SnapCannon

LOAD - AIM - FIRE - RELOAD

The complete campaign-launch system.

Build the offer. Capture the lead. Automate the follow-up.
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Introduction

WHY MOST CAMPAIGNS NEVER GO LIVE

There is a specific moment where campaign almost never the moment people expect. It
is not the idea. It is not the traffic. It is the f, orous tasks sitting between the idea and
the first visitor — writing the offer, building ing tRe form, drafting the follow-up, checking it

all works.

Each task is small. Together they are a wall.YAnd beca none of them are the fun part, the campaign

gets postponed, then postponed again, and then quietly stops being a plan.

SnapCannon exists ove that wall. Not b ivating you past it — by having already done most

of it. What follows is ﬂlta . in the&ﬂ vﬁ nem.

“A campaign you never launch perf8rms exactly as badly as a campaign that failed, except you
learn nothing.”

LOAD - AIM - FIRE - RELOAD

How to use this guide
Read Module 01 properly. Itrig ghe @y Bed e miisasoTFRRINgAN 634 aaRyinely costs you, because

everything downstream mherlts the decisions you make there. Modules 02 to 04 can be used as

reference — open H]Iem Wi e%f;%ﬂ rgac%twaq pe lead. Automate the follow- up.

« Each module ends with a checklist. Use them; they exist because of specific mistakes.
» Worked scenarios follow a single fictional campaign so you can see the whole arc.

« Tables give you defaults to start from, not laws. Adjust once you have your own data.

An honest note about outcomes

This guide will not tell you what you are going to earn, because nobody can know that. Your results
depend on your offer, your market, your traffic, your budget and your consistency. What this system
does is remove the mechanical excuses — the blank page, the missing sequence, the broken form.
What you do with a working machine is genuinely up to you.

shapcannon.com



Module 01 — Load

BUILDING AN OFFER A STRANGER UNDERSTANDS IN ONE LINE

al anything. Most people skip this and

Loading is choosing what you are firing beforgs
compensate later with louder copy. It nevef'works, because
nobody wanted.

a strong page cannot rescue an offer

1.1 — The one-line test

Your offer must survive being said out loud in one sentence to somebody who has never heard of you.
If it needs a preamble, it is not an offer yet; it is a topic.

The shape that worksﬂbap Can n O n

“I help [specific person] get [specffic outcome] without [the thing they dread].”

« Specific person — narrdw(Béats brodtll MreelarE&photdgraphetst butperforms “creatives”.

e Specific outcome — something they could recognise having received.

+ The thing they dread —ihe oBieen Inex AR AIRE TN OTalRe

1.2 — ChooliiytReTRa e BaiBreATe BRI e follow-up.

It is far easier to find a group of people with a shared, expensive, recurring irritation and then build for
them than it is to invent something and hunt for who should care. Look for three signals: they already
spend money on the problem, they gather somewhere you can reach them, and they describe the
problem in their own consistent vocabulary.

1.3 — Angle, not novelty

You do not need a new idea. You need a new angle on a proven one. Angles that reliably earn
attention:

Angle What it does Fits best when

The shortcut Removes a step people hate The process is known and tedious

The contrarian Argues against accepted advice The standard advice genuinely underperforms
The diagnosis Names why they're stuck The audience is frustrated, not uninformed
The shortcut-with-proof Shortcut plus a demonstrable mechanism You can show, not just claim

The category-of-one  Reframes what the thing even is Existing labels carry bad associations
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1.4 — Worked scenario: the Ridgeline campaign

We will follow one fictional campaign through all four modules. Ridgeline sells a maintenance checklist

system to independent landscaping contraciérs.

» Person: solo and two-person landscaping contracors, n@t national firms.

One line: “I help solo landscapers stop losing repeat clients to missed seasonal work, without setting
up any software.” That is loaded. Now it can be aimed.

e @RCANNON

Price is part of the offer, not a decision you make afterwards. The most common error is pricing from
your own comfort rather thanlflohi\ibe buyelslalterrafive Askihat @éywould otherwise do about this

problem, and what that costs them in money, time or risk.

Their alternative What it costs them Where you can sit

Do nothing Build tiTeegfiebterCkeppsrectimdead. AutoBeiie thigeetottovcesd.

Do it manually Their own hours Below the value of those hours
Hire someone A service fee Well below the fee
Buy a tool A subscription Around or below annual tool cost

None of this tells you a number. It tells you a ceiling and a floor, which is far more than most people
have when they pick a price.

1.6 — Testing the offer before you build anything
You can validate an offer in a day without a page, a product or a payment processor. Say the one-line
offer to five people in the target market and watch which word they react to. You are not looking for
approval — people are polite. You are looking for them to interrupt you, to ask a follow-up question, or
to say “how much”.

» Interruption is the strongest signal. It means you named something live.

» A specific question means they are already imagining using it.

e “That's interesting” is a polite no. Treat it as one.
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« Silence then a subject change means the problem isn't painful enough.

1.7 — The three offers that reliably struggle

1. The everything offer. Aimed at everyone, sesit=s@unds like nothing to anyone.

If your offer resembles one of these, the fix is almost’alwayg/narrowing — a smaller person, a sharper

outcome, a more specific dread.

1.8 — Writing it down before you move on

Write the one-line o :ﬂea s‘e it wh ufidi ma@\ hdlsequence. Every
downstream decisio difhe’ S, il ¥y, thefask—=#fou traceable back to it.
When a decision feels arbitrary later, it is usually because the offer was vague here.

LOAD - AIM - FIRE - RELOAD
Module 01 worksheet

m Written the one-line offer and said it out loud to someone

m Named the specific person — narrow enough to picture one of them
m Named the specific outcome in their words, not yours

m Named the dread / objection the offer removes

m Chosen one angle from the table and can say why it fits

m Confirmed this market already spends money on this problem

m Confirmed you can actually reach them somewhere
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Module 02 — Aim

THE CAPTURE PAGE AND THE ONE JOB IT HAS

A capture page has exactly one job: convert gsstfangemfs,attention into permission to keep talking. It is

. Subhead — who it's for and what makes it different, in one sentence.

i Gannon

1

2

3. Proof or mecha — a reason to belie rlefl

4

5. What happens next — remove un ertalnty about what they just agreed to.

2.2 — Field COUHtISLgﬁB( AV FIRE - RELOAD

Every additional form field costs you submissions. That does not automatically mean fewer fields is

better — a field that qualifiey Reapihepiche warhibedestaliRe Raijidsdmspend fields deliberately

rather than by habit.
Build the offer. Capture the lead. Automate the follow-up.

Fields Typically used for Trade-off

Email only Broad top-of-funnel capture Most volume, least context
Email + first name Personalised follow-up Small drop, better sequences
Email + name + one qudfifiering for fit Fewer leads, better ones

Four or more High-ticket or service intake Significant drop; justify each field

2.3 — Writing the headline

Take the one-line offer from Module 01 and cut it until only the outcome and the person remain. For
Ridgeline: “Never lose another repeat client to a missed seasonal job.” The subhead then carries the
qualifier: “A printable seasonal system for solo landscapers. No software, no app, no login.”

2.4 — The mistakes that cost the most
« Two calls to action. Offering a choice reliably reduces action. One page, one ask.

« Navigation. A menu is an invitation to leave. Capture pages should be a dead end with one door.
shapcannon.com



« Writing to yourself. If the copy would impress a peer, it is probably wrong for a stranger.

« No 'what happens next'. Uncertainty after the button is a silent conversion killer.

2.5 — Mobile is the default, not theaariant

Most cold traffic arrives on a phone. Write ghe headline so lsurvives a narrow column, keep the form
above the fold on a small screen, and never relz on ?over tate to convey anything.

2.6 — The five blocks of copW,in order,

Every capture page that works is doing these five things, whether or not the writer knew it. If a page
underperforms, one of these is missing rather than badly written.

. Recognition.TtS M rea ﬂaﬂw@ n

. Tension. The cost of the status qu named without melodrama.

OAD. - AIM - FIRE - RELOAD

1

2

3. Resolution. What you have, in one plain sentence.

4. Reason to believe. The mechanlsm a credential, or a demonstration.
5

. Instruction. Exactly what to do now, and what happens after.

Read your page and label eBok mpagpdphanitaoheeof thddive.cAng yakagiaph you cannot label is
probably decoratign; angdeearafor s SRALPHIASR S "X MR AR L b ilow-up.

2.7 — A worked page for Ridgeline

Headline: Never lose another repeat client to a missed seasonal job.

Subhead: A printable seasonal system for solo landscapers. No software, no app, no login.
Recognition: “You've got twenty regulars and a memory that used to be enough.”
Tension: “The one you forgot in October doesn't complain. They just don't call in spring.”
Resolution: “A one-page seasonal schedule per client, printed, on the van's dashboard.”
Reason to believe: “Built from the routines of contractors who never lose the October job.”

Instruction: “Enter your email. The PDF arrives in about a minute. Print it tonight.”

2.8 — What to do with the thank-you step

The moment after someone submits is the highest-attention moment you will get from them and it is
almost always wasted on the word “Thanks”. Use it to do one of three things: set expectations for the
sequence, ask a single question that helps you segment, or make a modest next-step offer. Do not do
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all three.

2.9 — Speed is a conversion feature

A capture page should be close to instant. Eve image, embedded font and third-party script is

geing anythingNI'he templates included here are
deliberately plain for this reason — the re

gtraint is tafeatur 2, not a limitation.
» Keep total page weight small; one herq image atmost.

» Avoid embedding video on the capture pa

a percentage of visitors who leave before

« Test on a mobile connection, not office wifi.

Module 02 pre-publish checklist

m Headline names the outcome, not the product

m Exactly one call to action on the page

m No navigation menu and no outbound links

m Every form field justified out loud

m 'What happens next' stated near the button

m Opened on a real phone, not just a narrow browser window

m Form actually submits and the confirmation actually appears

shapcannon.com



Module 03 — Fire

TRAFFIC, TESTING, AND READING THE FIRST HUNDRED CLICKS

against the same offer and page before you spend meaningfully on either.

3.2 — What tﬁﬂ o(lck:smﬁr@t you
A hundred clicks is enBtigh'to foti hing tatas ahd howhel® nedr ehough to declare a

winner. Treat early numbers as a smoke alarm, not a scoreboard.

IL. MNADN AINA rinr Il BV W, Y
Clicks What you can conclude What you cannot
0-50 Whether the page loads and the form fires Anything about conversion
The compiete campaign-iaunch system.

50-150 Whether something is obviously broken Which hook is better

Dl dlan ALt Dt e bl A Al Ab sdmomm ndn bl LIl ainy o sam

DUiIG tn€ Oner. Laptuie e i€ad. Auloimate uie 1onow-up.
150-400 Rough direction; obvious losers Small differences between variants
400+ Comparative signal worth acting on Certainty — keep watching

The most common expensive error is declaring a winner at forty clicks because one variant is ahead.
At that volume, ordinary randomness produces convincing-looking leads that reverse.

3.3 — Where the first traffic comes from

* Places the audience already gathers — communities, forums, groups. Slow, cheap, high-signal.
e Your own existing list or audience, if you have one. Warmest possible test.

e Paid, small and deliberate — a small daily budget to gather signal, not to scale.

« Partners — someone already serving your person with something adjacent.

3.4 — Worked scenario: firing Ridgeline

Ridgeline tests three hooks in two contractor communities and with a small daily ad budget. After
roughly four hundred clicks the diagnosis hook (“The seasonal job you forgot is the client you lost”) is
clearly ahead of the shortcut hook. That is enough to shift budget toward it — and not enough to stop
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watching.

3.5 — Warm, adjacent and cold

Traffic is not one thing, and judging a campai ixed traffic tells you almost nothing. Separate it
into three buckets and read each on its om
\

Bucket Who they are What good looks like

“ 4
Warm Already know you \ / Highest rate; smallest ceiling
Adjacent Know someone or something near you Moderate rate; real growth
Cold heard of you Lowest rate; where scale lives

—— looglbl ap cannon......

the offer works and the hook doesn't travel yet. Those are different repairs.

_ LOAD - AIM - FIRE - RELOAD
3.6 — Budgeting a test honestly

Decide before you start what you are willing to spend to learn, and treat that money as the cost of
information rather than an ifVegteRAt RIpE:@anvratim: myse bapyistafford to lose it and learn

something, the tegf [§ {0fR%fer. Capture the lead. Automate the follow-up.
1. Pick a total learning budget for the test.
2. Divide it across your hooks evenly, not by preference.
3. Set a daily cap so a mistake cannot run overnight.
4

. Stop at the threshold, whether or not you like the answer.

3.7 — The traps that consume budgets

« Scaling a winner too fast. Rates usually degrade as volume grows. Step up, don't leap.

« Judging on the wrong metric. Clicks are not the goal; opt-ins are, and replies are better.
« Changing two things at once. You will not know which one moved the number.

« Checking hourly. Frequent looking produces premature action. Set the date and go away.

e Blaming traffic first. More often the page or the offer is the constraint.

3.8 — When the numbers disagree with your instinct

It happens constantly, and the numbers are usually right about what while your instinct is often right
about why. Use the data to decide which campaign gets budget, and use your judgement to generate
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the next hypothesis. Neither one alone is enough.

Module 03 launch checklist

m Tracking sheet open and the campaign row created before traffic starts
m Each traffic source tagged so results can be told apart

m A daily spend cap set, if paid

m Minimum click threshold agreed in advance for judging

m Form and confirmation tested one final time from a phone

m A named date to review rather than checking hourly

LOAD - AIM - FIRE - RELOAD

The complete campaign-launch system.

Build the offer. Capture the lead. Automate the follow-up.
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Module 04 — Reload

THE FOLLOW-UP, AND TURNING ONE CAMPAIGN INTO THE NEXT

Almost everybody stops at the opt-in. The fol ere a list becomes a business, and it is the

single most commonly skipped part of the

4.1 — What each email is actually fér

Email Timing Its one job
1 — Deliver Immediately Give what was promised. Nothing else.
— Qnamtannon
et 1 1 A AN AZINEER RAY S I
3 — Demonstrate Day 2 ow the mechanism working.
4 — Handle Day 4 Address the blig?est real ogection.
LOAD - AIM . FIRE - RELOAD
5 — Ask IDEVAG Make one clear, specific offer.
6 — Reopen Day 10 Different angle for the people who didn't move.

The comnlete camnaian-laiinch svstem
he complete campaign-launch system,
Build the offer. Capture the lead. Automate the follow-up.
4.2 — Deliver first, always

Email one delivers and stops. Adding a pitch to the delivery email is the fastest way to teach
somebody that opting in was a mistake, and it damages every email after it.

4.3 — Spacing
Dalily is too fast for most markets outside a launch window. Weekly is slow enough to be forgotten. The
table above is a reasonable default: dense early while attention is high, then spreading out.

4.4 — Recycling instead of restarting
A finished campaign is raw material. The same offer with a different angle is a new campaign at a
fraction of the work. Change the hook and the first two emails; keep the page skeleton and the delivery
mechanics.

» Losing hook + winning offer — rewrite the hook, keep everything else.

« Winning hook + weak conversion - the offer or the page is the problem, not the traffic.

« Both working - duplicate for an adjacent audience before touching anything else.
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4.5 — Worked scenario: reloading Ridgeline

Ridgeline's diagnosis hook wins. Rather than building something new, the same offer is duplicated for
a neighbouring trade — independent pool-service operators — with the hook rewritten and the

sequence's examples swapped. Roughly eightypeegnt of the work already existed.

4.6 — Writing email one properly ?
The delivery email carries more weight than any othg€r and gets the least attention. It sets whether the

next five get opened. Keep it to four moves'&and nothing ejée.

. Deliver the thing, immediately, above everything else.

1

2. Sayin one line 0 do with it first.

3. Setthe expecta\gl‘ﬂca?@eaﬂ/ ﬂp@ n

4. Invite a reply with one specific quedtion. Replies are the strongest signal you can get.

No pitch. No bonus offer. Notvgj&eﬂoq'r%iﬁ\%e”.lﬂﬁ ﬁgra'inwg'&%s you permission for email

five.

4.7 — The one questiqn W8Sk 1aunch system.
Ending email oneyjiia HRYR &R SRATHS HHETEYIRGIBFRELE T IR L gnce: It generates

replies, replies improve deliverability, and the answers tell you in the buyer's own words what they
actually came for. Ask something answerable in five words.

« “What made you grab this today?”

* “Which part is the annoying part for you?”

» “How many [clients / sites / accounts] are you running?”

4.8 — Segmenting without complexity

You do not need branching automation. Two simple splits get you most of the value: people who
replied versus people who didn't, and people who clicked the offer versus people who didn't. Those
two distinctions justify different email six variants, and that is enough sophistication for a long time.

4.9 — Deliverability, briefly and honestly

Most deliverability problems are behavioural, not technical. Sending to people who asked, removing
people who stopped opening, and writing emails that get replies will do more than any amount of
header configuration.

* Only mail people who genuinely opted in.
shapcannon.com



* Make unsubscribe obvious and instant — a hidden one produces spam complaints instead.
« Prune non-openers periodically; a smaller engaged list outperforms a large dead one.

« Write like a person. Heavily templated, image-only emails perform worse and filter worse.

4.10 — Knowing when the sequence is\done

A sequence is finished when someone hds eit)ﬁ% the
Quiet after six is not a failure — it is a norfpal outconfe for

broadcast rhythm and stop treating them a

affer, replied, or gone quiet through all six.
pst of any list. Move them to your ordinary

Module 04 checklist

m Delivery email contains no pitch

m All six emails written before traffic is sent

m Each email has one identified job

B Spacing decided deliberately, not by default
m Unsubscribe present and actually working

m A recycle plan named before the campaign is judged finished
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Appendix A — The swipe library

HEADLINES, HOOKS, SUBJECT LINES AND CALLS TO ACTION

« The named enemy: “The [common practice] that's quietly costing you [outcome].”

e The diagnosis: mptom], the problemgeag [assumed cause]. It's [real cause].”
o SRR EANNON
e The permission: “You're allowed t& [thing they think is disallowed].”

e The specific number: “Tﬂaﬂﬁhir}gﬂmﬂt de?ﬂﬁ?\ﬁ]eth(ﬁgtt&?ﬂﬁ happens.”

Avoid any structure that requires a claim you can't support. “How | made [amount]” is a structure that will get you into trouble
unless it is literally true, verifiable, and framed as non-typical. There are plenty of structures above that don't carry that risk.

The complete campaign-laynch system.
A.2 — Hook openers for short video and socia

T
» ‘I need to correct something | used to believe about [topic].”

« “If your [thing] isn't working, check this before you change anything else.”

» “There are three versions of [thing]. Most people are running the worst one.”

« “Here's the part of [process] that everyone skips.”

A.3 — Subject lines by sequence position

Position Structure Why it works there

Delivery &ldquo;Here's your [thing]&rdquo; Zero ambiguity; they're expecting it
Frame &ldquo;Why [problem] keeps coming back&@pens a loop they care about
Demonstrate &ldquo;The [mechanism], start to finish&rdgBoomises substance, not hype

Handle &ldquo;'But what about [objection]?'&rdquo;Names their own thought back to them
Ask &ldquo;[Offer], plainly&rdquo; Signals a pitch honestly; respects them
Reopen &ldquo;A different way to look at [problem]&ikE@ngle for the non-movers

sShapcannon.com



A.4 — Calls to action

e Low friction: “Send me the [thing]” / “Show e [thing]”

e Qutcome framed: “Start [outcome]” rathfer than “Submi
* Time framed: “Get it in the next two

« Ownership framed: “Get my copy” orms second person often enough to be

worth testing

Whatever you choose, use the same words on the button as in the sentence above it. A mismatch
between the promise and the button label creates a small hesitation, and hesitation is expensive.

ShapCannon

LOAD - AIM - FIRE - RELOAD

The complete campaign-launch system.

Build the offer. Capture the lead. Automate the follow-up.
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Appendix B — The tracking sheet

WHAT TO RECORD, AND WHAT TO IGNORE

The purpose of tracking is to make decisions
you would actually make, do not track it —gyou are just ge

al. If a number does not change a decision

B.1 — The columns that matter

Column What goes in it Decision it informs

Campaign Short name Which row you're reading

Hook SMan ( arnmon
? 1 1 UL S WAl

Source Where traffic came fr Where to spend more

Clicks Visits to the page Whether you have enough data yet

FBAD - AIM .- FIRE - REILOAD

Opt-ins Form completions Whether the page is doing its job

Opt-in rate Opt-ins =+ clicks Page quality, comparable across campaigns
The nnmplete va__r‘_npngnn launch system,

Replies Human responses to the sequen Whether the foIIow up is landing

ce
Build the offer. Capture the lead. Automate the follow-up.
Notes What you changed and when Why a number moved

B.2 — The Notes column is the important one

Six weeks from now the numbers will be meaningless without the context of what you changed.
“Swapped hook to diagnosis version, Tuesday” is worth more than any other cell in the row, because it
is the only one that explains the others.

B.3 — Reviewing without fooling yourself
1. Set areview date and a click threshold before traffic starts.

2. Do not look between those points. Early looks cause early decisions, and early decisions on thin
data are usually wrong.

3. Atreview, read the rate columns, not the raw counts. Raw counts reward whichever campaign got
more traffic.

4. Change one thing. If you change three, you learn nothing about any of them.
5. Write what you changed in Notes before you change it, not after.
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B.4 — A worked read

Ridgeline's sheet after two weeks shows the shortcut hook at 412 clicks and a 9% opt-in rate, and the

diagnosis hook at 388 clicks and a 17% opt-in rate. Both are past the threshold. The rates differ by

0 move budget to the diagnosis hook — and to
g, Which is information worth keeping for the

enough, on enough volume, to act on. The decjsien=i
note that the shortcut hook was not bad, mgfely worse he

9

next market.

ShapCannon

LOAD - AIM - FIRE - RELOAD

The complete campaign-launch system.

Build the offer. Capture the lead. Automate the follow-up.
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Appendix C — The operating rhythm

WHAT TO ACTUALLY DO, WEEK BY WEEK

Systems fail from absence of rhythm more ofig
default. Adjust the cadence; keep the shapg.

o1 absence of knowledge. This is a workable

C.1 — Weeks 1to 2: one ca paig;\star to finish

« Complete the Module 01 worksheet. Oneteffer onl

» Build one capture page. Do not build three and pick.

» Write all six follo emails before any trgj

* Run the pre-fligh@ﬁs&pl @ta n n O n
« Do not judge anything yet.

C.2 — Weeks 3 to 4-7éad, then eideulgFotheELOAD

* Review at the threshold you set, not before.
« Change exactly one varibR COURpiiet@Raplaign-launch system.
* Keep sendingBuiitk theene fierdeShytiureethe lead. Automate the follow-up.

» Write down what you changed and why.

C.3 — Weeks 5to 8: recycle
» Take whatever won and duplicate it for an adjacent audience.
» Rewrite only the hook and the first two emails.

e Run both. You now have a portfolio rather than a bet.

C.4 — Weeks 9to 12: consolidate

 Kill anything that has had enough traffic and clearly isn't working.
» Double down on the one with the best rate, not the best raw numbers.
e Rebuild your swipe library from your own winners — yours will beat any generic list.

« Only now consider adding a new offer.

C.5 — The failure mode to watch for
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The most common way this rhythm breaks is starting campaign two before campaign one has been
read. It feels productive. It is actually the thing that guarantees you never learn what works, because
nothing ever accumulates enough data to teach you anything.

ShapCannon

LOAD - AIM - FIRE - RELOAD

The complete campaign-launch system.

Build the offer. Capture the lead. Automate the follow-up.
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Appendix D — Troubleshooting

SYMPTOM, LIKELY CAUSE, FIRST THING TO CHECK

Symptom Most likely cause Check this first

Clicks but no opt-ins Page promise # f)ok promish \ Read hook and headline back to back
Opt-ins but no replies Sequence pitche&oo early / / Is email one pure delivery?

No clicks at all Hook isn't Ianding,W Test the hook somewhere cheaper
Good rate, tiny volume Audience too narrow Widen one level, not five

Volume, terrible rate Q: ﬁn(ﬁ) 'ﬂ‘i (\ g rl Weﬂifyrg‘eld
Everything stalled A Hotf!ng%MnisM Al | &ec! IMQLAI’IC! exists at all

Worked, then stopped Creative fatigue Rotate the hook, keep the offer
I OAD . Al . CIRE . REIL OAD
\JI \ r\iivi N TN L \JTI \

D.1— When the angwer is not &NOHIN AR’ siem.

A surprising shar%of trOLF]bIes ?oting sessions end here. Before diagn%sin]g ﬂnythin , check the click
. Lﬂd_'[ e ofier, ture the éi‘aqe_l utom:ilé { (:‘[j] oliow-up. . .
count against the table in Module 03. If'you are under the threshold, the honest diagnosis is that you

do not yet know, and the correct action is to wait rather than to change something.

D.2 — When to stop rather than fix

Some offers are simply not wanted. If a campaign has had a fair volume of well-targeted traffic, a clean
page, and a written sequence, and it still does nothing — that is a real answer. Stopping is a legitimate
outcome and it is far cheaper than a fourth rewrite. The loop exists so that finding this out costs you a
fortnight instead of a year.
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Appendix E— Campaign blueprints

EIGHT READY-TO-FIRE STRUCTURES

Each blueprint gives you the person, the ang|g

the capture promise and the sequence
spine. Fill in your specifics. These are star
claims a result, because none of them cap.

g positions, nadt finished campaigns — and none of them

E.1 — The Forgotten Step

» Person: practitioners who follow a known process with one commonly skipped stage.

e Angle: diagnosis. ?;me the skipped step and what it silently costs.

napCannon

» Capture promise: a one-page chedklist that makes the step impossible to forget.

e Hook: “The step

* Sequence spine: deliver — why it gets skipped — what happens when it isn't - objection: 'l

already do this'aoﬁertﬂe%ﬁ@sténﬁn\ﬂ - FIRE - RELOAD

E.2 — The Wrong j|joo| :
he complete campaign-launch system.
» Person: people paying for software that is heavier than their actual need.

Build the offer. Capture the lead. Automate the follow-up.
« Angle: contrarian. The popular tool is overkill for most of its users.
* Hook: “You're paying [tool] prices for something a page and a checklist would do.”
e Capture promise: the lightweight alternative, laid out.

» Sequence spine: deliver - how tool creep happens — the minimum viable setup — objection: 'but
| need the integrations' — offer.

E.3 — The Seasonal Miss

e Person: service businesses with recurring seasonal work.

* Angle: the quiet loss. Missed recurring work doesn't complain, it just leaves.
» Hook: “The client who doesn't complain is the one you're about to lose.”

« Capture promise: a per-client seasonal schedule template.

e Sequence spine: deliver - why silent churn is invisible - how to spot it in your own books -
objection: 'my memory's fine' - offer.

E.4 — The Cold Start

« Person: people with a skill but no audience yet.
shapcannon.com



« Angle: permission. You do not need an audience to start.
* Hook: “You don't need followers. You need one page and one offer.”

e Capture promise: the smallest possible launch checklist.

» Sequence spine: deliver — why audiences#

objection: 'nobody knows me' - offer.
eality %eo

» Person: employed people considering s®gething algggside a job.

iee stalls people — the minimum path —

E.5 — The Second Income

« Angle: honest constraint. Time, not ambition, is the binding limit.

* Hook: “What act fits in six hours a we and what doesn't.”

e Capture promise: Mat ork )al l I I O I l

e Sequence spine: deliver — why m@st side projects fail on scheduling — what to cut — objection:
'I'll find the time' - offer.

Note: this blueprint is deliberately flar%@al%urfd ﬁ?ﬁU\z{Ld fit, EABgrobnﬂgrlmgsAkpep it that way — a side-income

angle is the fastest route to an income claim you cannot support.

E.6 — The Cleanup he complete campaign-launch system.

- Person: peogfeilithtae exiktingSatop it haslgatkn/mdssyate the follow-up.
« Angle: relief, not growth. Fixing beats adding.

» Hook: “Before you add anything else, fix these [n] things.”

« Capture promise: an audit checklist they can run in an hour.

e Seqguence spine: deliver — how mess accumulates — what to remove first — objection: 'I'll do it
later' — offer.

E.7 — The Handover

* Person: owners who want to stop being the bottleneck.

* Angle: documentation as freedom, not bureaucracy.

e Hook: “If you can't hand it over, you don't own a business — you own a job.”
« Capture promise: a one-page handover template for a single recurring task.

» Sequence spine: deliver —» why owners resist documenting - the first task to hand over -
objection: 'nobody does it as well as me' - offer.

E.8 — The Comparison
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» Person: people actively choosing between two known options.
» Angle: honest side-by-side, including where you lose.
e Hook: “[Option A] vs [Option B] — including the cases where we're the wrong choice.”

» Capture promise: the full comparison, wit reats included.

criteriathat actyally matter — who each option suits -
herelwe lose) - offer.

« Sequence spine: deliver - the decisig
objection: 'you're biased' (answer: yes

Naming where you are the wrong choice i§ the singl€ most Underused trust device in direct response.
It costs you the buyers who would have chumg

ShapCannon

LOAD - AIM - FIRE - RELOAD

The complete campaign-launch system.

Build the offer. Capture the lead. Automate the follow-up.
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Appendix F— A complete worked
sequence

ALL SIX RIDGELINE EMAILS, WRITTEN OUT

This is the full follow-up sequence for the fvorked exaaple, Sp you can see the shape rather than just
the theory. Swap the specifics; keep the j@bs each epfail is dbing.

Email 1 — Delivery (immediate

Subject: Here's your seasonal schedule
Hi [name] — your on ﬁia @tﬁﬂnlﬂni@nﬁk it on the
dashboard; that's gelws€|\ith ¢

One thing before you go: fill iE B%qger_firﬁh m)t \_]a'n_tiﬁ)EOptcﬁgli_s(ﬁ)& @onth that decides whether

spring calls come in.

Over the next week or so I'll send a few, short notes about the clients V\(ho leave without ever
e comlolete campaign-launch 'system:.
e

complaining — it's the part most people never see coming. Unsubscribe any time; the link's at the
bottom and it worRslihtiB@adfer. Capture the lead. Automate the follow-up.

Quick question, and a one-line answer is plenty: how many regulars are you running right now?

Job: deliver, instruct once, set expectations, invite a reply. No pitch.

Email 2 — Frame (day 1)

Subject: Why the good clients leave quietly

Unhappy clients complain. That's actually the easy version — you get a chance to fix it.

The expensive ones just go quiet. Nothing was wrong exactly. You did the summer work, missed the
autumn tidy because it was a busy fortnight, and by the time spring came round they'd found
somebody who turned up without being asked.

You never got a complaint. You just got one fewer call.

That's what the schedule is for. Not organisation for its own sake — it's a defence against the specific
way this trade loses people.
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Job: open the loop. Name the mechanism behind the problem they already feel.

Email 3 — Demonstrate (day 2)

Subject: The dashboard method, start to finish

Here's the whole thing, in order.

One sheet per client. Twelve rows, one pé olumns: what the job is, and whether it's
done. No app, no login, no syncing.

Sunday evening, you look at the current month across all sheets. Anything unticked with a week left

gets a text. That's th ire system — about Cinutes a week.

The reason it works [s-)leea pthe e\armxmyghmgetting has nowhere
to hide.

Job: show the mechanism Working,Lc@AaDIy, 'WiArLMnyster Haﬁ)ack. RELOAD

Email 4 — Handle the objection (day 4)

_ . The complete campaign-launch system.
Subject: “My memory's fine”

Build the offer. Capture the lead. Automate the follow-up.
It probably is — in June.

The problem isn't memory in general. It's memory during the fortnight when three jobs overrun, the
trailer light goes, and somebody wants a quote by Thursday. That's the fortnight the October tidy falls
out of your head, and it's not a character flaw. It's load.

A system isn't an insult to your memory. It's what your memory uses when it's already full.

Job: name their actual internal objection and answer it without condescension.

Email 5 — The ask (day 6)
Subject: The full set, plainly

This is the pitch email, so I'll be direct about it.
The sheet you've got covers one client. The full set covers the whole book: the per-client sheets, the

Sunday review card, the text templates for chasing a job, and the January planning page that sets the
year up in about an hour.
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It's [price], one time, and it's yours to print forever.

If the single sheet is doing the job for you, genuinely keep using it — that's why | sent it.

Job: make one clear offer, once, and be honest that j

Email 6 — Reopen (day 10)

Subject: A different way to look at it

Last one on this.

If you didn't pick up tige ftHl thge&C etfly fi is ul our invoices from
two springs ago andgnary dvely @ies 0 S emv;@n W.
Most people find two or three they'd genuinely forgotten about. Not lost to a competitor, not lost to a

complaint—justquietlygonéOAD - AIM - FIRE - RELOAD

That number is the actual size of the problem. Whatever you use to fix it, the fixing is the point.

The complete campaign-launch system.
Job: give the non-buyers something useful and leave the door open without pressure.

Build the offer. Capture the lead. Automate the follow-up.
What to notice about the sequence
« Only one email pitches. Five give something.
» The objection email uses their words, not a strawman.
» The final email is useful even to somebody who never buys.

* No email claims a result. Every one describes a mechanism.
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Appendix G — Glossary

PLAIN DEFINITIONS

Sequence — the ordered set of emails thatrems=atitomatically after opt-in.

Angle — the framing of a known idea that makes it feel new. Not the same as a new idea.
Creative fatiguegehlinapp@ae e ie S e same hook
repeatedly. ﬁ n D T’T

Threshold — the click count you agreed, in advance, to reach before judging anything.
Recycling — reusing a campaign's. stpugture. forgmpw audience-pr angle instead of rebuilding.
Capture promise — the specific thing someone receives in exchange for their email.
Sequence spine — the job each email does, in order, before any words are written.

_ The complete campaign-launch system.
Warm / adjacent / cold — the three traffic bucketS, which must’be read separately.

Learning bu c%%&ld—t%%r(l)g;esrpe%? (PetILl{)reergg‘ﬁ/ lt%qhdld ég%w%'{ﬂ%tgeotu ,enfoqllg \|6Vr_oLfﬁ).'
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Appendix H— Quick reference

ONE PAGE, THE WHOLE SYSTEM

The loop

Load an offer - Aim a page at it - Fire gmal
worked. Repeat.

Iand;easur honestly — Reload by recycling what

The four rules of order
Offer before page.

—amaNapCannon

Recycle before invent.

> @ F

LOAD - AIM - FIRE - RELOAD
The one-line offer

“I help [specific person] get [specific outcome] without [the thing they dread].”
The complete campaign-launch system.

The five blogkisl tepége Capyre the lead. Automate the follow-up.

Recognition — Tension - Resolution — Reason to believe - Instruction.

The six-email spine

Deliver — Frame - Demonstrate — Handle - Ask - Reopen.

The three numbers that matter

Opt-in rate (page quality) - Replies (sequence quality) - Clicks (whether you have enough data yet).

The four ways campaigns die
* Never finished — the sequence was never written.
» Judged too early — a decision made below the threshold.
» Two variables changed at once — nothing learned.

» Scaled before understood — a good rate destroyed by volume.

Where the checklists live
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* Module 01 worksheet — the offer.
» Module 02 pre-publish checklist — the page.
 Module 03 launch checklist — the traffic.

» Module 04 checklist — the sequence.

» Appendix D — troubleshooting by symg

The honest sentence

This system removes the mechanical reass
market risk, and it promises no particular result.

ShapCannon

LOAD - AIM - FIRE - RELOAD

apaaigns fail to launch. It does not remove

The complete campaign-launch system.

Build the offer. Capture the lead. Automate the follow-up.
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Putting it together

THE REPEATABLE LOOP

The whole system compresses to a loop you g gefinitely: load an offer, aim a page at it, fire
small and measure honestly, reload by recycling what worK

is the point — inspiration is not a schedulg.

d. Nothing here requires inspiration. That

The order that matters
1. Offer before page. A good page cannot save a weak offer.

2. Page before traffic_Sending visitors to a brgken form is the most expensive mistake available.
e SRAREGANA0N
4 am

. Recycle before invent. The second paign should be cheaper than the first.

What to do this weelPAD - AIM - FIRE - RELOAD

» Day one: complete the Module 01 worksheet. Nothing else.
+ Day two: build one captqrg@agsfipmteecempiaiein-launch system.
* Daythree: wriig g S YREURPHFe the lead. Automate the follow-up.

« Day four: run the pre-flight checklist and send the first small batch of traffic.

» Day five onward: log honestly in the tracking sheet and leave it alone until the threshold.

A closing word on expectations

This system removes the mechanical reasons campaigns fail to launch. It does not remove market
risk, and it makes no promise about what you will earn. Some offers will not work no matter how
cleanly they are executed — that is information, not failure, and the loop above is designed so that
finding out costs you days rather than months.

Disclaimer. SnapCannon is a marketing and content system. We make no representation, promise or guarantee regarding
income, revenue, sales, leads, traffic or business results of any kind. This is not a guaranteed-income product and results
are not typical. Any figures or examples in this guide are illustrative only and do not represent actual or typical results. The
Ridgeline campaign is a fictional worked example used for teaching. Nothing in this guide is financial, legal, tax or business
advice. You are responsible for complying with the rules of any platform you publish or advertise on, and with any
advertising, tax, consumer-protection or disclosure law that applies where you operate.
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