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Take Control of Your Business, Build
Systems That Sell, and Become a True
Authority in the MMO World

If you’ve spent any time in the “make money online” space, you already know
how noisy it can be.

Every day, new launches hit WarriorPlus and JVZoo.

And it feels like every hour that someone on YouTube claims to have “the secret

formula” to online success.

It's easy to feel like you're running in circles... collecting tactics, watching tutorials,
and buying tools.

But never quite getting the momentum you want.

Here’s the truth most people won't tell you:
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You don’t need more hacks.
What you DO need is systems that turn your efforts into consistent results.
You need marketing that builds long-term relationships, not just one-time sales.

You need the confidence to build, launch, and grow like a professional... even if
you're starting small.

That’s what the Internet Marketing Domination Pack is built for.
Each section gives you prompts for the things that really matter in this industry:

e Building relationships with your audience.
e Creating offers people genuinely want.

e Turning traffic into leads, leads into buyers, and buyers into loyal customers.

And doing it all in a way that’s ethical, repeatable, and scalable.

The Path to Domination

“Internet marketing domination” doesn’t mean crushing your competitors. It means
mastering your craft... your offers, your messaging, your audience. It means being
that marketer who shows up with real solutions instead of empty promises.

That’s how you build something that lasts.

You'll still have ups and downs - because honestly that’s part of the game.

But with the systems and strategies you’ll create using these prompts, you'll finally

have control.

No more random launches. No more throwing offers at the wall. No more chasing
one-hit-wonder products.
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Instead, you’ll build a business that works...

One where every campaign, every funnel, every email serves a purpose and

contributes to your growth.

Let’s go!
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Affiliate Marketing Power Prompts

Affiliate marketing is one of the fastest ways to make money online... but it’s

also one of the easiest to get wrong.

Every day, new offers launch on WarriorPlus, JVZoo, and ClickBank. Hundreds of
affiliates send out similar emails, share similar bonuses, and use the same overused
subject lines. The result? Everything blends together, and customers stop paying

attention.

The truth is that affiliate marketing isn’t just about getting your link in front of people,
but rather understanding what makes an offer stand out, how to position it for your
audience, and how to give your promotions personality, authority, and trust. That's
how the top affiliates consistently dominate leaderboards while others struggle to get

a single sale.

This chapter is built to help you bridge that gap. You'll find detailed prompts that
guide you through every part of a winning affiliate campaign... from choosing the
right offers to writing review content that converts.

You'll discover how to build irresistible bonus packages that make your link the
obvious choice, and how to write bridge pages that warm up your readers before
they even hit the sales page.

We'll also go beyond basic “copywriting tips.” You'll learn how to tap into real
conversion psychology: how to use scarcity without sounding fake, how to write
curiosity-driven subject lines that actually get opened, and how to craft messages
that feel personal even when sent to thousands.

If you’ve ever wondered how top affiliates manage to dominate every contest and
keep their audience buying again and again, the answer is simple: systems and
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strategy. They don'’t just write emails... They build campaigns that stack trust,

authority, and excitement over several days.

Product Selection & Niche Targeting Prompts

1. Identify profitable affiliate niches for digital marketers.
Act as an experienced JVZoo and WarriorPlus analyst.

e List 10 evergreen niches within MMO (email marketing, funnels, traffic, DFY
tools, PLR, Al).

e For each, include: audience type, purchase intent, price range, and 3 example
product types that consistently sell.

e Conclude by rating each niche for profitability, competition, and scalability on
a 1-5 scale.

2. Research hot-selling offers this month.

Imagine you’re preparing an affiliate promo calendar.
e Search ClickBank, JVZoo, and WarriorPlus for current high-gravity offers.

e For each, summarize: product type, commission %, conversion rate, refund

rate, and EPC (estimated per-click earnings).

e Provide recommendations on which offers best suit short-term vs. evergreen

promotion.

MARKETING POWERHOUSE: INTERNET MARKETING DOMINATION



3. Create an “Affiliate Fit” evaluation checklist.
Design a 10-point checklist that helps affiliates decide whether to promote a product.

Include criteria such as:

EPC average

e Product type (training vs. tool)
e Vendor reputation

e Proof provided

e Refund handling

o Affiliate resources

e Bonus flexibility

e Funnel depth

Then, suggest how to use this checklist before every promo.

4. Draft a ClickBank product comparison report.

Generate a side-by-side table of 5 offers in the same category (e.g., email
marketing). For each: list gravity score, payout, front-end price, upsells, and
testimonials. Add a “Promo Verdict” column explaining how you’d angle each offer

for your audience.

5. Develop a niche-specific promo rotation calendar.
Map out a 90-day affiliate calendar alternating between low-ticket, high-ticket, and
recurring offers.

Explain:

e When to focus on building EPC with low-ticket.
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e When to push recurring offers for stability.

e When to add high-ticket to boost short-term income.

6. Analyze affiliate trends using data prompts.
Guide Al to look at 12 months of IM product releases and summarize:

e Common product types (funnels, Al tools, list builders).
e Emerging trends (Al automation, content templates).

e Niche gaps where new products could dominate.
Then, suggest 5 niche entry points for affiliates to establish early authority.

7. Create an “Evergreen Offer Bank.”

Build a list of 15 affiliate offers that consistently perform year-round.

For each: product name, niche, average EPC, and audience type.
Explain how to rotate these offers as fallback promos between launches.

8. Write a prompt to analyze vendor credibility.
Have Al investigate vendor history on JVZoo or WarriorPlus.
Request data such as:

Total launches

e Refund % average
e Support response
e EPC patterns over 3 launches

e JV relationships

Then, write a short vendor rating report (1-10) for each.
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9. Build an “affiliate angle matrix.”
Take one product and identify 5 unique promo angles (story, tool, shortcut, myth-
busting, bonus-based).

Include:
e Sample email subject lines.
e Matching bridge page headlines.

e Example bonuses that enhance the angle.

10. Create a “niche expansion plan.”

If an affiliate already promotes IM offers, help them branch into related verticals:

Personal branding
e Creator tools
e Al productivity

e Freelancing
For each, describe 2 affiliate product ideas and a short “angle hook” for how
to enter that sub-niche organically.

Review Blog / Article Outlines & Copy Prompts

11. Write a complete product review outline for an affiliate blog.
Sections:

1. Hook headline (curiosity-based)
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2. What the product is

3. Who it’'s for

4. Pros/cons (realistic tone)

5. Feature breakdown (with screenshots if possible)
6. Bonus offer

7. Final verdict & CTA

Add guidance for inserting comparison tables and proof blocks.

12. Create 10 affiliate review title templates.
Examples:

e “Is [Product Name] Legit or Hype? My Honest Review”
e “How | Used [Tool] to Build a 1,000-Subscriber List in 10 Days”

e “The #1 Funnel Builder You Haven't Tried Yet”

Provide variations by angle: curiosity, proof, challenge, secret, bonus-driven.

13. Generate 5 comparison-style review article prompts.

Format: [Product A] vs. [Product B] — Which Is Best for [Audience Type]?

Include layout suggestions: side-by-side feature table, summary, CTA to both affiliate
links.

14. Write a “first-person case study” review.
Structure:

e Personal backstory (why you tried it)
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3 challenges

Discovery moment

Step-by-step experience

Measurable results (numbers, time saved, income earned)

Recommendation

Provide optional proof insert ideas (screenshots, stats, testimonials).

15. Develop a “bonus reveal” blog post.

Combine review + exclusive bonus pitch.

Structure:

Intro tease about “hidden extras”
Product explanation
Bonus list

CTA: “Grab my bonuses when you buy through this link”
Include SEO keyword suggestions (product + review + bonus).

16. Create 10 blog CTAs for affiliate reviews.

Examples:

“Click here to lock in my bonus bundle.”
“‘Don’t miss this launch week deal — expires soon.”

“See the live demo here.”

Include formatting advice (bold, buttons, countdown).
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17. Draft an SEO optimization checklist for review pages.

Keyword placement (title, subhead, meta, alt text).

Schema markup.

Internal linking (to related reviews).

Exit-intent popups for list building.

18. Write a video review script outline.

Sections:

Hook (10 seconds)
e Demo walkthrough
e Pros/cons

e Proof (screenshare)
e Bonus reveal

e CTA (with urgency)

Provide timing recommendations for each segment.

19. Build a “review automation SOP.”
Describe a system for creating reviews efficiently:

Step 1: request review access.

Step 2: record demo.

Step 3: transcribe to blog.

Step 4: extract snippets for social/email.
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20. Create a review disclaimer + trust statement template.

Example:

‘I may earn a commission if you purchase through my link. | only recommend tools
I've personally tested and found valuable.”
Add formatting options for transparency and credibility.

Bonus Package Creation Prompts

21. Build a “Bonus Stack Strategy.”
Guide:

Core bonus (solves related problem).
e Value bonus (adds done-for-you templates).
e Fast-action bonus (expires after 48h).

e Premium bonus (high-ticket perceived value).

For each, include example types and positioning lines.

22. Write a “bonus naming swipe file.”
Create 20 bonus titles using proven naming patterns:

e “The 3-Day Fast Track Formula”
e “DFY Affiliate Funnel Kit”

¢ “Email Profit Vault”

Add a short description + estimated value for each.
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23. Develop a “bonus delivery SOP.”
e Auto-deliver through WarriorPlus/JVZoo.
e Create Google Drive folder + PDF index.

e \Write thank-you + cross-sell message.
Include reminder to check file access and links.

24. Create 10 “value multiplier” bonuses.
Each must enhance product ROI, not distract.

Examples:

e Product = Traffic Tool - Bonus = “Traffic Scaling Checklist.”

e Product = Email Course - Bonus = “50 Done-For-You Email Hooks.”

Explain logic behind each pairing.

25. Write 5 “stacking visuals” prompts.
Al prompt: “Create a 3D bundle graphic showing [main product box + 3 bonus

covers]. Style: glossy, IM-friendly, realistic shadows.”

26. Build a “bonus timer” strategy.
Describe a 72-hour sequence with expiring bonuses.

Include:
e Email 1: bonus reveal.

e Email 2: reminder (24h left).
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e Email 3: final warning (4h left).
Include subject lines + CTA examples.

27. Write a bonus upgrade sequence.

Offer: free bonus with front-end purchase — unlock premium bonus with OTO.

Include copy for both email + thank-you page transitions.

28. Design a “bonus delivery page.”

Layout:
e Header: “Congratulations!”
e Delivery links.
e Quick start video.
e CTA to next offer.

e Support contact.
Provide HTML structure or funnel builder layout.

29. Create a “bonus bundle review.”
Publish an article reviewing your own bonuses to boost perceived value.

Include screenshots, testimonials, and an unboxing-style tone.

30. Build a “recycled bonus system.”

Document a rotation process where old bonuses become:

e Lead magnets.
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e New product upsells.

e PLR giveaways for JV partners.

Bridge Page & Presell Page Prompts

31. Build a curiosity-first bridge page for cold traffic.
Create a presell that warms visitors before sending them to a
WarriorPlus/JVZoo/ClickBank offer. Include:

Headline: curiosity + benefit without naming the product.

e Hook video (60-90s): 1) problem snapshot, 2) “why most solutions fail,” 3)
soft hint at mechanism, 4) promise the shortcut.

e 3 curiosity bullets: blind-style (“the 2-step tweak that...”).

e Micro proof: 1 screenshot or 1-sentence mini case.

e CTA button: “See the demo” - your affiliate link.

e Compliance note: short footer disclosure.

32. Write a credibility-driven bridge page for warm lists.

You've already emailed these subscribers before. Build trust + reduce friction.
e Pre-head: “Why I'm recommending this (and what | tested).”
e Headline: “The [Outcome] Workflow | Wish I'd Had 6 Months Ago.”

e Credibility block: your quick test protocol (what you tried, time spent, metrics
tracked).
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33.

o Before/After table: 3 rows (time, cost, result).

e Bonus tease: “I'll give you my testing sheet if you buy through my link.

e CTA: “Get My Bonus + Watch the Demo.”

Create a comparison-style presell (Product vs. Method).

Frame the offer as the easier version of a popular do-it-yourself method.

34.

Headline: “Method vs. Tool: Which Gets You [Outcome] Faster?”

e Table: DIY vs. Product (setup, learning curve, cost, repeatability).

e Narrative: 2 paras explaining your attempt with DIY, then switching.
e CTA block A: “See the tool in action” (affiliate link).

e CTA block B: “Prefer DIY? Here’s my free checklist” (lead capture).

Draft a pain-agitation presell for stubborn readers.

Lead: brutal honesty about sunk costs (courses bought, tools unused).
e Agitation bullets: 5 realities (time drain, shiny-object churn).

e Reframe: “The goal isn’t another app — it's a repeatable process.”

e Segway: the product as a “process in a box.”

e CTA: watch demo + bonus reminder.

e Secondary CTA: “Still skeptical? Try my 3-day mini challenge” (your email

sequence).
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35.

36.

37.

Build a “micro-case bridge” with 3 story snapshots.

Structure: 3 mini vignettes (newbie, intermediate, busy pro).

Each vignette = 3 lines: starting pain - tiny win - outcome hint.

Proof strip: montage image (blurred names ok) with disclaimer.

CTA: “Which story sounds like you? See how it works.”

Create a “quiz bridge page” that segments visitors.

Headline: “What’s Your #1 [Outcome] Blocker?”

¢ 5-question quiz: traffic, list, time, confidence, tech.

e Dynamic result block: maps to different angles of the same offer.
e CTA: “See the setup that fixes [their blocker].”

e Hidden benefit: store segment tag for tailored follow-up emails.

Write a presell “skeptic letter.”

e Opening: “l didn’t plan to recommend this...”

3 honesty anchors: what you disliked/changed/tested.

Middle: what surprised you (specific metrics).

Close: “If you're like me, start here” - demo + refund terms summary.

CTA: “Try it with my safety net bonuses.”
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38. Build a minimalist bridge for mobile traffic (fast load).
e Elements only: H1, 3 bullets, 1 image, 1 button, 1 bonus badge, 1 disclosure.
e Copy rules: <12 words per line, 3-line paragraphs max.

e Button microcopy: “Open the quick demo (new tab).”

39. Craft a “myth-buster presell.”

Headline: “3 Popular [Niche] Tips That Quietly Kill Your Results.”

Myth - Truth -~ What to do instead: 3 blocks.

Transition: “This is why | use [mechanism], not guesswork.”

CTA: watch demo + bonus bundle.

40. Write a presell for recurring offers (subscription).
e Hook: “Stop rebuying the same promise every month.”

e Math block: small table showing compounding value (templates added

monthly, support access).
e Retention proof: sample changelog or update cadence.

e CTA: “Lock in today’s rate + grab my recurring-only bonus.”

41. Build a presell for high-ticket webinars (ClickBank).
e Video intro (45-60s): who you are, why this topic, what clicked.

e Bullets: 5 outcomes the training aims for.
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e FAQ strip: “Will there be a pitch?” “How long?” “Replay?”
e CTA: register link + calendar add button.

e Bonus: your notes template if they attend live.

42. Create a “proof-first bridge” when screenshots are strong.

Hero strip: mosaic of proof with disclaimers (no earnings promises).

Caption: context for each image (date, niche, action taken).

Bullets: what enabled results (mechanism, not hype).

e CTA: “See the walkthrough.”

43. Draft a presell for relaunches/2.0 versions.
e Lead: “What changed & why it matters.”
e Changelog bullets: 7 tangible improvements.
e Owner insight: short quote from vendor (credible).

e CTA: “Catch up in 7 minutes” (demo) + “my upgrade-only bonus.”

44. Write a “failproof setup” bridge page.
e Position: “If tech usually breaks you, start with this setup.”
e 3-panel diagram: step 1-2-3 visual (copy included).
e Guarantee note: your personal setup video as a bonus.

e CTA: “Get the tool + my setup pack.”
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45. Build a presell with social proof from your audience.
e Collect 3 short quotes (ask consent).
e Insert “what they tried before” vs. “what worked now.”

e CTA: “Use what they used” + your bonus locker.

Affiliate Email Swipe Prompts

46. Write a 5-email “first look” sequence for a new launch.

E1 (teaser): curiosity + soft CTA to waitlist.

e E2 (story): your problem - discovery — hint at mechanism.

e E3 (demo invite): bullet outcomes + calendar link.
e E4 (bonus reveal): stack names + perceived value + why each matters.

e ES5 (launch morning): bold headline, top 3 benefits, button above the fold.

47. Create 12 subject lines by angle (mix & match).
e Curiosity: “The 9-minute fix for dead lists?”
e Proof: “3 screenshots from yesterday’s test.”
e Authority: “Why [Respected Marketer] uses this workflow.”

e Scarcity: “Bonuses off at midnight.”
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e Simplicity: “Copy » Paste - Send (and watch).”

e Foreach, add preview text and traffic segment (cold/warm/hot).

48. Draft a case-study email (first-person).

Lead: ‘I tried this exactly as taught.”

Body: setup — action — micro result (numbers).

Insert: 1 mini-screenshot captioned clearly.

Close: “I'll send my setup sheet as a bonus if you grab it here.”

49. Write a “FAQ mailer” for mid-launch confusion.
e 7 short Q/As (time to implement, compatibility, refunds, updates, support).
e Button after Q3 and Q6.

e PS: bonus reminder with a single line of urgency.

50. Build a “proof montage” email without sounding hypey.
e Layout: 3 image + caption blocks.

e Rule: Always add context/date and “your outcomes depend on your actions.’

e CTA: “Watch the process that produced these results.”

51. Create a “myth vs. fact” promo email.
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e 3 myths (e.g., “You need a huge list to make commissions.”).
e 3 facts (counter with mechanism/process).

e CTA to presell with demo.

52. Draft a hybrid value/promo email (teach + pitch).
e Quick tip: 3 bullets you can use without the product.

e Bridge: “If you want it done faster, here’s what I'm using.’

e CTA: direct to offer + bonus stack.

53. Write a “bonus deep dive” email.
e Headline per bonus: what it is, why it matters, how to use it.
e Proof: 1 screenshot or sample from your bonus pack.

e CTA: “Buy through this link to unlock everything.”

54. Build a “comparison angle” email (Tool vs. Alternative).
e Open: “| tried [Alternative]; here’s where it broke.”
e Middle: bullet contrasts (setup time, repeatability, support).

e Close: “See why | switched” + button.

55. Create 3 “cart open day” emails (morning/afternoon/evening).

e AM: hype + benefits + button high on the page.
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e PM: demo GIF + bullet outcomes + bonus teaser.

e Night: social proof + “first 100 buyers” bonus push.

56. Draft a “bonus expiring” 2-email set.
e T-24h: short copy, bold timer line, recap stack.

e T-4h: minimalist: headline, timer, button, PS with last reminder.

57. Write a “relaunch opportunity” email for those who missed.
e Lead: “You didn’t miss it this time.”
e Body: what's new, what remains, what improves your odds.

e CTA: to bridge page for 2.0 version.

58. Create a “post-purchase cross-sell” email.
e Trigger: clicked but didn’t buy upsell OR completed FE without OTO.
e Copy: “Since you grabbed X, next logical step is Y.”

e CTA: tailored cross-sell with bonus alignment.

59. Draft a “leaderboard momentum” email (affiliate POV).

e Open: “We're currently #3 and pushing for #1 — here’s why people are

buying.”

e Bullets: 5 sales triggers that resonate.
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e CTA: “See if this fits you.”

60. Write a “refund-safe” email.
e Frame: “Try it with my safety net.”
e Explain: vendor guarantee + your personal support/bonus.

e CTA: “Test drive it for yourself.”

61. Build a “non-buyer segmentation” follow-up.
e Question: “Was it price, timing, or fit?”
e Links: three click choices that tag the lead.

e Automation: send tailored advice + alternative offer.

62. Draft a “challenge invite” email tied to the affiliate offer.
e Hook: 3-day micro challenge using the product.
e Deliverables: daily checklist + community thread.

e CTA: buy via your link to join.

63. Create a “DM me back” style email to spark replies.

e Copy: one paragraph + 1 question: “What’s your #1 roadblock to [Outcome]?”

e Goal: improve deliverability and surface objections you'll address in next mail.
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64. Write a “one-pager recap” email (for skimmers).

e Sections: What it does - Who it’s for -~ Why now - My bonus.

e Button at top and bottom.

e PS with deadline or bonus cap.

65. Build an “evergreen affiliate” 7-email sequence.

Day 1-2: story + teaching.

e Day 3: demo link.

e Day 4: bonus reveal.

e Day 5: case study.

e Day 6: FAQ + objection handling.

e Day 7: soft close + “keep this on your radar.”

Leaderboard Domination & Promo Stacking

66. Engineer a leaderboard surge plan (72 hours).

Day —-1: warm-up email + social teasers + pin a short video.

Day 0: 3 sends (open, mid, close) with different angles.

Day +1: “buyers only” upgrade + “non-buyers” alternate angle.

Ad layer: retarget clickers with proof creatives.
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e JV nudge: post your ranking + thank-you to increase social proof.

67. Create a promo stacking calendar (monthly).
e Week 1: low-ticket EPC builder.
e Week 2: recurring offer for MRR.
e Week 3: high-ticket webinar for spikes.
e Week 4: evergreen fallback (toolkit).

¢ Rule: never stack two high refund-risk promos back-to-back. Include

rationale.

68. Draft a “contest day blitz” plan.

Inputs: current position, prize gaps, hours left.
e Actions: 2 emails + 1 SMS + 1 PS-only resend to non-openers.

e Angles: results montage, bonus upgrade, “help us clinch it” community

appeal.

e KPI: clicks per hour; throttle if CTR dips below baseline.

69. Build a cross-platform leaderboard attack.
e YouTube Short: 30s demo + link in description.
e TikTok: before/after claim (compliant) + “comment for link.”

e FB Group post: mini-case + comments CTA.
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e Email: link to your bridge page consolidating all traffic.

70. Write a “bonus escalation ladder.”

Base bonus: for all buyers.

Tier 2 bonus: if you hit Top 10 (crowd involvement).

Tier 3 bonus: if Top 3 (limited coaching/Q&A).

Copy: enlist audience to help — “When we hit it, you win more.”

71. Create a “partner amplification” micro-campaign.
e Ask 3 friendly peers to mail your angle post (reciprocity).
e Provide them a mini swipe + your proof image + your bridge link.

e Track assisted clicks and share results back (builds future favors).

72. Draft a resend logic for maximum reach (without spammy feel).
e Resend #1: new subject, same email to non-openers (T+12h).
e Resend #2: trimmed version to non-clickers (T+24h).
e Resend #3: “plain text” style to all inactive (T+36—48h).

o Safeguards: suppress recent buyers; cap total sends/day.

73. Build a “proof pipeline” to fuel promos.

e Pre-launch: request vendor sandbox + results sheet.
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e During launch: collect 3 user wins (with consent).
e Post-launch: turn into montage + future swipe bank.

e Storage: tag with date, niche, angle for quick reuse.

74. Create a compliance-safe visibility push.

e Public post template avoiding earnings claims; focus on workflow and time
saved.

e Comment script for answering “does it work?” without overpromising.

e Link strategy: bridge page only; never raw affiliate link in the feed.

75. Write a “post-leaderboard debrief”’ to your list.

Share: where you placed, what angle worked, what you learned.

Thank buyers and deliver a surprise mini-bonus (goodwill).

Invite non-buyers to reply with objections (collect insights).

CTA: optional evergreen cross-sell that addresses the top objection.
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List Building and Email Mastery

They say “the money is in the list” - and that’s definitely true.

But if you've been in the internet marketing world for more than a minute, you've

probably realized there’s also a little more to it!
The money isn’t in having a list. It’s in knowing what to do with it.

That’s what this chapter is all about... Turning your list from a passive audience into
an engaged, loyal community that opens, clicks, and buys.

And that’s not always straight forward whnen people are skeptical and their inboxes
are flooded. If you want to stand out, you need to give them a reason to trust you...
and to look forward to every email you send.

Inside this chapter, you'll find prompts that help you build your list from the ground
up, even if you're starting with zero subscribers. You'll discover how to create lead
magnets that your ideal audience can’t resist, and how to write opt-in page headlines
that convert cold traffic into eager subscribers.

But the real power comes after they join your list. That's where your email
sequences, storytelling, and relationship-building come into play. These prompts will
help you craft engaging welcome sequences, design value-packed email campaigns,

and write story-based promos that blend personality with persuasion.

You'll also learn how to segment your subscribers so you’re sending the right
message to the right person... not spamming your entire list with every offer. And if
your list has gone cold, there are reactivation and re-engagement prompts here
that'll help you bring old subscribers back to life.
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Email marketing is still the most powerful tool in the internet marketer’s arsenal, but

only if it's done right.

Opt-In Page & Lead Capture Prompts

76. Create a high-converting lead magnet opt-in page.
Generate a complete layout and copy flow for an opt-in page offering a free report or

checklist.

Headline: emphasize “instant value” (e.g., “Get 50 Email Hooks That

Practically Write Themselves”).
e Subhead: describe specific transformation, not just topic.
o 3 benefit bullets: outcomes in 1 sentence each.
e Opt-in form label: “Send Me The Free Pack.”
e Visual: 3D ecover or mockup.

e Compliance: privacy note + footer disclaimer.

77. Draft 10 attention-grabbing opt-in headlines.
Include 2 per style:

Curiosity: “What 97% of New Affiliates Forget to Do on Day 1”

o Benefit: “Build Your First 1,000 Subscribers — Even If You Have No List Yet”

e Fear of Missing Out: “The 7-Step Email System Everyone’s Copying in
2025”

e Shortcut: “Steal My ‘5-Minute Opt-In Page’ Template”
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e Contrarian: “Why Freebies Are Killing Your List (and What to Offer Instead)”

78. Write opt-in bullet copy for 5 different lead magnet types.
Types:

1. Checklist

2. Mini-course
3. Template pack
4. Video training

5. Swipe file
For each, create 3 bullets that highlight quick wins, time saved, or hidden

strategies revealed.

79. Build a 2-step opt-in funnel.
e Step 1 page: curiosity headline, micro commitment button (“Yes, show me”).
e Step 2 page: headline + form + single visual + 3 credibility logos.

e Confirmation email: short, conversational, include “reply to confirm” to

increase deliverability.

80. Design a “quiz-style” opt-in funnel.
e Title: “What’s Your #1 [Problem Area] Blocker?”
e 5 questions: multiple choice, 3-5 options each.

e Dynamic result pages: match quiz results to the right lead magnet.
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e CTA: “Get your personalized action plan.”

e Goal: segmentation + curiosity-driven entry point.

81. Create a scarcity-driven opt-in campaign.
Offer limited access to a private training or bonus guide.

Include:
e Countdown timer.
e “Only available until [Date].”

e Email delivery with subject line: “You made it before we closed the doors.”

82. Write social post CTAs driving opt-ins.
10 examples: “Comment ‘GUIDE’ to get my Email Starter Pack.” / “Grab the checklist
before | pull it.” / “This PDF helped me triple open rates — want it?” Include rules for

automating delivery through chatbot or autoresponder.

83. Build a “co-registration” partner opt-in.
After opt-in, recommend a JV partner’s freebie (reciprocal deal).

o Write transition copy: “While you're here, my friend [Name] has a quick

resource on [Benefit].”

e Include CTA button + disclosure.

84. Write a “thank-you page upsell” after opt-in.
Offer a $7—-$17 mini product that expands on the lead magnet.

Layout:
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e Hook headline (“Upgrade your free guide into a full system”).
e 3 feature bullets.
e CTA button with urgency note.

e Bonus image to raise perceived value.

85. Create an opt-in test plan (A/B).
e Variables: headline, CTA color, bullet order, hero image.
e Testing schedule: 7 days, 100 visits minimum per variation.
e Success metric: conversion rate + follow-up open rates.

e Tool suggestion: Google Optimize or system inside ConvertBox.

86. Build an opt-in for affiliate lists.
Offer: “7-Day Affiliate Kickstart Plan.”
Page sections:

e Headline: outcome-driven.

Image: blueprint or planner.

Bullets: show simplicity + immediate action.

Form: first name + email.

Follow-up: deliver with first mini pitch built in.
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87. Write an opt-in thank-you page follow-up email.
Subject: “You're in — here’s what happens next.”
Body:

e Thank them genuinely.
e Deliver link to freebie.
e Set expectations for what kind of content they’ll get.

e Add a PS: teaser for an upcoming bonus or product.

88. Create a “referral opt-in incentive.”
Offer: extra resource if they share your opt-in page.

e Copy: “Share this guide with 3 friends and unlock the bonus toolkit.”
e Track referrals via UpViral or SparkLoop.

e Include 3 swipe messages (email, FB, X).

89. Develop a “multi-lead magnet library” landing page.

Offer multiple opt-ins on one hub page: traffic, email, affiliate tools, etc.
Include filter tabs or category boxes.

CTA: “Pick the one that fits your goal.”

90. Write an opt-in for a “challenge” funnel.
Free entry into a 5-day event or training.

e Headline: “Join the 5-Day Affiliate Income Challenge.”

e Subhead: “Daily tasks, step-by-step videos, private group access.”
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e CTA: “Reserve your spot now.”

e Bonus: include early-bird digital workbook.

Freebie / Lead Magnet Creation Prompts

91. Brainstorm 20 lead magnet ideas for internet marketers.

Include:
e “Quick win” types (checklists, cheat sheets).
e “Authority builder” types (case studies, reports).

e “Engagement’ types (challenges, mini-courses).
Describe target audience + perceived value for each.

92. Create a “10-Minute Lead Magnet” framework.

Prompt Al to build a fill-in-the-blank checklist or worksheet on any topic.

Include headline, section titles, example content, and final call-to-action box linking
to a paid offer.

93. Draft an “affiliate support guide” lead magnet.
Topic: “5 Affiliate Promo Mistakes to Avoid.”
Structure:

e Short intro.
e 5 sections with examples.

e CTA at end: “Get my affiliate campaign toolkit (paid product).”
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94. Build a “done-for-you” PLR upgrade from an existing lead magnet.
Prompt: take an existing checklist and expand it into editable templates (e.g., Canva,
Docs).

Include DFY pack naming ideas and delivery instructions.

95. Write a “mini-course” lead magnet structure.

Layout:

3 videos (5—10 mins).
e Lesson 1: Problem awareness.
e Lesson 2: Simple framework.

e Lesson 3: Call to action.

Include email sequence to deliver over 3 days.

96. Create an “Al prompt swipe file” freebie.

Topic: prompts for marketers (funnels, traffic, affiliate, etc.).

Include 20 prompt examples, formatted nicely, and add a section at end for your paid
prompt pack upsell.

97. Develop a “challenge-style” freebie.

Example: “3 Days to Your First 100 Subscribers.”

Outline: Day 1 list setup, Day 2 freebie creation, Day 3 promotion.
Include daily checklist templates.
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98. Build a “cheat sheet + calculator combo.”
Topic example: ROI or EPC calculator for affiliates.
Combine quick-glance cheat sheet with Google Sheet link.

Include usage instructions and affiliate link to a related tool.

99. Write a “report-to-offer” transition prompt.

Design a free report (5 pages) with embedded promo sections:
e Page 1-3: educational content.
e Page 4: short story about your experience.

e Page 5: CTA to your product or affiliate link.

100. Create a “resource stack” magnet.
Offer a curated list of 20+ tools (e.g., autoresponders, page builders).
Format: simple PDF with affiliate links embedded.

Add a “tool of the week” follow-up sequence.

101. Write a “content upgrade” magnet.
Attach to blog posts.
Prompt: “Create a 2-page quick reference sheet expanding on [topic].”

Include opt-in box copy + delivery email.

102. Develop a “PLR giveaway funnel.”
Turn a PLR eBook into a lead magnet.

e Rebrand cover.

e Rewrite intro & conclusion.
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e Add call-to-action page linking to your core offer.

e Include opt-in & delivery pages.

103. Write an “ethical bribe” thank-you page upsell copy.
Headline: “Want the editable version of this guide?”

Offer small price point ($9-$17).

Explain difference between free and paid.

104. Create 5 lead magnet names with authority appeal.
Use formulas like:

e “The [Niche] Blueprint”
e “Fast Track Formula”

e “Profit Stack Playbook”
Add tagline + short pitch for each.

105. Build a “magnet refresh schedule.”
Plan to update all freebies every 90 days.
Include task checklist (review stats, update copy, re-upload, notify list).

Squeeze Page & Bullet Copy Prompts

106. Write a high-converting squeeze page framework.

e Headline: bold promise, no jargon (e.g. “How | Built a 10K Email List in 90
Days Without Ads”).
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e Subhead: outcome + timeframe + credibility.

e 3-5 bullets: highlight speed, simplicity, proof, and payoff.
e CTA button: action-driven (“Send Me The Formula”).

e Image: eCover or mockup.

e Footer: privacy + affiliate disclosure.

107. Develop 10 squeeze page headline formulas.

Examples:

“Steal My [System] That Generated [Result] in [Time].”

“The 7-Word Subject Line That Tripled My Opens.”

“What | Learned After Sending 1,000 Emails in 30 Days.”

“Free Checklist: [Benefit] Without [Pain].”

Include explanation of how to adapt each to a niche.

108. Create 5 squeeze page subhead prompts.
Format: benefit + proof + urgency.
Examples:

e “Used by over 3,000 affiliates to double their open rates.”
e “Claim it before this week’s training goes live.”

e “No cost, no fluff — just a clear plan that works.”

109. Generate persuasive squeeze bullets for 3 avatar types.
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e Beginner: time-saving, step-by-step, “no tech” benefits.
¢ Intermediate: improved efficiency, tested frameworks.

e Advanced: profit optimization, automation, advanced insights.
3 bullets per avatar; end each with subtle curiosity (e.g., “#3 surprised even

me”).

110. Build a “2-step squeeze” for social traffic.
e Page 1: curiosity headline + button (“Show Me How”).
e Page 2: full opt-in form with proof image and benefits list.

e Add instruction: pre-fill name field to reduce friction.

111. Create a squeeze page A/B test plan.

Variables: headline, hero image, button color, CTA text.

Duration: 500 visits minimum.

Metrics: conversion %, bounce %, scroll depth.

Record results in Google Sheet for monthly optimization.

112. Write “benefit + objection” bullets.

e Each bullet answers an objection in the benefit itself.

Example:
e “Perfect even if you hate tech.”

e “No need to buy extra software.”
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e “Works whether you have 100 or 10,000 subscribers.”
Include 5 variations across different niches.

113. Draft a “proof & promise” hybrid headline.

Formula: [Proof element] + [Result promise] + [Timeframe].

Example: “How 437 Marketers Added 500 Subscribers in 30 Days (With This Simple
Page).”

Include a secondary line reinforcing the CTA.

114. Write urgency-driven microcopy for buttons.
Examples:

e “Get It While It's Free.”
e “Send My Checklist Now.”

e “Let Me In Before It Closes.”
Add note: pair button copy with timer and exit intent popup.

115. Build a mobile-first squeeze page.
Layout checklist:

Single column.
e Bold 18-24pt font.
e No more than 2 scrolls.

e Button visible above fold.
Include simplified CTA (“Yes! Send It!”) and image compression rule.
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116. Create squeeze page testimonials that feel authentic.

Prompt Al to generate 3 short, story-based testimonials with real-sounding names
and specific micro-wins (e.g., “l used your template and got 34 new subs in 48
hours!”).

Add note: use avatars or initials for compliance.

117. Write 5 “ethical scarcity” closing lines for opt-ins.

Examples:
e “We only share this while the case study’s live.”
e “I'll remove this download when the next version’s ready.”

e “This free access ends Friday — no exceptions.”

118. Build a “headline variation bank.”
Generate 20 headlines for the same lead magnet across different angles (curiosity,
pain, proof, contrarian, speed).

Include performance tracker columns: CTR %, conversions, source.

119. Create an “exit-intent” popup script.
Message: “Wait — before you go, grab this free [lead magnet name].”

e 2 bullet benefits.
e CTA: “Yes, send it now.”

e Note: show only once per session; delay 15 seconds on mobile.
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120. Write a “split-traffic” CTA test prompt.
Use Al to generate 10 alternate CTA lines per button type (“Show Me the Formula
vs “Yes, | Want In!”).

Add column for emotional tone (urgent, friendly, authority).

Email Sequence Frameworks

121. Write a 5-day “welcome + indoctrination” email series.

Day 1: welcome + freebie delivery + what to expect.

e Day 2: your origin story (relatable but brief).
e Day 3: quick tip + micro win.
e Day 4: recommend first product or affiliate offer.

e Day 5: FAQ email + next steps.
Include subject lines + PS links for each day.

122. Create a “5-email authority builder” sequence.

Goal: build trust before selling.

Each email covers: myth-busting, storytelling, social proof, small result, and invitation
to follow.

Add open loop to keep engagement high.

123. Build a 3-part “story-based promotion” sequence.
e Email 1: personal struggle + discovery.

e Email 2: how it helped (proof + transformation).
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e Email 3: invitation to try (bonus reminder + urgency).

Include prompts for vivid emotional storytelling.

124. Write a 7-day product launch sequence.
Outline:

-_—

. Curiosity teaser
2. Problem agitation
3. Product intro

4. Feature deep dive
5. Proof & demo

6. Bonus reveal

7. Final call

Include tone guidelines (friendly expert, not hypey).

125. Create a “mini-course” delivery sequence.
e Lesson 1: core concept.
e Lesson 2: implementation.

e Lesson 3: optimization.

Include intro, CTA for each, and closing pitch linking to full course.

126. Develop an “affiliate warm-up” email series.
Before promoting, deliver 3—4 value emails around the problem the product solves.

Last email transitions naturally into product recommendation (“This is what | use”).
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127. Write an “evergreen nurture loop.”
e Week 1-2: teaching + engagement.
e Week 3: light product pitch.
e Week 4: testimonials + recap.

e Loop repeats with new content block.

Add re-entry tag logic to prevent redundancy.

128. Draft a “story vault” list for daily email ideas.
Prompt: 50 mini story starters like “The day my funnel broke,” “Why | ignored 99% of
gurus,” etc.

For each, note a product or lesson you can tie in.

129. Create a “value stack follow-up” for buyers.

Email series structure:

E1: thank-you + quick start.
e E2: bonus reminder.
e E3: upsell opportunity.

e EA4: survey + testimonial request.

Add segmentation tags for future launches.

130. Write a “holiday promo” 4-email pack.

e E1:teaser (“Something special coming this weekend”).
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e E2: early access.
e E3: bonus day extension.

e E4: final reminder.

Include templates for Black Friday, New Year, and Q4 events.

131. Build a “challenge follow-up” sequence.
After a 5-day event, send 3 recap emails.

e E1: results & success stories.
e E2: next steps (paid course).

e E3: replay + bonus offer.

132. Develop a “FAQ + objection” autoresponder.

Collect 7 common questions (pricing, complexity, refund, support).
Answer each clearly with benefit framing.

Add one CTA after every 2 Q&As.

133. Create a “newsletter to funnel” handoff email.

Subject: “Want to go deeper?”
Copy: summarize 3 recent lessons - invite to full program or membership.

Add CTA + bonus mention.

134. Write a “value - urgency” 2-step conversion push.
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e Email 1: share a tip + short case study.

e Email 2: remind + time limit (soft countdown).

Ideal for evergreen or micro promos.

135. Build a “buyer to promoter” affiliate invite series.

E1: congratulate them.
e E2: show affiliate opportunity.
e E3: send signup link.

e E4: share swipe kit + leaderboard.
Include copy that highlights mutual benefit.

Re-engagement & Reactivation Prompts

136. Write a 3-email “wake the dead” campaign.
e E1: curiosity (“Still interested in [topic]?”).
e E2: gift (free tool or checklist).

e E3: choice (“Stay subscribed or say goodbye”).
Add automation: remove non-clickers after 3 days.

137. Create a “silent subscriber” reactivation challenge.

Invite inactive members to a 3-day free mini challenge.

e Email 1: invitation.
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e Email 2: daily task reminder.

e Email 3: post-challenge CTA.

138. Build a “survey-based” reactivation.

Subject: “Quick question — what do you actually need help with?”
3 answer links: traffic / email / offers.

Tag based on click — start tailored automation.

139. Develop a “reactivation bribe” email.

Offer: free pack or mini-course if they click.
e Headline: “Want this gift back?”

e Body: “You were active before — here’s something to restart your results.”

140. Write a “clean list & re-opt-in” campaign.
e Send confirmation email.
e Remove inactive after 2 warnings.

¢ Incentivize rejoin with bonus PDF.
Add line: “We only want to send you what helps.”

141. Create an “I've changed my focus” reintroduction email.

For old lists where your niche has evolved.

e Acknowledge shift (“I've refined what | teach”).
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e State new value promise.

e Invite them to stay on or unsubscribe.

142. Draft an “old product buyers” reactivation.
Subject: “We've added new bonuses to your product.”
Body: show value update + CTA to revisit members area.

Add subtle cross-sell at end.

Segmentation & Personalization Strategies

143. Design a “click segmentation” campaign.

Email: “What'’s your biggest goal this month?”
Links: build list / make sales / grow traffic.

Tag responses - send relevant sequence.

144. Build a “score-based” engagement system.

Assign points: +5 for opens, +10 for clicks, —5 for inactivity.
At 30 points: move to VIP list.

At —-10: trigger reactivation flow.

145. Create a “survey to segmentation” prompt.

Al generates 5 survey questions for new subscribers to tailor emails.
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Example: “Do you prefer affiliate marketing or your own products?”
Use answers to set automation paths.

146. Write a “product owner segmentation” follow-up.
If subscriber bought a specific tool (e.g., email software), tag them for future
integrations and tutorials.

Prompt Al to create 3 product-specific follow-up sequences.

147. Build an “interest-based mini list” plan.
Create separate lists for: traffic, funnels, copywriting, mindset.

e Each gets its own mini lead magnet + 3-part email intro.

e Add master broadcast tag for global updates.

148. Write a “personalized intro” email formula.

Prompt Al to write intros that dynamically insert subscriber goal, niche, or tool based
on tag.

Example: “Since you’re focused on building your affiliate income, here’s something
to help...”

149. Create a “VIP segmentation” incentive.

Invite top-engaged subscribers to a private email segment.
Benefits: early access, higher discounts, affiliate contests.
Include “You’ve been selected” copy style.
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150. Build a “behavioral segmentation” prompt for automation.
Instruct Al to analyze opens/clicks to identify hot leads, silent leads, and buyers.
Generate corresponding follow-up sequences for each type.
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Launch & Promotion Prompts

Every marketer dreams of having that one big launch... The kind that floods your
inbox with sales notifications, puts your name on the leaderboard, and builds your
reputation overnight.

But successful launches aren’t accidents. They’re the result of strategy,

preparation, and flawless execution.

This chapter gives you the exact prompts to plan, organize, and dominate every
stage of a product or affiliate launch. Whether you're selling your own offer or
promoting someone else’s, you'll find everything you need to make your campaigns

run like clockwork.

You'll start by learning how to recruit affiliates and JVs... the right way. Not with
generic copy-and-paste messages, but with professional, relationship-driven
outreach that builds long-term partners. Then, you’ll dive into creating compelling JV
pages, email swipes, and resource kits that make it easy for affiliates to promote for

you.

From there, we move into webinar scripts, launch calendars, and hype-building
sequences... everything you need to create anticipation before you even go live.

And when it’s all over? You'll have prompts for post-launch sequences, follow-up
emails, and evergreen transitions that keep your funnel earning long after launch

week ends.

These prompts were built with real-world marketers in mind... the ones juggling

deadlines, affiliates, and buyers all at once.

If you’ve ever wanted to launch like the pros without spending months figuring out
the details, this section will show you how.
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JV & Affiliate Recruitment

151. Write a “dream 50” JV outreach message.
Instruct Al to draft 3 versions of an outreach email to top affiliates in your niche.

Include:

Personal intro (why they’re being contacted).
o Offer highlights: EPC, funnel depth, proof stats.
e Incentive: high commission %, early review access, or leaderboard prizes.

e Closing line: “Can | count you in for this launch?”
Add a friendly PS offering a private walkthrough video link.

152. Create a JV outreach message for mid-tier affiliates.
Tone: collaborative and opportunity-driven.

Include:
e Benefits of promoting early.
e Access to your “Affiliate Resource Vault.”

e Emphasize that even smaller lists can earn recurring income from the offer.

153. Develop a JV follow-up sequence.
Structure:

e Email 1: initial invite.

e Email 2: leaderboard update + proof.
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Email 3: “Last call to join” reminder.
Each email includes link to swipes, demo video, and contact info for quick
replies.

154. Write a JV page introduction.

Sections:

1.

Headline: “Earn up to $XXX per sale + epic prizes!”

. Subhead: why this launch is different.

Product overview video.
Funnel breakdown with commission structure.
Contest details.

Contact and leaderboard widget.

Use simple, conversational copy — no fluff.

155. Create a “personalized JV invite” script for DM or Messenger.

Greet by name.

Mention specific reason (e.g., “Loved your recent [launch name]’).
Share your launch date and product relevance.

Drop link to JV page + note your support system.

Close: “Even if you can’t mail this time, let’'s connect for future promos.”

156. Write a “JV teaser post” for Facebook.

Copy structure:
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e Opening curiosity line (“Biggest funnel I've built yet drops [date].”)
e 3 teaser bullets (earnings, proof, prizes).
e CTA: “Comment JV for details.”

e Hashtags: #JVZoo #WarriorPlus #AffiliateLaunch.

157. Build a “leaderboard updates” sequence.
Template for daily or mid-launch updates:

e Subject: “Day 3 Leaderboard + Flash Prize Update.”
e Body: current standings, prize reminder, new stats.

e CTA: “Push today — bonuses and prizes reset at midnight.”

158. Draft a “review access” request email for affiliates.

Provide polite, professional copy for requesting review access.
e Include product summary, delivery link, and expected turnaround time.

e Mention: “Screenshots, videos, or case studies appreciated — we’ll feature

you on the leaderboard page.”

159. Create a “JV partnership offer” prompt.
Instruct Al to draft a long-term joint venture proposal email that highlights:

e Shared audiences and overlapping product types.
e Benefit of reciprocal promo rotation.

e Simple rules for fairness and transparency.
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160. Build a “reciprocity ledger” tracker.

Prompt: create a spreadsheet system that logs affiliate promotions, sent dates, EPC
results, and pending reciprocations.

Add automation triggers (e.g., send reminder after 30 days).

161. Write an “exclusive bonus” offer for JVs.

If affiliates hit a milestone, offer them a unique reward (e.g., PLR license or mini
coaching session).

Include 3 milestone tiers and copy templates for each.

162. Create a “JV reminder automation.”
e Send 7 days before launch (prep).
e Send 24 hours before (swipes + demo).

e Send launch morning (activation).

Each email includes calendar add link and proof screenshot.

163. Draft a “launch partnership swap” email.
Offer to co-promote each other’s launches in alternating months.

Include agreement terms:
e Minimum 2 sends.
e Transparency on EPC and refunds.

e Shared leaderboard promotion if relevant.
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164. Build a “micro-affiliate recruitment” funnel.

Offer: “Earn 50% commissions promoting this evergreen course.”

Page includes video explainer, swipe samples, and opt-in for instant affiliate
approval.

Add automated onboarding email.

165. Write a JV contest recap message.
Post-launch message to all affiliates thanking them, revealing final winners, and

showing next launch date.

Include: “Your results were amazing — here’s a preview of what’s coming next.

JV Page Copy & Promotion Materials

166. Write a headline bank for JV pages.
Examples:

e “Earn $300+ Per Buyer With Our Done-For-You Funnel.”
e “Recurring Commissions + Huge Prizes = Win-Win Launch.”

e “The Funnel That’s Converting at 18.7% — Join Us!”

167. Create 5 short bullet blocks for the JV page.
Each block highlights one angle:

e High EPC.
e Recurring backend.

e DFY resources.
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e Early review access.

e $10K leaderboard contest.

168. Write a 60-second JV explainer video script.

Sections:

Hook: “Here’s why this funnel is dominating.”
e Product preview.

e Proof stats.

e Prizes + commissions.

e CTA: “Join us now — link below.”
Tone: excited but professional.

169. Develop a “JV Resource Vault.”

List all assets:

7 pre-written swipes (angles: proof, scarcity, curiosity, value).
e Social post copy.

e Bonus ideas.

e Graphics and proof screenshots.

e Optional video reviews.

170. Write a short JV onboarding email.
Subject: “Welcome to the [Launch Name] JV Team!”

MARKETING POWERHOUSE: INTERNET MARKETING DOMINATION



Body: thank-you + link to vault + your contact info + reminder of launch date.
Include a bonus: “Early senders get a surprise bonus prize.”

171. Build a “JV page FAQ” section.
Questions: payout terms, tracking links, review access, swipes update schedule,
where to ask questions.

Include friendly, conversational tone.

172. Draft leaderboard prize copy.
Use engaging formatting:

1st Place — $1,000 + VIP Feature
2nd Place — $500

3rd Place — $250

Encourage affiliates with line: “Even 10 sales can win surprise bonuses!”

173. Create a “leaderboard update graphic” prompt.
Al image prompt: “Modern digital leaderboard design with names, ranks, and prize
tiers in sleek metallic theme.”

174. Write 5 “JV testimonial” requests.

Examples:
e “What did you like about promoting with us?”
e “How was your experience with payouts and conversions?”

e “Would you recommend our launches to other affiliates?”
Provide short follow-up thank-you script.
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175. Build a JV “media kit.”
Includes: product logos, funnel map, short description, screenshot templates, and

your affiliate brand guidelines.

176. Create a “relaunch info” section.
Add historical data for returning affiliates: EPC from last round, refund %, proof of
repeat buyers.

Include a note: “2.0 includes these major improvements.”

177. Draft “swipe remix” prompts.
Help affiliates personalize swipes by inserting their own stories, bonuses, or
testimonials.

Provide fill-in-the-blank format for each swipe section.

178. Write a “JV Quick Facts” card.
Compact bullet list of critical info: launch date, funnel breakdown, EPC average,

prize pool, and payout schedule.

179. Create an “affiliate approval message.”

Subject: “You're Approved — Here’s What to Do Next.”

Body: links to JV page, swipes, leaderboard; short “welcome aboard” message;
reminder to test link tracking.
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180. Write a “JV launch reminder SMS..”
Short text: “Launch LIVE in 60 mins! Grab your link: [URL] — leaderboards update in

real time!”

Webinar & Video Script Prompts

181. Write a complete 60-minute sales webinar script outline.

Sections:

1.

Hook — bold promise + story (“How | built 10K subs in 90 days”).
The Journey — short struggle story + “aha” moment.

The Teaching — 3 big lessons (each connects to your offer).
The Pitch — “If you’d like me to walk you through this system...”
Stack — offer breakdown + bonuses.

Scarcity — fast-action bonus or 24h replay.

Close — “Click below to start.”

Include notes on tone: conversational, relatable, authority without hype.

182. Create 5 opening hooks for webinars or live trainings.

Examples:

“Let me show you the exact email | sent that brought in $517 overnight.”

“You're about to see how regular marketers are building recurring income with

no ad spend.”
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e “By the end of this call, you'll know how to double your EPC — even if you're
starting from zero.”

Include notes on pacing, energy, and voice tone.

183. Develop a “mini-webinar” outline (10-15 minutes).
Perfect for social funnels or opt-in page upsells.
Structure:

e 90-second story intro.
e 3 quick lessons.

e Soft CTA to product or lead magnet.
Add script for YouTube or FB Live usage.

184. Write a “bridge webinar” script for affiliate promos.

Intro: “I just tested this tool and here’s what happened.”

5-minute demo of product or software.

3 “aha moments” from your test.

CTA: “If you grab it through my link, you'll get my setup bonuses.”

Include legal disclaimer and vendor credit.

185. Create 10 webinar headline templates.
Examples:

e “How to [Benefit] Without [Pain] in [Timeframe].”

e “The 3-Part Formula That Earned [Result].”
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e “Why 97% Fail and the 3 Who Don't.”
Provide note: keep under 70 characters for social ads.

186. Write an automated webinar email series.

Email 1: registration confirmation.
e Email 2: 24h reminder.
e Email 3: 15-minute “we’re live soon.”

e Email 4: replay link.
Include subject lines and PS for fast-action bonus.

187. Build a “value-first” training script for launch warmups.

Use 5-slide structure:
1. Intro — promise + credibility.
2. Problem — describe current pain points.
3. Process — show step-by-step fix.
4. Proof — mini case study.

5. Pitch — light CTA to join waitlist.

188. Draft a “launch-day demo video” script.
e Hook: what it does.
e 3 proof points (EPC, conversions, results).

e Short walkthrough.
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e Bonus mention.

e CTA: “Grab access now before bonuses vanish.”
Add optional B-roll or screen overlay notes.

189. Write a “thank-you + replay” script.
Used post-webinar:

Thank attendees.

e Address top 3 objections.
e Remind of bonuses.
e Reinforce scarcity.

e CTA button: “Claim your spot now.”

190. Create a “YouTube video ad script” for your launch.

Format:

5-second hook.

e 20-second problem agitation.
e 20-second product intro.
e 10-second proof (stats or screenshots).

e b5-second CTA.

End with: “Click the link to get instant access.”

191. Write a “co-hosted webinar” introduction script.
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e Greet co-host + acknowledge their audience.
e State the problem + promise results by end.
e Tease free bonus at the end.

e Invite co-host to share first insight.

192. Create 3 “closing stack” webinar scripts.

Each includes:

Offer recap.

e Bonus list.

e Comparison (“You could figure it out alone, or...”).
e Guarantee reassurance.

e Fast-action reminder.

End with 2 calls to action (chat + button).

193. Develop 3 webinar objections-handling lines.

Examples:
e ‘“If you've tried similar tools before, the difference here is simplicity.”
e “You're not just buying software — you’re buying results.”

e “Even if you only apply half of what | showed, you'll see improvement.”

194. Write a “thank-you for registering” page script.

e Congratulate + preview bonus gift.
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e Encourage sharing: “Invite 3 friends to join.”
e Add calendar reminder + replay disclaimer.

e CTA: join Telegram or FB group.

195. Build a “post-webinar follow-up” 3-email sequence.
e E1:"“Here’s the replay.”
e E2: “What you missed (top 3 takeaways).”

e E3: “Final hours — bonuses close tonight.”

Launch Timeline & Checklist Prompts

196. Write a 30-day pre-launch checklist.
e Week 1: finalize product + funnel.
e Week 2: recruit JVs + design swipes.
e Week 3: record demo videos + prep autoresponder.

e Week 4: send teaser emails + test checkout flow.
Include note: test every affiliate link manually.

197. Create a “launch-day workflow.”
e Confirm tracking links + leaderboards.

e Send “We're live” mail at 10AM EST.
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e Post social updates.
e Monitor stats every 2 hours.
e Send bonus reminder mid-day.

e Announce leaderboard in FB group.

198. Develop a “soft launch” plan for small lists.
e Email only your inner circle first.
e Gather feedback, testimonials, proof.

e Then scale with JVs + ads.
Include prompt to rewrite copy after initial feedback.

199. Write a “launch asset checklist.”
ltems: sales page, upsells, affiliate links, email swipes, leaderboard graphics,
checkout test, bonus delivery, helpdesk.

Include tick boxes and owner columns.

200. Create a “7-day live launch” calendar.

Day 1: pre-launch teaser.
e Day 2: problem story.

e Day 3: product intro.

e Day 4: feature highlight.

e Day 5: bonus reveal.
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o Day 6: FAQ.

e Day 7: last call.

201. Develop a “launch task delegation” SOP.
Roles: copywriter, designer, JV manager, support.
Assign deadlines and dependencies.

Add daily team check-in template.

202. Write a “pre-launch content drip.”
e 3 teaser videos (proof, behind-the-scenes, challenge).
e Blog or YouTube posts with “coming soon” CTA.

e Countdown email + bonus leak.

203. Create a “VIP early bird” promo plan.
e Offer limited spots for insiders.
e Use personalized emails + unlisted checkout link.

e Reward early buyers with exclusive bonus or group coaching.

204. Build a “stress test” for launch funnels.
e Simulate 200 concurrent visitors.
e \Verify timers, bonuses, checkout, and confirmation emails.

e Log any breakage and fix 24h pre-launch.
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205. Write a “JV launch calendar integration.”
Add your date to MunchEye + JV Notify.

Create calendar invites for key partners.

Include line: “Avoid overlap with your big promos.”

206. Develop a “pre-launch feedback survey.”
Send early testers a Google Form: product clarity, missing features, headline appeal,
trust elements.

Use feedback to tweak copy and bonus structure.

207. Create a “launch crisis plan.”
Template for handling server downtime, payment errors, or support delays.
Include message templates for buyers and affiliates.

208. Write a “launch energy” management plan.
Outline daily routine: rest, hydration, communication cutoffs.
Add automation tasks to reduce stress (email queue, leaderboard updates).

209. Build a “cross-promotion guardrail.”

For affiliates promoting multiple offers: schedule non-conflicting times.
Include daily cap (max 2 sends).

Provide copy snippet for explaining rotation.

210. Write a “post-launch cleanup” checklist.
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e Send payout summaries to affiliates.
e Archive leaderboard.

e Update thank-you pages.

e Disable time-limited bonuses.

e Gather testimonials for next promo.

Social Hype & Announcement Prompts

211. Write 10 pre-launch hype post ideas.
Examples:

e “Biggest project I've built in years drops Friday.”
e “Got early access? Comment below.”

e “Proof shot: 187% ROI test this week.”
Each with emoji or GIF prompt for engagement.

212. Create 5 “launch-day social post templates.”
Each includes:

Attention-grabbing first line.

Screenshot or proof image.

Link in first comment.

e CTA: “Grab access before the bonus timer ends.”
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213. Draft 3 “behind-the-scenes” social posts.
e “Here’s what went into building this launch...”

e “Our funnel tested at 14.3% conversion!”

e “Coffee count: 17 cups — worth it.”

Humanizes your brand, builds credibility.

214. Write 5 “bonus reveal” post formats.

Example:

% Just added: my “Email Swipe Vault” for everyone who grabs through my link!

Add image mockup + FOMO line.

215. Build a “proof reel” idea list.
Prompt: gather customer screenshots, leaderboards, EPC stats into a short 30s
video for TikTok or Reels.

Overlay caption: “This is what happens when you promote a real funnel.”

216. Create a “testimonial compilation post.”

3 mini testimonials + 1 bonus reminder.

Caption: “See what our early users are saying.”

Include disclaimer: “Results vary — these were from beta testers.”

217. Write a “mid-launch live stream” outline.

Agenda:

1. Welcome + proof recap.
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2. Show buyer dashboard.
3. Announce flash bonus.
4. Q&A.

5. Close with urgency.

218. Develop a “leaderboard reveal” social post.
Include: current standings, leaderboard image, “Still time to climb” callout, and next

prize announcement.

219. Create a “last call” post with countdown.
Copy example:

© 3 Hours Left: Bonuses and Replay Vanish Tonight.

Add image of timer + link in first comment.

Post-Launch Follow-Up & Retargeting Prompts

220. Write a 3-email “missed out?” sequence.
e E1: empathy (“You probably got busy”).
o E2: soft re-offer (demo replay).

e E3: new opportunity (waitlist or evergreen funnel).

221. Build a “buyers-only” upsell sequence.
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e E1:thank-you + bonus delivery.
e EZ2: advanced training upsell.

e ES3: high-ticket invitation.

Include tag automation triggers.

222. Create a “non-buyer” retargeting campaign.
e Segment: visited checkout, didn’t purchase.

e 3 retargeting ads: (1) proof video, (2) testimonial image, (3) scarcity reminder.

Include copy variations for compliance.

223. Develop a “testimonials request” automation.
Send 7 days post-purchase.
Ask: “How has [Product Name] helped you so far?”

Incentivize with bonus credit or exclusive training.

224, Write a “thank-you + feedback” broadcast to all affiliates.
Thank them by name (merge field), include prize results, total sales, conversion

stats, and preview of your next launch.

225. Create a “replay — evergreen transition” funnel.

e Replace timers with “limited bonus spots.”
e Rewrite emails to remove urgency but keep scarcity tone.

e Add recurring deadline (Every Sunday close).
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e Adjust JV page copy accordingly.

MARKETING POWERHOUSE: INTERNET MARKETING DOMINATION



Product Creation & Funnel Prompts

Every successful internet marketer eventually realizes this: you can’t rely on

affiliate commissions forever.

Yes, promoting other people’s offers is fast cash... but if you want long-term stability

and serious authority, you need products of your own.
And it’s often where the real money is made!

When you have your own offers - courses, templates, memberships, or software -
you stop being “just another affiliate” and start building real assets. You control the

prices, the list, the customer relationships, and the profit margins.
That’s how the top 1% in the internet marketing space create sustainable income.

The good news? Creating your own digital products doesn’t have to be complicated.
You don’t need a huge budget, a film crew, or months of prep work. What you do
need is a clear framework... One that helps you choose the right idea, structure your
offer, and launch it through a simple, conversion-ready funnel.

That’s exactly what this chapter gives you.

You'll start by brainstorming front-end product ideas that attract attention and build
buyers lists fast... $7, $17, or $27 offers that convert cold traffic into loyal customers.
Then you’ll move into upsells, downsells, and order bumps, where the real profits are
made. You'll discover how to position upgrades naturally, without annoying your
customers, and how to write copy that multiplies your average order value almost

instantly.

Next, you'll dig into membership programs and continuity funnels - recurring revenue

systems that give you predictable income month after month. If you’ve ever dreamed
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of waking up to daily “subscription payment received” notifications, this is where
you'll learn how to build that reality.

You'll also find prompts for tripwire offers, evergreen systems, and funnel stacking,
SO you can turn a single product into a complete ecosystem that runs on autopilot.
Every prompt is designed to help you create products fast, validate demand before

you invest too much time, and launch with confidence.

And because presentation is everything, you'll even find prompts for delivery pages,
bonus packs, and toolkit bundles... All the polish that turns an average offer into
something your buyers rave about.

Let’s turn your knowledge, templates, and systems into digital products that keep
paying you long after launch day ends.

Low-Ticket Front-End Product Creation

226. Brainstorm 15 low-ticket product ideas that attract buyers and affiliates.
Instruct Al to create front-end offers under $27 designed to convert cold traffic and
boost funnel EPC.

For each idea, include:

Product type (course, checklist, templates, tool).

Problem it solves.

Who it’s for.

e Why it makes an irresistible “gateway” offer.
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227. Write a full 5-page product outline for a $17 info product.

Sections:

1.

Intro — quick credibility story.

Core training — 3 simple frameworks.
Implementation — checklist or worksheet.
Quick-win case study.

CTA to upsell or continuity program.

228. Create a “no fluff’ course script structure.

Prompt: “Write an outline for a 5-module course that can be recorded in under 90

minutes, focused on helping beginners [achieve goal].”

Include: module titles, key teaching points, and visual asset suggestions (slides,

screen shares).

229. Build a “fast to market” digital product workflow.

Timeline:

Day 1: Research profitable subtopic.
Day 2: Outline + record.
Day 3: Edit + upload to checkout page.

Day 4: Create upsell + emails.
Add Al-assisted checklist for each phase.

230. Write 5 irresistible product titles and subtitles.

Examples:
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e List Builder Fast Track: 7 Days to Your First 500 Subscribers
o Affiliate Jumpstart: How to Get Sales Without Paid Ads

e The Traffic Shortcut Blueprint

Each includes a tagline with time or simplicity angle.

231. Create a “micro product” framework ($9-$12).
Goal: sell something that delivers one very quick win.
Prompt Al to outline:

e What to teach.
e How to deliver in 15 minutes of content.

e How to use as a tripwire to a higher offer.

232. Develop a “problem-solution-product” creation flow.
Step 1: Identify top 10 pain points in your niche.
Step 2: Group into 3 categories (traffic, conversion, monetization).

Step 3: Turn each into a product promise.

233. Write a “DFY template pack” creation brief.

Include:

Template topic (emails, ad copy, funnel pages).

Formats (Docs, Canva, PDF).

Instruction sheet.

Example usage video.
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e License note (personal use or PLR).

234. Build a “proof-driven” product page outline.
Sections:

H1 headline (specific promise).

e Hook paragraph (why it exists).

e Proof block (stats, screenshots, testimonials).
e Offer section (modules + bonuses).

e CTA with refund guarantee.

235. Create a “beta tester recruitment” prompt.
Write an email or post asking your audience to test your product pre-launch.
Offer: free access in exchange for honest feedback or testimonial.

236. Write an “MVP validation email.”

Subject: “Would you buy this if | created it?”

Body: describe idea in 3 lines, list benefits, and ask for simple yes/no replies.
Goal: test demand before creation.

237. Develop a “course filming script.”
Each video:

1. Introduction — what they’ll learn.

2. Training — step-by-step walkthrough.
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3. Quick recap.

4. CTA to next lesson.
Add slide notes + pacing reminders.

238. Create a “front-end bonus integration plan.”
Attach bonuses that increase perceived value (swipe files, templates, checklists).

Ensure they complement, not duplicate, the core training.

239. Write a “sales copy flow” for front-end products.

Sections:
e Headline with curiosity.
e Problem paragraph.
e Solution intro.
e Benefits bullets (not features).
e Proof element.
o Offer stack.

e CTA + guarantee.

240. Develop a “limited license” version of your product.
Allow customers to rebrand or resell your content.

Include prompt for writing clear PLR license terms and restrictions.

241. Write a “first-time product creator” checklist.
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e Pick topic.

e Validate demand.
e Create outline.

e Record content.
e Set up funnel.

e Write follow-up sequence.
Add deadlines and tools for each step.

242, Build an “irresistible bundle” strategy.
Combine 3—4 micro products into a $27 “bundle offer.”
Include bundle name ideas and copy: “Get everything I've created on [topic] for one

low price.”

243. Create a “fast product naming prompt.”

Generate 20 potential names using these angles: result, timeframe, method,
uniqueness.

Example: “The 24-Hour List Builder,” “Rapid Affiliate System,” “The 10-Minute

Funnel.”

244. Write a “sales page headline testing” brief.
Have Al produce 15 variations around 3 styles — curiosity, proof, direct benefit.
Example:

e “How I Built My List Without Ads.”

e “Proof: 1,000 Subscribers in 14 Days.”
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e “Finally, a List Building Plan for Busy Marketers.”

245. Develop a “product handoff” system for JV partners.
Prompt: create affiliate document with ready-made swipes, summary bullets, and
brand guidelines.

Include affiliate-exclusive bonus suggestion.

246. Write a “FAQ for digital products.”
Topics: access, refunds, delivery, support, updates, upsells.
Add tone: friendly, transparent, confident.

247. Create an “offer refinement checklist.”

Review questions:

Does it solve one clear problem?

Is the promise specific and believable?

Can it be consumed in under 90 minutes?

Does the offer naturally lead to your next product?

248. Develop a “product guarantee” copy prompt.

Examples:
e “Try it for 30 days — if you don’t see results, get a full refund.”

e “No risk. No hassle. No small print.”
Add compliance note for marketplace policies.
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249. Write a “pricing strategy” breakdown.
Ask Al to analyze 10 competitor front-end offers on WarriorPlus and suggest an
optimal price range and structure (e.g., $17 with OTO, $27 standalone).

250. Build a “delivery page upsell integration.”
After purchase, thank buyer, then introduce higher offer with button: “Want to go
deeper? Click here for the next step.”

Add bonus continuity teaser at bottom.

Upsell, Downsell & Order Bump Copy

251. Write a 5-step upsell copy formula.
Sections:

1. Congrats + product recap.
2. “But wait” problem reveal.
3. Introduce upsell solution.
4. Offer breakdown.

5. CTA with urgency timer.

252. Create 10 upsell headline templates.
Examples:

e “You've Got Access — Now Let’'s Make It Work 10X Faster.”

e “The Missing Piece That Completes Your System.”
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e “Want to Get Double the Results Without Extra Work?”
Each with subheads explaining added benefits.

253. Develop an “emotional upsell script.”
Use storytelling — “Imagine 30 days from now when this process is automated...”
End with, “That’s what the upgrade does for you.”

254. Build a “logical upsell bridge.”

Show why upsell is the natural next step:

“You now have the system. The next step is scaling it.”
Provide bullet contrast between front-end and upsell.

255. Write a “bonus stack” for upsells.
List 3—5 additional resources valued at $97-$297 each.

Ensure bonuses enhance, not distract, from the main offer.

256. Create 3 downsell offers.
Each should reduce either price, scope, or delivery format.
Examples:

e ‘“Lite Version” (fewer modules).
e “Text-Only Edition.”

e “No-Coaching Plan.”

Add unique copy for each.
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257. Write a “1-click order bump” script.
Example:

“Add the Email Swipe Vault to your order for just $9 — instantly boost your
conversions.”

Include formatting: short headline, 2 bullets, checkbox CTA.

258. Build a “proof-driven upsell” page.

Include:

Screenshot of user results.

Short testimonial video.

Comparison chart: front-end vs. upgrade.

CTA with scarcity note.

259. Write 5 urgency-based upsell CTAs.
Examples:

e “Add to Order Before This Page Closes.”
e “Unlock Bonus 2 Only if You Upgrade Now.”

e “You'll Never See This Offer Again.”

260. Create an “order bump testing plan.”
Prompt: write A/B test brief comparing 3 bump offers — template pack, training, or
PLR license.

Measure attach rate, AOV, refund %.
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261. Develop a “bundle upsell” strategy.
Offer full funnel access (FE + OTOs + bonuses) at one price.

Include bundle headline and savings graphic idea.

262. Write a “thank-you page OTO” mini script.

Structure:

Congratulate buyer.

Ask: “Want to see how I'd implement this for you?”

Show 3 bullets.

Add CTA to coaching or done-for-you option.

263. Create an “evergreen upsell reminder” email.
Send 3 days after front-end purchase.
Subject: “Still thinking about the upgrade?”

Body: recap benefit, add proof, soft deadline.

264. Build a “profit multiplier funnel map.”

Prompt Al to draw a visual funnel showing FE - OTO - OTO2 - DS —» Membership.

Add revenue model example with AOV estimate.

265. Write a “downsell empathy message.”
Example:
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‘| get it — the full upgrade might not be for you right now.
Here's a simplified version at a smaller price.”

Keep tone friendly, not pushy.

266. Create a “cross-sell upsell” connection prompt.
Suggest related offers (e.g., list-building upsell after funnel training).
Provide prompt for Al to recommend 5 logical cross-sells based on user behavior.

267. Write a “thank-you + upsell confirmation” email.
Include: access details, next steps, link to additional bonuses, upsell recap.

268. Develop a “cart abandonment” follow-up for OTOs.

Email sequence:
e E1:"“Did you miss this?”
e E2: “Your bonus expires tonight.”

e ES3: “Final chance — after midnight it's gone.”

269. Create a “multi-product upsell logic flow.”

If user buys OTO1 but skips OTO2, show alternate path to OTO3 with “Custom Plan”
angle.

Include flowchart.

270. Write a “one-time upgrade announcement.”
Use on dashboard or members area.
Copy: “Upgrade once, get lifetime access to every future update.”
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Membership Site & Recurring Income Offers

271. Outline a full membership site business model.
Prompt Al to create a recurring offer roadmap including:

Membership tiers (Basic, Pro, Elite).

e Monthly deliverables (templates, coaching, tools).
e Churn-reduction strategies.

e Pricing recommendations ($19-$47/month).

¢ Retention bonuses after 3, 6, 12 months.

272. Write a “Founders Launch” email campaign for new memberships.
e Email 1: “I'm opening 20 Founder spots only.”
e Email 2: “Here’s what you get as a Founder.”

e Email 3: “Doors close tonight — after this, price doubles.”

Include urgency-driven CTA + lifetime pricing incentive.

273. Create a “membership onboarding sequence.”

3-email welcome flow:
1. Thank-you + login details.
2. Quick-start guide + community link.

3. Bonus reminder + upsell to annual plan.
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274. Write a “retention booster” email.

Send 2 weeks before renewal.

Subject: “Your next month’s drop is nearly ready.”
Body: tease what’s coming next month to reduce churn.

275. Develop a “recurring value calendar.”

LIS

Prompt: outline 12 months of fresh content themes (e.g., “Email Month,” “Traffic
Month,” “Product Month”).

Each includes deliverables: new templates, training, live calls.

276. Build a “reactivation offer” for expired members.
Copy idea:

“We miss you! Reactivate today and I'll give you instant access to this month’s bonus
vault.”

Add reactivation discount link + countdown timer.

277. Create a “price-lock” upgrade page.

Show monthly - annual comparison.
Headline: “Lock in 2 months free — before the next price increase.”

Add testimonial + guarantee reassurance.

278. Write a “member milestone celebration” email.
Example: “You've been with us 6 months — thank you!”

Include small bonus gift, social share CTA, and survey link.
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279. Develop a “community engagement” plan.
Prompts:

Weekly member poll topic ideas.

Monthly Q&A themes.

Automated welcome post templates.

“Member of the Month” announcement format.

280. Write a “churn survey” email.
Subject: “Quick question before you leave...”
Body: ask why they’re canceling (options: price, time, relevance).

Offer exit bonus or pause option to reduce refunds.

281. Build a “membership dashboard layout.”
Prompt Al to design:

Hero welcome banner.

Quick navigation cards (Modules, Bonuses, Support).

Featured content carousel.

“Next steps” checklist with completion tracker.

282. Write a “member-exclusive upsell” script.
Offer advanced bundle or private coaching.
Tone: insider-only (“Since you're already in the group, you get early access.”).

CTA: “Upgrade now and I'll unlock bonus modules instantly.”
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283. Develop a “continuity incentive” email.
Send 48 hours before renewal:
“‘Renew now and I'll unlock your bonus masterclass.”

Include clickable “Keep My Account Active” button.

284. Write a “cancel to pause” automation.”

If user clicks cancel — show popup:
“Would you rather pause your membership for 30 days instead?”

Include option to resume automatically.

285. Create a “members-only product vault” funnel.
Offer your membership base exclusive discounts on your other products.
Add prompt for generating monthly “vault updates” email template.

Tripwire Offers & Entry Funnels

286. Write a “tripwire funnel” plan for $7-$9 offers.
Flow:

1. Lead magnet - tripwire offer.

2. OTO - main course or bundle.

3. Follow-up email series.

Include conversion goals and page copy notes.
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287. Create a “tripwire page” layout prompt.
Sections:

e Headline: “Get [Outcome] for Just $7 Today.”

3 benefit bullets.

Timer bar.

“Add to Cart” button.

Bonus section + mini testimonial.

288. Write a “follow-up upsell” email for tripwire buyers.
Subject: “Ready to take this to the next level?”

Body: congratulate, reinforce result, then upsell to main offer.

289. Build a “traffic + tripwire combo.”

Combine paid ad - low-cost tripwire - 3-day follow-up.
Prompt Al to write ad copy, landing page, and follow-up email templates for one

niche.

290. Create 5 “tripwire bundle” name ideas.
Examples:

e “The List Builder Starter Kit.”

e “The Affiliate Jumpstart Pack.”

MARKETING POWERHOUSE: INTERNET MARKETING DOMINATION



e “The Traffic Toolkit.”
Include 1-line benefit statement for each.

Funnel Stacking & Evergreen Systems

291. Map a “multi-funnel ecosystem.”

Have Al outline how 3 funnels can work together: front-end -~ membership — high-
ticket.

Include diagram structure + traffic flow notes.

292, Write an “evergreen funnel email series.”

Day 1: “Your free training is ready.”
e Day 2: story-based value.

e Day 3: introduce paid offer.

e Day 4: proof + FAQ.

e Day 5: urgency push.
Each email includes subject line, tone, and CTA suggestion.

293. Build a “funnel refresh checklist.”

Quarterly tasks:
e Review conversion data.

e Replace outdated bonuses.
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e Update proof screenshots.
e Retest timers + delivery.

e Send “revamped” email announcement.

294, Develop a “hybrid funnel” strategy.

Blend live + evergreen elements:
e Live webinars for engagement.

e Evergreen replays for scale.
Include automation tags for both paths.

295. Create an “AOV booster funnel map.”

Prompt: design visual plan that includes order bump, downsell, recurring offer, and
bundle.

Include instructions for estimating revenue per buyer.

Swipe Files & Toolkit Creation

296. Build a “DFY Swipe File Vault.”

Prompt Al to organize email templates, ad copy, headlines, and funnel scripts into
labeled folders by topic.

Add spreadsheet index for quick reference.
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297. Create a “marketing toolkit bundle.”
Include: 10 email swipes, 5 headlines, 3 social posts, and a funnel outline.
Add prompt for generating version for different niches (affiliate, course, traffic).

298. Write a “toolkit sales page copy” framework.
Sections:

Headline: “Everything You Need to Launch in 24 Hours.”
e 3 benéefit bullets.

e Proof snippet (screenshots or testimonials).

e Bundle list with visuals.

e CTA with refund guarantee.

299. Develop a “content vault naming prompt.”
Generate 20 authority-sounding names for digital swipe vaults, such as:

e “The Conversion Library.”
e “The Swipe Bank.”
e “The Marketing Vault.”

e “Email Arsenal.”

Each with optional tagline.

300. Write a “bonus pack creation” template.
Structure for affiliates or vendors:

1. Bonus title + short benefit.
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Delivery format.

. Value justification.

. Access instructions.

Add checklist for compressing and hosting bonuses.
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Authority & Branding in Your Niche

People buy from people... and they buy from people they already know, like

and trust.
It's a core marketing principle, right?

But how do you get into that position yourself? How do you become a genuine go-to

authority in your niche?
That’'s what this final section is about!

You'll learn how to define your personal brand, craft your story, and develop a voice

that people recognize instantly.

The prompts in this chapter help you write posts that build trust, create “guru-style”
content that demonstrates expertise (although you definitely don’t have to be a
guru!), and share authentic stories that make people connect with you on a personal

level.

You'll also discover how to network with other marketers, recruit JV partners, and
create relationships that open doors for future collaborations and launches. Finally,
you'll learn how to showcase proof - testimonials, results, and community wins -

ethically and effectively, so your credibility grows with every campaign.
We think you'll love the prompts in this section. These are things that can really help

you to take your business to the next level and build a virtually unbreakable bond

with your audience.

MARKETING POWERHOUSE: INTERNET MARKETING DOMINATION



Expert Positioning & Personal Branding

301. Craft your personal brand positioning statement.

Prompt Al to generate a clear statement answering:
e Who you help (your audience).
e What you help them achieve (core promise).

e Why you're different (unique mechanism or story).
Example: “I help affiliate marketers turn small lists into consistent income

using ethical, evergreen funnels.”

302. Write your “personal story pitch” for about pages and JV introductions.
Include:

Early struggle or “origin moment.”
e Turning point discovery.
e What you learned and now teach.

e Mission or belief statement.

Keep it conversational and under 250 words.

303. Develop your “3 Brand Pillars.”
List the 3 themes you want to be known for — e.g., traffic, funnels, and automation.
For each, include:

e Core message.

e Example product.
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e Story or experience that proves credibility.

304. Create your “brand voice” prompt.
Ask Al to analyze your current writing and generate tone guidelines for all future
posts or emails.

Example output: “Direct, no fluff, slightly humorous, focuses on results.”

305. Write your social bio using the 4-part formula.
e Who you help.
e What result you deliver.
e Proof or authority cue.

e Personality hook or call to action.
Example: “Helping 5K+ affiliates scale to 6 figures | Coffee addict ® | Free

toolkit £4.”

306. Create a personal tagline that sells your expertise.
Have Al generate 10 short taglines (<10 words).

Examples:
e “Results Without the Hype.”
e “Funnels. Freedom. Follow-Through.”

e “Make Money Online — The Smart Way.”
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307. Write your “brand story framework.”
Prompt for a 3-act structure:

e Act 1: The struggle (your starting point).
e Act 2: The shift (the discovery or system).

e Act 3: The success (the result and your mission to teach it).
Add short moral or “lesson learned.”

308. Develop your personal “content manifesto.”

Outline your brand’s stance on integrity, transparency, and authenticity in the MMO
space.

Example: “I don’t promote anything | wouldn’t personally buy. | believe in teaching
real-world results, not theory.”

309. Write your “about video” script.

1-minute introduction video format:
e Start with relatable story.
e Define who you help.
e Share one key result.

e Invite viewers to join your community or email list.

310. Create a brand consistency checklist.

Ensure fonts, colors, tone, and logo style are identical across:
e Sales pages.

e JV pages.
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e Emails.

e Social posts.

Add note: use Al to generate visual brand kit from examples.

311. Write 10 “personal insight” post ideas.
Examples:

e “What I'd do differently if | started again.”
e “The biggest myth about affiliate marketing.”

e “The mindset shift that made me consistent.”
Each designed to build connection and trust.

312. Develop your “signature framework.”
Give your process a branded name (e.g., “The 3C Profit Formula: Capture, Convert,
Compound”).

Prompt Al to generate naming options and 3-step model explanations.

313. Write a 90-day “authority-building” content plan.

Outline 12 weekly topics: 4 educational, 4 storytelling, 4 promotional.

Include posting cadence and repurposing flow (YouTube - blog — email - reel).

314. Build a “personal brand website wireframe.”
Sections:

e Hero (headline + CTA).
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e About section with story.
e Featured products.

e Testimonials.

e Blog.

e Join my list (opt-in).

315. Create a “brand tone” control prompt.
Ask Al: “Rewrite this copy in my brand voice: friendly, direct, results-oriented, non-

hypey.”
Useful for all future emails, ads, or pages.

316. Write your “mission statement” for your IM business.
Example: “To help digital marketers create predictable income systems through

ethical online selling.”

317. Develop a “brand proof” checklist.
e Testimonials (3 minimum).
e Screenshots (results, not revenue claims).
e Video clips.
e Case studies.

e Awards or milestones.

MARKETING POWERHOUSE: INTERNET MARKETING DOMINATION



318. Write your “brand slogan evolution.”
Brainstorm how your tagline can evolve as your business grows (e.g., from “Launch

Faster” to “Scale Smarter”).

319. Create a “personal authority growth tracker.”
Spreadsheet columns: followers, sales, engagement, brand mentions, JV invites,
testimonial count.

Review monthly to track credibility metrics.

320. Write a “press bio” for guest appearances or podcasts.
Include 3rd-person summary (under 120 words): background, niche focus, and value

promise.

Authority Content & “Guru-Style” Marketing

321. Build a “guru-style content calendar.”
30-day plan combining:

Case studies (results).
e Value posts (tutorials).

e Opinion pieces (industry takes).

e Offers (soft pitches).

Include repurpose suggestions (social - YouTube - blog).
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322. Write a “results-style” case study post.

Format:
1. Headline: “How I Got [Result] Without [Pain].”
2. Screenshot with disclaimer.
3. Step-by-step explanation.

4. CTA to your training or tool.

323. Create 10 “authority proof” content ideas.

Examples:
e “Behind the scenes of my best-performing email.”
e “Afunnel teardown of my last launch.”

“‘How | fixed my 7% refund rate.”

324. Write a “lesson learned” storytelling post.
Start with a mistake or failure, share the key takeaway, and end with actionable
advice.

325. Develop a “weekly wisdom” email series.
Template: 1 story, 1 tip, 1 takeaway.
Each under 350 words and ends with a light CTA to your offer.

326. Write 10 polarizing “authority opinions.”

Examples:
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e “Stop building funnels until you’ve built an audience.”
e “You don’t need a $2,000 course to make your first sale.”

¢ “Automation won’t save a bad offer.”

327. Create a “before-and-after” authority post.
Side-by-side screenshots of old vs. new results or design.
Include caption: “What changed? Focus.”

328. Write 5 “mini tutorials” for social posts.
Each teaches one practical skill in 3 bullets:

e Hook (problem).
o Steps.

e CTA: “Save this post.”

329. Develop a “weekly results recap” email format.

Include:
e What you tested this week.
e What worked.
e What didn’t.

e Lesson learned.

End with CTA to relevant product.
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330. Write a “how I’'d do it differently” post.
Reflect on one launch or product, share hindsight lessons, and mention how your

process evolved.

331. Build a “social proof drip” strategy.
Each week post one screenshot, testimonial, or milestone.

Rotate types: email stats, engagement proof, community wins.

332. Create a “framework spotlight” post.
Example: “My 3-Step System for Writing 1-Day Funnels.”
Include bullets: what it is, why it works, CTA to free training.

333. Write 5 “micro authority” tweets or threads.
Each begins with contrarian insight and ends with actionable advice.
Example: “Stop trying to be everywhere. Be excellent in one place, and your

audience will follow.”

334. Develop a “signature teaching post.”
Explain your core methodology visually (diagram or carousel).

Add simple tagline like “Save this — this is my entire process.”

335. Write your “content system” overview.

Describe how your posts — email list - product sales funnel connect.

Include flowchart prompt.
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336. Create a “newsletter welcome” template.
Structure:

1. Welcome message.
2. Quick background story.
3. What to expect.

4. Link to 3 best resources.

337. Write a “live Q&A script.”

Format:
e 3 pre-seeded questions.
e 2 audience questions.

e Closing CTA.
Add notes for pacing and engagement.

338. Develop a “content batching” schedule.
Plan to create 4 pieces of content every Monday for the week ahead.
Prompt Al to automate topic generation using your niche keywords.

339. Create a “social growth system.”
Combine short-form posts, long-form blog articles, and email repurposing.
Include call-to-action prompts at the end of every post.

340. Write your “weekly authority checklist.”

Checklist includes:
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1 post showing proof.

1 post teaching.

1 story post.

1 email promoting.

Storytelling & Relatability Frameworks

341. Write your “origin story” email.

Structure:
1. Opening: how you got started (your “before” moment).
2. Conflict: the mistakes or setbacks you faced.
3. Turning point: discovery or strategy that changed things.

4. Resolution: success, transformation, and new mission.

End with CTA: “If you’re on the same path | was, here’s what helped me.”

342. Create a “failure story” post.

Prompt Al to help you write a relatable story about a mistake (e.g., “My first product
flop”) and what it taught you.

Include 3 key lessons + soft CTA: “Don’t repeat my mistake — use this checklist
instead.”

343. Develop 10 “relatable story angles” for the MMO niche.

Examples:
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e The first time | made a $5 commission.

e The day | nearly quit.

e My biggest tech disaster (and what | learned).
e How | handled refund requests.

e Why | stopped chasing shiny objects.

344. Write a “rags-to-results” mini story for your sales page.
Use short, conversational sentences.

Example flow:
e ‘| was stuck refreshing my WarriorPlus stats every 10 minutes.”
e “Then | discovered a system that actually worked.”

e “Now, | teach others how to do the same.”

345. Build a “story library” prompt.
Ask Al to catalogue 20 short anecdotes from your journey. Tag them by emotion

(failure, victory, insight, funny) and audience purpose (trust, relatability, credibility).

346. Create a “micro-story” email series.
Each email under 250 words, ending with one actionable takeaway.

Example: “How one follow-up email turned $0 into $127 overnight.”

347. Write a “turning point” story for your about page.
Use this prompt:

“Describe the moment you realized your old way wasn’t working — and how one
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insight changed your approach forever.”

Follow with one takeaway the reader can apply.

348. Develop a “daily life” content prompt.
Examples:

e “What my morning looks like as a full-time marketer.”

e “Why I still reply to every customer email personally.”
Add friendly, “talking-to-a-friend” tone.

349. Write your “why | do this” story.
Prompt Al: “Write an authentic paragraph explaining why | help people build online
businesses, without sounding fake or guru-like.”

350. Create a “student transformation” case story.
Structure:

1. The student’s problem.
2. What they implemented.
3. The result.

4. The takeaway lesson.

Add proof (testimonial or screenshot).

351. Write 3 “event story” prompts.
Examples:

“What I learned from my first launch.”
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e “The biggest surprise from my latest promo.”

e “The one lesson from hitting #1 on WarriorPlus.”
Each ends with actionable insight.

352. Develop a “lesson from my mentor” story post.
Template:

e What they said.
e Why it mattered.
e How it changed your approach.

e The result after applying it.

353. Write a “behind-the-scenes” story email.
Show part of your process or decision-making — e.g., how you chose your next
product idea.

Tone: transparent and conversational.

354. Create a “mission-based” story.
Prompt: “Write a heartfelt message explaining the bigger mission behind my
business — beyond just sales or income.”

Add 1-2 sentences about community impact or student success.

355. Build a “story prompts generator.”
Ask Al to generate 50 new story ideas across 5 emotions (inspiration, frustration,
humor, surprise, pride) to keep content fresh for the year.
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JV Networking & Partnership Building

356. Write a “JV outreach introduction” message.

Template:

Greet by name.

e Compliment their latest launch or product.

e Introduce yourself and your audience.

e Suggest collaboration (reciprocal promos, bundle feature, interview).

e Close politely with no pressure: “Would you be open to a quick chat next

week?”

357. Create a “partnership proposal” email.
Include:

e Purpose (e.g., bundle deal, co-launch, recurring collab).
e What you’ll bring (audience size, bonuses, expertise).
e Benefits for them (sales, exposure, trust).

e Simple CTA: “If this sounds good, let’s hop on a 15-min call.”

358. Develop a “JV tracking spreadsheet.”

Columns: Partner name, product promoted, date, EPC, payout, follow-up, reciprocity
status.

Add a color code: green = active, orange = pending, red = inactive.
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359. Write a “JV follow-up thank-you” message.
Send after launch ends.

Template:
e Gratitude (“Thanks again for pushing so hard”).
e Quick recap of results.

e Future invite ("Would love to support your next one”).

360. Create a “cross-promotion calendar.”
Prompt Al to help map 12 months of joint promos — one collaboration per month

(launches, interviews, guest trainings).

361. Write a “bundle partner pitch.”
Copy:

“I'm putting together a curated bundle of courses for marketers. Would you be open
to including one of your products? You'll get exposure to [X size] audience, and I'll

feature your links.”

362. Develop a “JV interview invitation script.”

Template:

“‘Hey [Name], I'm hosting a short video series featuring successful online marketers.
You’d be a great fit — we’ll talk about your journey and tips for affiliates. Interested?”

363. Create 5 “networking icebreaker” messages.
Examples:
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e “Loved your latest funnel breakdown — great angle on the lead magnet.”

e ‘I saw your post on list-building — curious what software you’re using.”

Keep it natural, not transactional.

364. Write a “reciprocal promo tracker.”
System to track who's promoted your product and who you owe a mail back to.
Include reminder automation after 30 days.

365. Build a “JV resource vaulit.”
Private folder containing:

e Swipe copy templates.
e Past launch stats.
e JV testimonials.

e Sample videos.
Use as proof and recruitment leverage for future partnerships.

Trust-Building, Proof & Social Credibility

366. Write a “testimonial request email.”
Subject: “Quick favor — your feedback means a lot.”
Body:

e Thank buyer by name.

e Ask for 2—-3 sentences about their experience.
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o Offer optional incentive (bonus credit, feature mention).

367. Create 5 “testimonial showcase” formats.
e Screenshot collage.
e Carousel with student quotes.
e Video testimonial mashup.
e Case study blog.

e “Wall of Wins” members page.

368. Write a “social proof integration plan.”

Include:
e Testimonials on checkout pages.
e Proof banners on opt-ins.
e Quote blocks in emails.

e Short “as seen in” line under your bio.

369. Develop a “proof policy.”
Prompt Al: “Write ethical guidelines for showing income or results in marketing
without breaking platform rules.”

Include disclaimers and focus on customer outcomes, not earnings.

370. Write 10 “credibility signal” post ideas.
Examples:

MARKETING POWERHOUSE: INTERNET MARKETING DOMINATION



e “Just finished a training with [industry name].”
e “Got invited to collaborate on [event].”

e “Honored to hit #1 on WarriorPlus today.”

Each uses gratitude and humility, not bragging.

371. Create a “testimonial rotation system.”
Set automation to cycle proof snippets every 30 days in emails and funnels to keep
content fresh.

372. Write your “proof story email.”

Structure:
1. Setup (what you tried).
2. Result (specific outcome).
3. Lesson (what others can learn).

4. CTA to related product.

373. Build a “trust-building nurture sequence.”

5-email flow:
1. Welcome story.
2. Valuable tip.
3. Case study.
4. Common myth debunked.

5. Offer introduction.

MARKETING POWERHOUSE: INTERNET MARKETING DOMINATION



374. Write a “community milestone” announcement.

Example:

“We just crossed 5,000 members in our group! To celebrate, I'm giving away 5 free
coaching calls.”
Include visual and gratitude tone.

375. Develop a “credibility assets checklist.”
e Testimonials (5+).
e Proof screenshots (with context).
e Case studies.
e Interviews or mentions.

e Media kit with bio + logo.
Add section for quarterly updates.
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It’s Your Time to Succeed!

Every internet marketer starts somewhere.
For some, it begins with curiosity... That spark of “maybe | could do this too.” For
others, it starts with frustration and being tired of seeing others succeed while they’re

still figuring it out.

But what separates those who try from those who succeed isn’t luck. It’s

clarity, direction, and action.

And we hope this is exactly what this prompt pack has given you.

You now have everything you need to move beyond theory and start building a real,

sustainable business...

One that grows with you and enables you to finally earn an online income.

You’ve got prompts that help you attract traffic, convert leads, create offers, and turn
your knowledge into income. You’ve got frameworks that simplify complex ideas and
make you think like a professional marketer.

But more than that, you’ve got momentum.

The fact that you'’re here reading this, studying, learning, planning, puts you ahead of

90% of people who say they want success but never commit to it.
From here, it's all about taking what you've learned and applying it... consistently.

Don’t wait for everything to be perfect. Perfection never built a business; progress
did. Start with one idea, one offer, one funnel, one email, and refine as you go.
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Because every major marketer you admire once stood where you are now. Unsure.
Hopeful. Hungry for more. And they made the same choice you're making today... to
take the next step.

The path to success in this industry isn’t a mystery. It's a process. And with the
Internet Marketing Domination Pack in your hands, you’ve got the process mapped
out for you step by step.

So take a deep breath, trust your instincts, and move forward.

You’ve got the tools. You've got the plan.

Now it’s time to make it happen.
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