictures, change fonts and colors, and customize to your 

heart’s content, or keep it simple.  

6.    Proof and edit your content. If you can hire an editor, do it. If not, ask a well-read 

friend to take a look at it give you feedback. Tell them your feelings won’t be hurt 

if they point out typos. ☺  

7.    Save as a pdf document to upload to your website or… 

8.    If you are publishing to Amazon Kindle or doing a hard copy book, use the 

templates provided by Kindle or your Print on Demand publisher (for example, 

CreateSpace or Lulu). You can also hire a layout designer for custom layout or 

use a premium template.  


