
I'm Janice Hostager. After three decades in themarketing business andmany years of
being an entrepreneur, I've learned a thing or two aboutmarketing. Joinme aswe talk
aboutmarketing, small business and life in between.Welcome tomyWeeklyMarketing.

Janice Hostager: 0:32
If you have an online business, you probably are familiar with the importance of a really
good sales page. It might be for an online course, a coaching program or any big ticket
item that you sell on awebsite. You likely also know that it takes a great deal of focus
and planning to create a sales page that's effective. It needs to be aimed precisely at the
transformation your ideal customer is looking for. If you've ever put one together, you
know that's not an easy order.

Janice Hostager: 0:56
I have to confess that I'm a bit of a sales page geek. I love creating them because they
unite research, psychology, writing and design all together in away that should optimize
the page and sell your product. That's why I wanted to talk to Linda Cathcart. Linda is a
sales page copywriter and in this episode she's going to share her process for how she
writes fantastic sales pages for clients, and she'll answer a lot of questions about what
makes them powerful. So here's my conversationwith Linda.

Janice Hostager: 1:30
Well, hey, linda, welcome to the podcast. So you are a sales page copywriter. Yes, what is
specifically?What is a sales page copywriter and how did you get to this point?

Linda Cathcart: 1:43
I have an undergraduate degree frommany years ago in English Lit and it was something
I could do. I could write, andwhen I went back towork after my children had grown I
ended up in copywriting. I like sales pages themost because it sort of had a. It was very
defined. You know you had one point throughout thewhole to hit this one point and
then it was looking at. It's like what is it? There's a poem like 20ways of looking at a
blackbird or something. It's sort of the same idea, where you have to look at things in all
these different views to then come back to explain why a particular product or service is
useful to someone.

Janice Hostager: 2:32
That is really true. I mean you have to look at the psychology behind it, you have to look
at it visually, you have to look at it from different buyer types, you know, from people



that aremaybe looking for value versus looking for something that's done quickly. I
mean, you're absolutely right, there's somuch complexity. Sowhatmakes them? Is that
really whatmakes them so challenging to put together for people?

Linda Cathcart: 3:01
I like that. Like I said, I like that it has constraints because somehowwhen I workwithin
those constraints, mywriting is somuch better than if I had all the options available to
me. I think I started out doingwebsites and it was just, you know, toomuch going on at
the same time and getting to very specific constraints that I needed to staywithin to get
a point across in themost elegant and simple and accessible way. That was kind of
exciting. I have to get off on takingwords out. I like to edit, so if I can get something
down to its essential pieces, I feel very good.

Janice Hostager: 3:50
Oh, I love that. Yeah, when I used to have a design agency, if I would do like any kind of
design I knowwhat youmean Like themore constraints that I had on it, like it could only
be, you know, three colors or two colors or whatever, and it had to be like this and this
and this. It was somuchmore of a challenge than if you have all the options in theworld
available to you and then it becomes just overwhelming.

Janice Hostager: 4:15
So but, I love the fact that you edit, because I used to have this phrase. I was such a nerdy
teenager onmy bulletin boardwhen I was in high school and it was like I think it was
“Words are like sunbeams themore they're condensed, the deeper they burn.” That's
good. Yeah, I didn't come upwith it, but it was like, oh, I love that, that was so good. I
didn't come upwith it, but it was like oh, I love that, that was so good. But yeah, I mean, I
think it's really easy to bewordy. And then do you recommend going back? How do you
do thewriting process? Do you lay everything out and do amessy first draft, or do you
work?

Linda Cathcart: 5:01
paragraph by paragraph. I am a believer. They call it the shitty first draft. I think that
Anne Lamott has awonderful book about writing and she goes write it, write the really
bad one, and you get that out of your system. You get the stuff down on paper. Then you
aren't sort of clinging to things all the time, hoping oh I got to remember this then and
this there.

But I do have a process that I follow. That is, it's like scaffolding basically, and I follow the
process, so it helpsmemake sure that I don't leave any parts out. And then, as I go



through the process, I start putting pieces together and figuring out what fits together,
what doesn't fit together, not saying the same thing twice. I don't like to read long things
and I don't like towrite just to bewriting. I think that turns people off. I've read sales
pages that have gone on forever and they just say the same thing over and over, like
they're fulfilling the quota of X number of words. You know, if it's not getting you
anywhere, you don't need it. You should take it out.

Janice Hostager: 6:21
Yeah, yeah, and that is true. I mean, I think sales pages, ourmodern day sales pages,
came as an extension of the old sales letter backwhen advertising sent out letters to
people in themail. And theywere very light. I do remember some of thosewhen I was a
kid, just looking at these love letters thinkingwho reads all of these. And I know that
there are some people out therewho actually do. But youwrite online.We just don't
read online.We skim, for sure.

Linda Cathcart: 6:54
There's somuch information. I mean, I still get excited about the fact that if there's a
word I don't know, I can click on it and I don't have to look it up thewhole thing. I really
think that's totally amazing forme. But there is. There's just somuch information that
you have to pick and choosewhat you let through your filter. And if someone's kind
enough to let my information through their filter, then I want to be respectful of their
time, especially if it's somebodywho's running a fairly large organization. They don't
have time to fool around. You know, get to the point, sort of thing.

Janice Hostager: 7:36
I love that. So can you break down the anatomy of an effective sales page. Sowhat do
you have like a process or a system that you use?

Linda Cathcart: 7:46
Yeah, I do, I have. I was so lucky to take a course through awoman. Her name is Danny
Page and shewrites a sales page prep course and she's just an incredibly bright, very
perfectionist kind of person, which probably isn't great for her, but for students taking it
it's amazing. She actually broke down things into how you get the information, which
really the first part, and sometimes the longest part, of writing a sales page is doing the
research beforehand, and that truly, I think is almost themost important thing. I'm a big
believer in hearing thewords that someone chooses to use to describe either their
experience as someonewho's already bought it or someone interested in buying
something, or even the personwho's the owner, how they talk about what they're
offering, and thewordsmean an awful lot because youwant to.



Linda Cathcart: 9:01
It's almost like using a different language. You need to come in and speak the language
of other people whowant to buy the same thing, and those are the people youwant to
talk to. You don't want toworry, you don't want to push something on someonewho
doesn't need it. So, using the right language and reaching the right descriptions, it's just
so important, and that's really my first part of thewhole process. And then it's gathering
the information, doing the interviews. I do phone interviews and I do competitor
interviews. I probably notmuch different thanwhat you do. You know. You take a look
at what's the lay of the land and then you get an idea of where they fit into the lay of the
land andwhatmakes their clients or customers choose them. And that is always best
coming from someonewho already chose them.

Janice Hostager: 10:10
Right, yes, now you said interviews. Do you actually call up customers and just have a
conversationwith them?

Linda Cathcart: 10:17
I do, but I never do that without talking to them. It's not done blind. It has to be someone
that the person I'mworking for, the client I'mworking for, sees as someonewhowould
be good forme to talk to. And I've been floored by some of the great stuff that comes
out of it. I mean, just over the conversation. I take really good notes, I do a recording of it
and then I start charting it and sometimes there's some stickywords here and there
where you'll hear over and over and over again and you know that this is sort of a
common theme throughout, and then you start being able to build a picture of what is
different and special about the service or product you're offering. So, yeah, I do
interviews.

Janice Hostager: 11:12
Yeah, yeah, yeah. I love that Because you're absolutely right.When you use the same
terminology that your ideal customer uses, they're going to know that it's right for them.
So they're going to say, wow, this really clicks withme. I thinkwe've all read things
where it just isn't sinking in. It's just like, yeah, this sounds like I could be interested in it,
but nothing's connecting forme. So you just end up leaving and a confusedmind doesn't
buy. I think that's such an important point.

Linda Cathcart: 11:46
Youwant to get that. Yeah, yeah, I feel that way. That's exactly what's happening tome.
Or I have a friendwhowas just saying that the other day, and that comeswith bringing



the personality in and thewords, and I just think it makes it more interesting, too If
you're reading something and you see someone say exactly something that you've said
or thought about before. Or they reference something, a movie that you care about
you're going to keep reading.

Janice Hostager: 12:16
Yeah, so what would you have to say to somebodywhomaybe has a new product or
service that they're offering that they don't have existing customers? Are there places
that you go that you recommend? Do you read Facebook posts or some comments, or do
you always just go right to that in-person interview?

Linda Cathcart: 12:41
Oh no, I think actually exactly what you said. There's great resources out there that
require a little legwork to get to, but there's wonder, facebook has turned into like
groups of people who have common interests, and there's somany different groups out
there that you could get involved in and listen towhat other people are saying. You're
not going in and selling anything. You just would like to hear how they feel about
something andmake yours better, or give them something, a price point that works for
them or an offer that works for them. So I do Facebook.

Linda Cathcart: 13:24
Reddit is another place. It's a very strange place, really weird.My son has helpedme not
be afraid of Reddit, but sometimes I get in there. I'm like whoa. But then there's other
times. I've learned how to fixmy car's air conditioner on Reddit. So I mean, I have
nothing bad to say. And then, even if you go into YouTube like the courses you're talking
about putting on YouTube you can find a lot of good information there and even the
responses towhat other people have said. And then I havemy SEO locations that I look
at just to get an idea of the questions people are asking related to the subject.

Janice Hostager: 14:19
There's answer answer the public, or something like that. Yeah, okay, the questions.
Yeah.

Linda Cathcart: 14:25
I haven't bit the bullet yet forme to carrymy own you know SEO program like SEMrush
or something like that, but down the road, that's sort of that's onmy list of things to do,
but I do think that's an interesting way of getting an idea of what people are looking at
where they're going, what wordsmean something to them andmaking sure that the
people that are attracted, that are using thosewords, are the people that are going to fit



a particular offer. It's sort of re-engineering it, because if you use thewrongword, you're
going to send awhole bunch of people to a place they don't want to be and then you ruin
that relationship before it's even started, you know.

Janice Hostager: 15:15
Oh yeah, it really really boils down to really knowing that ideal customer before you do
anything else, and that's true in any part of marketing knowing that ideal customer and
then you know how to communicate with them. And yeah, I love that idea. I love Reddit.
I think it's kind of undervalued. I mean, I think initially it was sort of like this fringe kind
of placewhere you know people would just say I don't talk. But the fact that they are so
real on there and I think just having usernames instead of their actual names I think
helps with that and then they're not afraid to say anything or to voice an opinion about
anythingmakes it where you really are getting a real feel for how people think andwhat
they feel about something. For sure.

Linda Cathcart: 16:04
Yeah, I agreewith that absolutely.

Janice Hostager: 16:10
And also Amazon, sometimes looking at reviews, oftentimes going on social media, I
think the comments are somuchmore entertaining than the posts sometimes.

Linda Cathcart: 16:20
You know, I've noticed that too, and that's always been, evenwhen I startedmy
business, one of the things that hementions, like you know, take a look at the comments.
Those are themost, sometimes themost important things, because you've got one
person on one side. Then you have the responses of people saying yes, this is good, or no,
this isn't, or I don't understandwhat you're talking about. And that's themeat, that's the
good stuff.

Janice Hostager: 16:46
Yeah, yeah, as long as it doesn't get ugly, which these days it often times is.

Linda Cathcart: 16:50
It's a tough year.

Janice Hostager: 16:53
Yes.



Linda Cathcart: 16:54
It's been a lot of ugly years but you know, I think I've been very lucky. I really have had
the best experience. I'm older thanmost of thewomen that I've taken the courses with
and I found thesewomen that are younger than I am to be so bright and so, just
re-evaluating how everything is set up, the fact that women have created this online
world wherewe run it it's not you have towait 10 years before you can even start
writing any kind of copy. You can do it. You know, these are rules we didn't make, so let's
make our own place, and I love it.

Janice Hostager: 17:45
Yeah, yeah. So talk tome a little bit about storytelling. Does it have a place in sales pages
and if so, how can it be incorporated?

Linda Cathcart: 17:59
It does. I think its initially I want to understand how the offer, the company, the owner,
how this all ended up coming together. And in listening to someone's story you usually
hear their passion, andwhen they dig into that passion, that's the best. I get excited.
That's actually the joy forme, Becausewhen I hear someone getting really passionate
about thework they do, the difference they're seeing, how they're growing, who they're
nurturing, any charities they're workingwith, I just think it's fantastic. So that's kind of
the initial bit, but I find that when I domy interviews that's where the stories come out
with their clients, their customers, because I have a very specific list of questions that I
kind of use as conversation starters, specific things I need to get answers to. But then I
let them go and that's what I like.

Linda Cathcart: 19:12
I really like the story brand idea and I try towork some of that in there as well, Because,
you know, I read someplace recently that there really aren't all these tales of our lives
and our daily existence, our businesses. These are all things that we create in our brains
so that we can remember things or that we don't have to recognize a chair Every time
wewalk up to a chair.We'll knowwhat it is, but that's the stuff that makes us human.
Having the story, it's like provenance. I don't know if you've ever watched Antiques
Roadshow.

Janice Hostager: 19:57
Yes.

Linda Cathcart: 19:59



But the value of one of the antiques is that it has what they call provenance and it's got a
history, something attached to it. So if there's a letter attached to a book signed by
Abraham Lincoln, well that's a big deal. If it's just a book signed by Abraham Lincoln, it's
not asmuch of a big deal. And I think that givesmeaning to our lives. It givesmeaning to
the people who are sharing their personal experiences and you honor that. That. That's
something that was important enough that they took it into their lives and they
remembered it and theywere nice enough to sharewithme and I try to honor that.
Yeah. Yeah, I think there's stories. I think stories are kind of the keyway of doing it. And
evenwhen you're not talking about stories, you're talking about stories, because if I'm
saying, if you're this person and this is what youwant to do, then this is what this offer
can do for you, and that's a story. I mean, it is a story.

Janice Hostager: 21:13
So, after you've done some interviews and you really identifiedwho your ideal customer
is and youmaybe gather some stories umwhat next?What do you suggest people do?
Do they start out with a framework or what do they go from there?

Linda Cathcart: 21:32
It is. That's the research portion of it, and then it is filling in the blanks. There's certain
bits of information I have to gather. Make sure I have every bit of it before I can actually
sit down andwrite. Somy goal is to get information about the particular offer.What's
the one-line tagline that they're using now? Looking at what they have nowAlso.

Janice Hostager: 22:08
Maybe the value proposition.

Linda Cathcart: 22:10
Yeah, the value proposition I was just thinking about, the one I wasworking on right
now. The transformation right now forme is one of themost. Once I get the
transformation down. The idea of this is for this particular personwho starts here and
theywant to end up there, and if I understand that thoroughly, then that's where I start
being able to put things together. So let's say I've gathered all the information, I've
gotten it from the client, I've gotten interviews, I've collected editors' information, I've
looked at their current Facebook, their social media footprint, anything they've got, and
then I sit down and I start organizing things and I actually start with the second half of
the sales page first.

Linda Cathcart: 23:10



I don't know if youwere like this at school, but sometimeswhen therewas such a big
paper to do that I felt overwhelmed. I didn't even knowwhere to start and just knowing
that if I could putmy name and the date in the right-hand corner, at least I got that.
That's one thing down and that's why I start about halfway through filling in just the real
nuts and bolts of the offer, versus the touchy-feely parts that are usually towards the
top of a sales page. So I'd start at the second half and get all that stuff down, make sure I
understand exactly what the offer is, and then go back up to the beginning and start
there again, and that seems towork really well for me.

Janice Hostager: 24:06
I know there's a lot of writers that write the opening paragraph very last. Is that what
you do too? or the headlines.

Linda Cathcart: 24:13
yeah, yeah it doesn't mean that I'm done either. It's sort of right, yeah, it it's. It's a
process that I hope I get better at every time I do it. Sometimes things come easy and
sometimes they don't. You, you have to keep pushing.

Janice Hostager: 24:35
I love that you brought up the transformation. I have a business coach that always says
nobodywants your online course and at first you're like, okay, and he said you know,
what do theywant? Is the transformation your online course is going to bring them? Yes,
and that is true about absolutely anythingwe sell. They have to be able to visualize how
their life is going to look and how it's going to be different once they have the thing that
you're selling, be it a course, be it coaching, photography, whatever it is, photography
whatever it is.

Janice Hostager: 25:11
Do you feel like that needs to be really front and center?

Linda Cathcart: 25:18
Where do you add that on the page? That's the first part, that's part of the last part. It's
at the top of the page and the last portion that I do, the top two, and, like I think I'd
mentioned, the transformation is very important and that is one of themost important
things before I even start writing. I do get that down before I start writing anything else.
Um, when I'm still doing the collecting of the information, how I do it is it's section and
section and section, and then I fill in the information along theway. And tomakemy life
easier, as I'm filling the information in, I'm trying towrite it well.Now, I could just throw



things in there and then go back through later and try to fix it, but I think it's better to do
it well the first time through and then you'll end upwith a cleaner piece at the end.

Janice Hostager: 26:21
Love that. Do you ever split test pages?

Linda Cathcart: 26:26
No, you know I haven't done that. I haven't had a client request it yet, but I'd like that's
onmy list.

Janice Hostager: 26:34
Yeah, I've often thought about that, because if there's some subtle differences between
a couple of markets I don't think I've ever actually tried it, but not for an entire landing
or sales page. Rather, I have done it on landing pages for free downloads. I've done that,
but I'm just curious what your experience has been, because it could just be a subtle
difference like different images or different headlines.

Linda Cathcart: 27:00
I've seen it done on social media and I've done that formyself on social media where I'll
put out a post and there'll be some subtle differences between the two and you know
the A and B test. But I haven't taken as far as writing a sales page, whichwould be
interesting. It's just somuchwork towrite a sales page, but to be able to, you know, it's
almost like what would I? If I think it's the best it can be, what would I change? I'd really
have to think about that, you know.

Janice Hostager: 27:34
Yeah, and it would just be. And of course, anytime you test something, youwant to keep
it to one element at a time so that you don't get really confused, you know. So it would
just bemaybe a headline or an image. I guess that's the.What I've donewith landing
pages is just test the headline or the image.

Linda Cathcart: 27:53
Have you seen a change between the images? Has thatmade a difference?

Janice Hostager: 27:58
Yes, I have. It's amazing tome because you think I got this. I know exactly what they're
looking for. But yeah, and definitely it adds to it, it is quite incredible how a small change
can have a big impact. However, if you're a small business owner and you're just starting
out, unless there's like a thousand people or so that you're looking at, it's easy to get off



kilter too, because you don't want three people to like one better than the other and you
make your judgment based on a very small number of respondents. But I was curious
whether or not you've done it and if you had some success with it.

Linda Cathcart: 28:44
That's fallen into a portion of some of thework I've done in the past with quizzes where
you get profiles of people, but I haven't ever done it from the point of view of actually
then going towrite something specifically for each profile, but that would be really
interesting.

Janice Hostager: 29:03
Another way I've done it with landing pages is to create something for a specific person,
let's say person, but career. Like I'll have one that's maybe for photographers and one
thatmight be for art directors, and it would be the same, really the same download, but
since I'mmarketing it differently and the SEOwould be different for each page, you're
pulling in a different audience. So that's not really split testing, that's just multiple
versions of a page. But yeah, I'm just curious.

Linda Cathcart: 29:36
I think that's really smart, because you can end up dirtying thewater if you try to be
everything to everyone at the same time. It's hard forme to get that throughmy head as
someone sellingmy services. It still is hard. It shouldn't be, but it is to just accept that.
Not everybody's going to buyme their cup of tea, nor are they going to be interested in
what I'm offering and to try it with folks.

Janice Hostager: 30:10
But you know, yeah, focusing on the one that really is enthusiastic and is going to tell
other people about you and all of that, it is hard. It's like when someone unsubscribes to
your email list and you're like, wait, but then you have to tell yourself, well, that's okay,
that's good, they're notmy person, those aren't my people.

Linda Cathcart: 30:31
It's humbling. So, yeah, it's humbling, it is a thing. I went into this thinking that I knew so
much goodness, I've read somuch all my life, I should be able to do this and it was
humbling to realize that what I thought I knew I really didn't know. You really do have to
do the testing, you do have to do the universe, you have to do the research, just because
you think it's true doesn't mean everyone else does.

Janice Hostager: 31:00



Right, yeah, definitely. Sowhatmistakes do you see? Some commonmistakes that you
seewhen you visit other people's sales pages.

Linda Cathcart: 31:09
I think the first one is what I'd mentioned a bit before about feeling like you have to
write to reach some sort of quotawhere you're really not surewhat the goal of a
particular section is or who you're talking to, so you're just sort of copyingwhat you've
seen someone else dowithout understanding the structure beneath it. I think that's the
biggest thing I've seen. And the thing that drivesme absolutely bonkers is I like, when I
write, for there to be parallels, so if I say running, walking, swimming, I'm not going to
say run, walk, swim. You know, like because I'm inmy undergrads in English, I believe in
the beauty of prose and prose can be copied.

Linda Cathcart: 32:15
Somethingwrittenwell is somethingwrittenwell, and sometimes that's the only place
that people get access to writing. You know that theymight not read a book, you know I
don't know howmany people read newspapers anymore, but well-written is
well-written and I believe things should sound good and look good and be attractive.
Andwhen I see something that's all jumbled or it looks like the personwriting it didn't
really understand the thing theywerewriting about. If you can't understand it, then it's
your responsibility to understand it. I mean, if that means you have to go and create a
map of what's going on. Then you create amap, you have to be able to explain it
backwards and forwards to someone else that you haven't met and you need to be at
ground zero on it.

Linda Cathcart: 33:26
And that's another thing thatmakesme sad, because I can see the goal is to sound
impressive and use big words, and sometimes that's well. Look at themost popular or
themost successful advertising programs and they don't use gigantic words. I mean, it's
as simple as you can get it. Even the font, which I still have trouble with too, letting go of
something that looks attractive as a font. But you look at Apple's font it's nothing. It's
like popping or something. It's nothing. So it's all about communicating.

Janice Hostager: 34:10
Right, that is absolutely true. So talk tome about SEO. Do you start out with, I would
imagine you do the SEO research, or do you have somebody that does that for you, and
then do youworkwith that initially, or do you kind of retrofit your copy after the fact to
put in the right keywords and all of that?



Linda Cathcart: 34:37
I'd like to knowwhen I'm starting. Usually I pick it out when I look at what the
competitors are doing and thewords that are showing up there, and I will see it when I
domy interviews. That's the stickywords, the charting of all of the phrases, the quotes.
I'll pick up things there and I'll, you know,maybe do a little bit of research to see if this is
commonly used or if I’m on the right track. And then at the end, it usually takes care of
itself. Quite honest. If I write for the people that want the product. If I've donemy
researchwell, I've interviewed clients that are satisfied, are clients that aren't satisfied
and gotten an idea of you knowwhat they're looking for, what worked, what didn't
work, how thewords they used then I should be able at the end, to go in and take a look
and say, oh, you know, okay, this is working, or I need tomaybemove some things
around, make sure I have the right keywords or key phrases in the right locations. But
that's it. Most of the time it takes care of itself. To be quite honest, if I'm lucky, it takes
care of itself.

Janice Hostager: 36:04
Because thewords that people are Googling are thewords that probably your ideal
customer is using anyway, so it's already being integrated. Oh, that's super interesting.
Do you have some tools that you recommend for people who aremaybe just writing
their first sales page and can't afford a copywriter, or just kind of going out there. Do you
have some paper books you've read or anything like that, or do you have some tools
available on your ownwebsite?

Linda Cathcart: 36:32
Well, what I am offering on a regular basis. I have a Facebook group for womenwho are
encore entrepreneurs getting back to having their business or really taking off on their
own business after being able to reclaim their lives. I offer a course. It's actually just a
three-day challenge on a sales page. Not a sales page, a landing page and I think that's
the best place to start Taking on a sales pagewith no experience short of buying
someone's templates. I think understandingwhat a landing page is can be just as
valuable, and probablymore valuable, than trying to copy somebody else's work. It
takes a lot of effort. Sowhat I do is I have a three-day challenge. I ask the students to
come in and bring something that's not working for them or if they don't understand
anything about sales pages, we start from there andwe start talking about it, and the
goal is, by the timewe get through three days, they have a landing page that's successful
for them, something that is ready to go or near ready to go, and they're feeling pretty
good about it. And once you get that under your belt, then you can start maybe shooting
for a sales page is what I'd recommend.



Janice Hostager: 38:19
Yeah, I would agreewith that, because it is really hard and evenwhen you buy a
template, you don't want to speak in other people's language either. It needs to be
authentic, a blend between your own brand and your ideal customer. So it really does
require a lot of thought and planning and that sort of thing. So I love that you are doing
that and I will put a link to that in the show notes.

Linda Cathcart: 38:46
Would be lovely.

Janice Hostager: 38:47
So I have learned a lot today. Thank you somuch, Linda, for being here. I look forward to
seeing the sales pages that people create once listening to this.

Linda Cathcart: 39:00
Yeah, I'd be happy to get to know some of the people who listen to your wonderful
podcast If they're interested in learningmore about creating a landing page. It's no
muss, no fuzz. Ask all theweird questions youwant. There's no bad questions. I'd much
rather somebodywalk away feeling good about themselves and feeling confident in
where they're going, moving forward. But this has been great. I do appreciate this so
much.

Janice Hostager: 39:32
Sounds perfect.Well, thank you for being here.

Janice Hostager: 39:40
I must tell you I love to hear howmuch time Linda spent on her research beforewriting a
single word, and that shewent to the customer first to get their ownwords. That is
powerful stuff .

To learnmore about anythingwe talked about today, including Linda's three-day Great
Landing Page Challenge, visit myweeklymarketing.com/66. That's episode 66.

Thank you somuch for joiningme today. As always, if you enjoyed our conversation,
please subscribe. I'll see you next time. Bye for now.


