
Anatomy	of	a
$7,100	Weekend
A	CASE	STUDY	ON	MORGAN'S	 JULY	4	SALE

Analyzed	and	written	by	Claude	—	Anthropic's	AI	—	from	the	original	emails,	stories,	and	broadcast	messages.

Over	four	days	in	July,	a	sitewide	50%-off	sale	brought	in	more	than	$7,100	from	products
priced	between	$8.50	and	$250.	It	was	assembled	in	roughly	thirty	minutes.	Nothing	was
posted	to	the	feed.	The	woman	running	it	was	at	Disney	World	with	her	husband	and	three
children.

Morgan	asked	me	to	pull	the	whole	thing	apart	and	tell	her	why	it	worked.	She	handed	over	everything:
eight	emails,	the	announcement	story,	the	broadcast-channel	close.	I	read	all	of	it	before	I	formed	an
opinion,	and	a	few	of	the	things	I	found	were	not	things	she'd	have	told	you	about	herself,	because	they
weren't	decisions.	They	were	instincts,	and	instincts	are	invisible	from	the	inside.

What	follows	is	what	a	sale	looks	like	when	you	take	it	apart.	The	discount	is	the	least	interesting	part	of
it.

THE 	QUEST ION 	WORTH 	ASK ING

Start	with	the	fact	that	doesn't	fit.

Most	of	these	products	cost	between	$8.50	and	$47.	Half	off	a	$17	product	saves	a	person	eight	dollars
and	fifty	cents.	Nobody	sits	on	a	purchase	for	weeks,	agonizing,	and	then	buys	the	moment	it	drops	to
$8.50.	That	is	not	how	anyone	has	ever	behaved.

So	the	discount	didn't	cause	the	sales.	Something	else	did,	and	the	discount	happened	to	be	in	the	room
when	it	happened.

The	discount	wasn't	the	offer.	It	was	the	permission	slip.

These	were	people	who	had	already	been	circling.	What	they	lacked	wasn't	a	lower	price	—	it	was	a	reason
to	stop	circling	today.	July	4th	supplied	the	reason.	The	50%	just	made	the	reason	legible	at	a	glance,	on	a
phone,	on	a	holiday	weekend,	in	about	a	second	and	a	half.

This	distinction	is	not	academic.	It	determines	what	you	do	next	time.

If	you	believe	the	discount	did	the	work,	you	will	run	a	deeper	discount	next	time,	and	you	will	be	confused
when	it	converts	worse.	You'll	conclude	your	audience	is	cheap.	You'll	be	wrong.

If	you	understand	it	was	the	occasion,	you'll	start	looking	for	occasions	—	and	you'll	find	one	nearly	every
month.	Most	of	them	don't	require	discounting	at	all.

Here	is	the	evidence,	and	it's	overwhelming.	Morgan	sent	eight	emails.	Six	of	them	don't	lead	with	the



sale.	They	lead	with	a	life,	or	with	a	problem.	If	the	price	were	the	product,	that	would	be	a	deranged	way
to	sell	it.

WHAT 	SHE 	ACTUALLY 	SENT

DAY SUBJECT	LINE WHAT	THE	EMAIL	IS	ACTUALLY	ABOUT

Sat Half	off	EVERYTHING	for	July	4 Fireworks	with	your	family.	Phone	dinging	with	sales	while	you	eat	potato
salad.	The	sale	appears	in	the	last	three	lines.

Sat THE	mouse	says	HI "I	sent	an	email	a	few	hours	ago	and	then	drove	straight	to	Disney."
Admits	the	double-send,	then	jokes	that	your	inbox	is	as	bad	as	hers.

Sun The	life	that	IG	built Woke	up	at	Disney.	Three	excited	kids.	A	husband	who	doesn't	have	to
rush	back	to	work.	Then:	this	is	the	system.

Sun Getting	paid…in	a	lazy	river Floating	down	the	lazy	river	right	now	—	and	then	admits,	in	a
parenthetical,	that	the	email	is	pre-scheduled.

Sun Nobody	wants	your	product A	complete	lesson,	given	away.	Hair	product.	Sourdough	guide.	Dog
training.	The	sale	gets	one	line	at	the	bottom.

Mon Are	your	WORDS	holding	you	back? Not	audience	size.	Not	posting	frequency.	Not	niche.	The	words.	Deadline
stated	plainly	for	the	first	time.

Mon THIS	is	my	super	power Batch	a	month	of	content	in	one	sitting.	Four	AI	assistants,	named
individually.	The	most	concrete	email	of	the	eight.

Mon LAST	CALL	to… Four	"last	call	to	[outcome]"	lines.	Not	one	of	them	says	"last	call	to	buy."

Read	the	right-hand	column	on	its	own.	Two	emails	sell	a	sale.	Three	sell	a	life.	Three	sell	a	problem.



E IGHT 	MECHAN ISMS , 	AND 	WHY 	EACH 	ONE 	WORKS

1.	The	proof	and	the	pitch	were	the	same	sentence
The	first	story	slide,	before	anyone	knew	a	sale	existed:

"we	are	headed	out	the	door	for	a	last	minute	family	vacation	(paid	for	by	digital	products	�)"

Everything	hinges	on	that	parenthetical.	It	is	the	entire	sales	argument,	and	it	arrives	disguised	as	a
throwaway.

Why	it	works:	a	claim	invites	evaluation.	If	Morgan	had	written	"my	digital	products	generate	passive
income,"	a	reader's	mind	would	immediately	start	doing	the	thing	minds	do	—	says	who,	how	much,	for
how	long,	is	she	exaggerating.	The	sentence	would	enter	the	part	of	the	brain	where	advertising	goes	to
be	resisted.

But	"we	are	headed	out	the	door"	is	not	a	claim.	It's	a	fact	about	where	a	person	is	standing.	And	the
parenthetical	attaches	the	product	to	the	fact	without	ever	asserting	anything.	Nobody	argues	with	a	trip.
There's	nothing	there	to	argue	with.

The	same	move	recurs:	"the	ENTIRE	system	that	paid	for	this	trip."	Again,	the	trip	is	doing	the
persuading.	Morgan	is	just	narrating.

Most	people	sell	an	outcome	in	the	abstract,	then	look	for	proof.	Morgan	inverted	it.	She	stood	inside	the
outcome	for	four	days	and	let	the	sale	be	the	way	to	buy	it.

2.	Eight	emails	in	four	days	should	have	burned	the	list.	It	didn't.
Eight	sends	in	seventy-two	hours	is	a	lot.	On	paper	it's	an	unsubscribe	event.	Here's	why	it	wasn't.

It	wasn't	eight	emails.	It	was	one	story	in	eight	installments	—	and	every	installment	is	anchored	to	a
moment	happening	now:

headed	out	the	door…	drove	straight	to	Disney…	woke	up	this	morning…	floating	down	the	lazy	river
now…

Why	it	works:	a	reader	tolerates	volume	in	proportion	to	how	much	each	message	answers	the	last	one.
Eight	independent	pitches	read	as	eight	demands.	Eight	chapters	read	as	a	story,	and	a	story	creates	the
thing	that	pitches	destroy:	the	desire	to	know	what	happens	next.

Notice	that	every	email	opens	somewhere	new.	She	leaves.	She	arrives.	She	wakes	up.	She's	in	the	water.
Nothing	in	the	sequence	repeats	a	location,	and	so	nothing	in	the	sequence	feels	like	a	repeat.

This	is	also,	incidentally,	why	the	second	Saturday	email	works.	Its	entire	premise	is	I	left	and	now	I'm
here.	The	story	moved.	That's	the	permission	to	email	again.

3.	She	broke	her	own	illusion,	deliberately,	before	anyone	else	could
The	lazy	river	email	opens	like	this:

"floating	down	the	lazy	river	now,	thinking	of	you.	(don't	worry,	this	email	is	a	pre-scheduled	email,	but	I
AM	ALWAYS	thinking	of	you!	�)"



Why	it	works:	a	reader	is	already,	on	some	low	level,	calculating.	She	isn't	typing	this	from	an	inner	tube.
The	doubt	is	going	to	arrive.	The	only	question	is	who	gets	there	first.

If	the	reader	gets	there	first,	she	has	caught	Morgan	in	a	small	dishonesty,	and	every	sentence	after	it	is
now	suspect.	If	Morgan	gets	there	first,	the	doubt	never	forms	as	a	doubt	—	it	arrives	already	answered,
wearing	a	joke.

The	cost	of	the	confession	is	nothing.	The	return	is	that	everything	else	in	the	email	becomes	more
believable,	because	the	one	implausible	thing	got	named	voluntarily.	A	person	who	volunteers	the
unflattering	detail	is	assumed	to	be	telling	the	truth	about	the	rest.

The	identical	move	appears	in	Saturday's	second	email:	"if	your	inbox	looks	anything	like	mine,	you	missed
it	�."	The	objection	—	why	are	you	emailing	me	twice	in	one	day	—	gets	handled	by	agreeing	with	it,	and
by	making	it	about	her	inbox	rather	than	the	reader's	patience.

4.	One	email	gave	everything	away	and	asked	for	nothing
"Nobody	wants	your	product"	is	a	complete,	self-contained	lesson.	Four	worked	examples,	none	of	them
from	Morgan's	industry:

"you're	not	selling	a	hair	product	�	you're	selling	thicker,	fuller,	more	confident	hair	days."

"you're	not	selling	a	sourdough	guide	�	you're	selling	the	smell	of	fresh	bread	and	the	look	on	your
family's	face	when	you	pull	it	out	of	the	oven."

"you're	not	selling	a	dog	training	program	�	you're	selling	walks	without	embarrassment	and	a	dog	that
actually	comes	when	you	call."

Then	the	principle,	portable	enough	to	repeat	to	a	friend:	"nobody	buys	the	thing	�	they	buy	what	they
KNOW	the	thing	will	do	for	them."

Someone	could	screenshot	that	email,	never	buy	anything,	and	still	have	received	something	real.	Which	is
precisely	why	it	works.

Why	it	works:	the	email	is	not	an	argument	that	Morgan	is	worth	buying	from.	It	is	a	demonstration	of	it.
Every	other	email	in	the	sequence	describes	what	her	product	does.	This	one	performs	it,	at	no	charge,	in
public.

If	you	send	eight	emails	and	all	eight	ask	for	money,	you	have	sent	eight	asks.

If	one	of	them	just	gives,	you	have	sent	seven	asks	and	one	reason	to	trust	the	asks.

Placement	matters	too.	It	lands	fifth	—	after	the	announcement	has	been	made	twice	and	before	the
closing	sequence	begins.	It	arrives	exactly	when	a	reader	is	starting	to	feel	sold	to,	and	it	resets	the
relationship	right	before	the	three	hardest	emails.

5.	Specificity	escalated.	Volume	didn't.
Track	what	is	actually	on	offer	as	the	deadline	approaches:

Saturday:	"everything	in	my	shop"

Sunday:	"my	entire	7	figure	system	for	sales,	the	sales	psychology,	the	content	system"



Monday:	"four	AI	batching	assistants…	one	for	stories.	one	for	carousels.	one	for	reels.	one	for	emails."

The	final	day	is	the	most	concrete	day.	This	is	backwards	from	how	virtually	everyone	runs	a	close,	which
is:	detailed	at	launch,	then	LAST	CHANCE	in	escalating	capitals	until	the	cart	shuts.

Why	it	works:	at	the	end	of	a	sale	you	are	not	talking	to	new	people.	You	are	talking	to	people	who	have
read	six	emails	and	are	still	deciding.	Volume	doesn't	help	someone	decide.	It	only	tells	her	you're	anxious,
and	anxiety	is	contagious	in	the	wrong	direction.

What	helps	her	decide	is	knowing,	concretely,	what	she	will	possess	tomorrow	morning.	"Everything	in	my
shop"	is	not	a	thing	anyone	can	picture.	"One	for	stories,	one	for	carousels,	one	for	reels,	one	for	emails"	is
four	objects	she	can	hold.

And	when	urgency	finally	does	arrive,	it	is	stated	as	a	flat	fact.	"11:59pm	eastern."	No	timer	language.	No
manufactured	scarcity.	No	"spots."

A	deadline	that	is	simply	true	does	not	need	to	be	performed.	Performing	it	is	what	signals	that	it
might	not	be	true.

6.	The	last	call	was	a	menu	of	outcomes,	not	an	ask
The	final	email	is	four	lines.	Each	begins	the	same	way	and	ends	somewhere	different:

"last	call	to	learn	how	to	wake	up	to	sales	from	people	you've	never	spoken	to."

"last	call	to	batch	a	month	of	content	in	one	sitting	that	actually	converts."

"last	call	to	finally	understand	why	your	audience	watches	but	doesn't	buy	and	exactly	how	to	fix	it."

"last	call	to	build	the	kind	of	business	that	runs	while	you're	floating	down	a	lazy	river	or	watching
fireworks	with	Mickey	Mouse.	�"

Not	one	of	them	says	last	call	to	buy.

Why	it	works:	"last	call	to	buy"	attaches	the	urgency	to	Morgan's	cart.	Every	one	of	these	attaches	it	to
something	the	reader	already	wants.	The	deadline	stops	being	about	her	losing	a	discount	and	becomes
about	her	not	getting	the	thing.

Note	also	that	the	fourth	line	closes	the	loop	on	the	entire	weekend.	The	sequence	began	with	a	woman
leaving	for	a	vacation	and	ends	with	an	invitation	to	have	one.	It's	a	story	with	an	ending.

The	broadcast-channel	close	did	the	same	work,	structurally,	but	attached	products	to	it:

"If	you	want	to	start	making	more	consistent	sales	from	the	offer	you	already	have	→	Stress	Free	Sales."

"If	you	haven't	started	yet	→	Clueless	to	Cashflow."

"Want	to	activate	your	audience	through	stories?	→	Same	Day	Sales."

This	solves	the	hardest	problem	in	a	sitewide	sale.	A	catalog	of	many	products	silently	asks	the	buyer	to
diagnose	herself	—	which	one	am	I?	—	and	a	buyer	who	has	to	diagnose	herself	doesn't	buy.	She	closes
the	tab	and	feels	slightly	stupid,	and	she	blames	the	tab.

Sorting	by	situation	rather	than	by	product	does	the	diagnosis	for	her.	She	recognizes	her	own	life	in	one
of	the	lines,	and	the	product	is	already	attached	to	it.	Three	products,	three	situations,	no	overlap.



7.	The	story	had	no	link.	It	had	a	machine.
Every	email	carried	a	direct	link.	[shop	the	sale]	—	one	tap,	straight	to	checkout.

The	announcement	story	carried	none.	"reply	JULY4	and	I'll	send	you	the	link."

This	looks	like	friction.	It	is	the	opposite.	Here	is	the	entire	automated	exchange	that	ran,	unattended,
every	time	someone	typed	the	word:

Her:	July4

The	bot:	Hey	there!	�	Just	to	double	check	first,	did	you	want	the	link	to	checkout	the	JULY	4	SALE?!	�
[	button:	CLICK	FOR:	YES!	]

Her:	[taps	the	button]

The	bot:	You	got	it!	What's	your	email	address?

Her:	[types	her	email]

The	bot:	Ok,	got	it!	Click	the	link	below	to	shop!
if	you	aren't	inside	of	my	Stress	Free	Sales	program,	this	is	an	INSANEEEEE	deal	and	a	great	time	to	come
join	us!	(if	you	need	a	system	that	brings	you	high	quality	leads	and	consistent	sales,	of	course)
[	button:	CLICK	HERE	]

Ten	seconds.	Two	taps	and	an	email	address.	And	in	those	ten	seconds	a	person	who	was	about	to	scroll
past	a	story	became	a	name	on	a	list	that	Morgan	will	still	own	in	five	years.

Why	it	works	—	the	whole	flow,	step	by	step:

The	double-check	is	not	redundant.	She	just	typed	the	keyword.	Of	course	she	wants	the	link.	So	why
ask?

Because	a	button	tap	is	a	second	yes.	By	the	time	the	email	question	arrives,	she	has	agreed	twice,	and
each	agreement	makes	the	next	one	cheaper.	Somebody	who	has	said	yes	twice	does	not	experience	the
third	request	as	an	imposition;	she	experiences	it	as	continuing	something	she	started.	The	step	that	looks
like	it	wastes	her	time	is	the	step	that	gets	her	email.

It	also	quietly	filters	out	accidental	replies,	keyword	typos,	and	people	who	tapped	the	story	sticker	by
mistake	—	and	it	gives	Meta	the	explicit	interaction	it	wants	before	a	business	account	keeps	talking	to
someone.

The	order	of	the	next	two	lines	is	the	whole	game.

"You	got	it!	What's	your	email	address?"

She	is	told	she	has	the	thing	before	she	is	asked	to	pay	for	it.	Past	tense.	Already	done.	The	email	address
is	not	a	price	—	it's	an	administrative	detail	on	the	way	to	something	she	already	owns.

Reverse	those	two	sentences	—	"give	me	your	email	and	I'll	send	you	the	link"	—	and	it	becomes	a
transaction,	and	a	meaningful	number	of	people	decide	the	link	isn't	worth	it.	Same	two	facts,	same	two
seconds.	Different	outcome,	because	one	version	grants	and	then	asks,	and	the	other	asks	and	then
grants.

Nobody	says	"subscribe."	Not	"join	my	list,"	not	"opt	in,"	not	"get	on	my	newsletter."	Just	"What's	your
email	address?"	—	the	most	boring	sentence	available.	She	isn't	joining	anything.	She's	giving	an	address



so	a	thing	can	be	sent	to	it.	The	framing	is	so	mundane	there's	nothing	to	refuse.

The	final	message	sorts	rather	than	sells.	"if	you	aren't	inside	of	my	Stress	Free	Sales	program…"
Conditional.	It	doesn't	pitch	the	people	who	already	bought	it.	And	the	closing	parenthetical	—	"(if	you
need	a	system	that	brings	you	high	quality	leads	and	consistent	sales,	of	course)"	—	hands	the	reader	an
exit.	A	recommendation	that	tells	you	when	it	doesn't	apply	to	you	is	a	recommendation	you	can	believe.

And	"INSANEEEEE"	has	five	E's.	That	is	the	human	tell	in	an	automated	message,	and	it	is	doing	more
work	than	it	looks	like.	Nothing	about	this	exchange	reads	as	a	bot,	because	a	bot	would	have	spelled	it
correctly.

Why	this	one	section	matters	more	than	the	other	seven
A	link	in	a	story	produces	a	click.	A	click	produces	a	visitor.	A	visitor	who	doesn't	buy	produces	nothing	at
all	—	she's	gone,	and	you	never	learned	who	she	was.

The	keyword	produces	a	reply.	The	reply	triggers	the	machine.	The	machine	collects	an	email	address	and
then	delivers	the	link.	She	gets	exactly	what	she	came	for	and	has	no	sense	that	anything	was	taken.

The	sale	ends	Monday.	The	email	address	doesn't.

Every	person	who	typed	JULY4	and	didn't	buy	is	now	someone	Morgan	can	email	in	September,	at	full
price,	when	their	own	life	makes	the	offer	urgent.	The	sale	was	a	four-day	event.	The	list	it	built	is
permanent.

Note	also	the	asymmetry,	which	is	not	an	inconsistency.	The	emails	all	carried	direct	links,	because	those
readers	were	already	on	the	list	—	there	was	nothing	left	to	capture,	so	every	obstacle	came	out	and	the
sale	came	in.	The	story	made	them	type	a	word,	because	those	viewers	weren't	hers	yet.

The	rule	underneath	it:	in	a	channel	you	own,	remove	every	obstacle	between	reading	and	buying.	In	a
channel	you	rent,	add	the	one	small	step	that	converts	a	stranger	into	someone	you	own.

Instagram	can	change	its	algorithm	on	a	Tuesday.	The	broadcast	channel	exists	at	Meta's	pleasure.	The
list	is	hers.

And	there	is	one	more	thing	about	this	machine,	which	is	easy	to	miss	and	is	the	closest	thing	to	poetry	in
the	whole	campaign.	It	ran	the	entire	weekend,	by	itself,	while	Morgan	was	on	rides	and	in	a	lazy	river
with	her	phone	at	the	bottom	of	a	bag.	The	product	she	was	selling	promised	a	business	that	makes	money
while	you're	not	looking	at	it.

The	mechanism	selling	it	was	a	business	making	money	while	she	wasn't	looking	at	it.

8.	"I	just	remembered	I	have	free	will."
Eight	words	on	the	announcement	slide.	They	do	more	positioning	work	than	anything	else	in	the
campaign,	and	Morgan	almost	certainly	wrote	them	without	thinking	about	it.

Why	it	works:	the	single	thing	that	reliably	kills	a	flash	sale	is	the	smell	of	need.	Not	the	words	—	nobody
writes	"please	buy	this,	I	need	the	money."	It	leaks	through	tone.	Through	how	many	times	you	mention
the	deadline.	Through	the	exclamation	points.	Through	the	sense	that	something	is	riding	on	this.

A	person	who	needs	the	money	does	not	describe	her	own	sale	as	a	whim.



The	line	establishes,	before	any	pitch	has	landed,	that	this	sale	is	entirely	optional	for	the	person	running
it.	Which	is	precisely	what	makes	it	safe	to	buy	from.	Nobody	wants	to	be	the	customer	keeping	the	lights
on.	Everybody	wants	to	be	invited	to	something	that	was	going	to	happen	anyway.

Combined	with	the	parenthetical	eight	words	earlier	—	paid	for	by	digital	products	—	the	slide	has,	in	two
sentences	and	before	mentioning	a	price,	established	that	Morgan	is	on	vacation,	that	her	business	paid
for	it,	and	that	she	is	running	this	sale	for	fun.



WHAT 	MADE 	TH IS 	POSS IBLE , 	AND 	WHAT 	D IDN 'T

Any	honest	analysis	has	to	separate	the	structure	from	the	assets.	Here	are	the	assets:

A	warm	email	list	that	tolerates	eight	sends	in	four	days	without	revolting.

A	broadcast	channel	with	over	1,300	people	in	it.	The	last-call	message	alone	was	seen	by	231.

A	catalog	deep	enough	that	a	beginner	at	$8.50	and	a	serious	buyer	at	$250	both	found	something.	A
single	$997	course,	discounted	50%	sitewide,	would	have	made	three	sales	and	permanently	taught	the
list	that	the	price	is	a	suggestion.

Years	of	prior	content	establishing	that	the	woman	telling	you	her	business	runs	without	her	has	a
business	that	runs	without	her.

Someone	with	two	hundred	followers	and	one	product	runs	this	exact	playbook	and	makes	a	few	hundred
dollars.

That	is	not	a	failure	of	the	playbook.	It	is	the	same	machine	operating	at	a	smaller	scale,	and	it	compounds
in	exactly	the	same	way	—	because	the	keyword	captures	emails	whether	you	have	two	hundred	followers
or	twenty	thousand,	and	next	year's	list	is	built	out	of	this	year's	sales.

Anyone	who	describes	a	sale	structure	without	disclosing	their	list	size	is	selling	you	something.	The
structure	is	real.	The	multiplier	is	earned	separately.

TWO	TH INGS 	WORTH 	DO ING 	D IFFERENTLY

"The	lowest	price	it	will	ever	be"

Sunday's	email	contains	this	line.	It	is	a	strong	line	and	it	converts.

It	is	also	a	promise	that	must	now	be	honored	for	the	life	of	the	business.	The	first	Black	Friday	sale
at	50%	off	retroactively	converts	that	sentence	into	a	lie	—	told	to	the	specific	people	who	believed	it
and	bought	because	of	it.	Those	are	your	best	customers.	That's	who	the	line	costs	you.

"This	is	the	lowest	it's	been"	is	nearly	as	persuasive	and	remains	true	forever.

Sitewide,	no	exceptions,	is	a	wonderful	thing	to	do	once

A	deep	universal	discount	run	twice	a	year	is	an	event.	Run	quarterly,	it	teaches	a	rule:	never	buy	at
full	price.	Revenue	looks	flat	while	margin	quietly	collapses,	and	the	sale	that	used	to	feel	like	an
occasion	becomes	the	baseline	against	which	your	real	prices	look	like	a	mistake.

Occasions	are	the	renewable	resource	here,	not	discounts.	Most	occasions	will	happily	carry	a	bonus,
a	bundle,	or	a	deadline	instead	of	a	price	cut	—	and	the	July	4	sale	is	itself	the	proof,	because	the
discount	was	never	what	people	were	buying.

THE 	STRUCTURE , 	 EXTRACTED

Remove	the	holiday.	Remove	Disney.	Remove	the	discount.	What	remains	is	a	shape	that	runs	on	any



occasion,	with	any	product,	at	any	price:

1.	 Find	the	permission	slip.	A	date,	a	season,	a	milestone,	a	story.	Something	outside	yourself	that
makes	buying	today	make	sense.

2.	 Announce	from	inside	a	moment.	Not	"I'm	running	a	sale."	Something	you	are	physically	doing,	with
the	sale	attached	to	it.

3.	 Let	the	proof	be	a	fact,	not	a	claim.	Show	the	thing	your	offer	produces,	in	present	tense,	before	you
mention	the	offer.

4.	 Capture,	don't	just	link.	In	a	channel	you	rent,	make	them	type	a	word.	Confirm,	so	they've	said	yes
twice.	Grant	the	thing	in	past	tense	—	you	got	it	—	and	only	then	ask	for	the	email.	Deliver	in	ten
seconds.

5.	 Serialize.	Each	message	answers	the	one	before	it.	This	is	what	buys	the	right	to	send	more	than	two.

6.	Name	the	implausible	thing	yourself.	Before	the	reader	can.	It	costs	nothing	and	it	buys	the	rest.

7.	 Give	one	thing	away	completely.	One	message	that	teaches	a	whole	idea	and	asks	for	nothing.	It
pays	for	the	other	seven.

8.	 Get	more	specific	as	the	deadline	approaches.	Not	louder.	More	concrete.

9.	 Close	with	outcomes,	not	with	the	clock.	Say	the	deadline	once,	as	a	fact.	Then	stop.

10.	 Sort	by	situation	at	the	end.	If	she	has	to	work	out	which	product	is	hers,	she	won't.

Ten	steps.	About	thirty	minutes	of	setup.	The	rest	of	it	had	been	under	construction	for	years.

Sale	ran	July	4–7.	Eight	emails,	one	announcement	story,	one	broadcast	close.	Zero	feed	posts.	$7,100+	from	products	priced
$8.50–$250,	to	an	established	email	list	and	a	1,300-person	broadcast	channel.

Analysis	by	Claude	(Anthropic),	working	from	the	original	sent	emails,	the	announcement	story,	the	automated	keyword	flow,
and	the	broadcast	messages.	Nothing	in	this	document	is	reconstructed	or	imagined;	where	an	artifact	was	unavailable	it	is	not
described.


