GPT 1 - Sales Page Auditor

To make this excerpt, | used the original Sales Page from my past launch (My Internal Link Cluster
Generator)

Read the Original Sales Page here:

https://scalableplrproducts.com/my-internal-link-cluster-generator-plr-985141

PLEASE NOTE:

e This GPT will ask you to paste the entire sales page copy, or pre-sell page copy, or VSL script
No summaries. No explanations. The actual page only.

e It analyzes clarity, positioning, offer structure, proof, objections, flow, and CTA friction
It looks for where buyers hesitate, doubt, or drop off

e You get a ranked breakdown of what is broken and why

Here’s The ‘Plan’ Output This GPT Gave Back:

Executive Summary

This is descriptive copy with a clear “done-for-you Al content cluster suite” angle, but conversions are
likely being capped by: (1) identity/offer-name confusion, (2) unclear deliverable reality (what the buyer
actually receives and can use immediately), (3) proof + compliance trust leaks around “deep web
research,” Al accuracy, and resale claims, and (4) CTA friction due to missing concrete purchase details
(price, access method, requirements, support/refunds) while repeating hype lines.

Tier 1 Issues (high impact)
1) Offer identity confusion (multiple product names)

e Where it appears: Headline + throughout (“Al Suite,” “My Internal Link Cluster Generator,”
“Affiliate Campaign Builder Al Suite”).

e  Why it hurts conversions: Buyers can’t build a stable mental model of what they’re buying.
Name drift signals sloppiness, raises scam-alert instincts, and increases checkout hesitation (“Is
this even the same product?”).


https://scalableplrproducts.com/my-internal-link-cluster-generator-plr-985141

e Impact score: 10/10
2) “Done-for-you” claim vs. what’s actually delivered is unclear

o  Where it appears: Headline (“Ready to deploy... in seconds”), “You feed it a topic... produces...”,
steps describing GPT outputs, “Recreation Docs included,” “copy/paste the output.”

e  Why it hurts conversions: Readers don’t know if they receive (a) custom GPTs already installed,
(b) prompt packs, (c) templates, (d) a software tool, or (e) instructions to build GPTs that
depend on their own ChatGPT account. Ambiguity increases refund fear and lowers perceived
value.

e Impact score: 10/10
3) Proof gap: big performance claims without credible evidence

o  Where it appears: “Searches the web... ready... in seconds,” “deep web research runs first,”
“content holds together under scrutiny,” “no fluff,” “light speed,” “consistent results.”

e  Why it hurts conversions: The copy asks for belief in output quality, research accuracy, and SEO
usefulness, but offers no on-page proof (only “SEE THE OUTPUT SAMPLE HERE” placeholders).
Without proof, claims read like generic Al-offer hype.

e Impact score: 9/10
4) Trust leak: “deep web research” is a vague, risky claim

o Where it appears: Multiple times (“deep web research runs before...”; “Both run deep web
research first”).

e  Why it hurts conversions: “Deep web” can imply questionable sources, scraping, or non-
compliant access. Even if you mean “web browsing,” this phrase triggers skepticism and raises
accuracy/compliance concerns (especially for SEO agencies selling to clients).

e Impact score: 9/10
5) Audience mismatch: headline aims at PLR buyers but body sells an SEO workflow tool

o  Where it appears: Opens with “trending-hot PLR seekers,” then quickly becomes a technical
SEO/content cluster system pitch.

e  Why it hurts conversions: PLR buyers often want quick resale assets; SEO/tool buyers want
reliability, requirements, proof, and usability. Mixed targeting creates “this isn’t for me”
moments.

e Impact score: 8/10
6) Critical purchase details missing, increasing checkout friction

o  Where it appears: “1-Time Payment, No Monthly Fees!” repeated, but no visible price, platform
requirements, access method, support/refund summary, or what’s inside the download area.



Why it hurts conversions: People hesitate when they can’t pre-validate logistics. Repeating “one-
time payment” without concrete purchase specifics feels like pressure rather than clarity.

Impact score: 8/10

Tier 2 Issues (medium impact)

7) Over-assertive anti-ChatGPT section risks backlash and credibility loss

Where it appears: “Harsh Truth: ChatGPT Alone Gives Inconsistent Results... productivity killer...”

Why it hurts conversions: Some readers use ChatGPT successfully; the tone can feel
manipulative. Also implies your suite magically fixes known limitations without explaining
constraints (model differences, browsing availability, quality variance).

Impact score: 7/10

8) Feature stack is long, but “one core outcome” gets diluted

Where it appears: GPT #1 outputs eBook + 5 long-form + 25 social + 25 YouTube; GPT #2 creates
5 supporting articles + HTML + schema + TOC + FAQ + placeholders.

Why it hurts conversions: Too many outputs can create “kitchen sink” skepticism. Readers may
doubt quality or assume it’s a prompt dump that generates generic assets.

Impact score: 7/10

9) Structural repetition and pacing problems

Where it appears: Multiple recap blocks (“1-time payment...” repeated; recap repeated; benefits
list + “See how it works” + step lists are heavy).

Why it hurts conversions: Repetition adds scroll fatigue and can reduce perceived
professionalism, especially for agency/SEO buyers.

Impact score: 6/10

10) Inconsistent specificity in steps (some are concrete, others are vague)

Where it appears: “Run deep web research” (vague), “It pulls angles, facts” (vague), versus
“Convert to clean HTML,” “Add JSON-LD schema” (more concrete).

Why it hurts conversions: Uneven specificity signals the workflow may be aspirational rather
than dependable. Readers spot the “hand-wavy” parts and discount the whole.

Impact score: 6/10

11) Bonuses include claims that may raise compliance skepticism

Where it appears: “keep 100% profits,” “Professionally written copy,” big “Value” numbers.



Why it hurts conversions: Overused W+ style bonus valuation patterns can reduce trust for more

sophisticated buyers; without substantiation, “value stacking” looks like inflation.

Impact score: 6/10

Tier 3 Issues (low impact)

12) Minor clarity issues and terminology drift

Where it appears: “Internal Link Cluster Generator” vs “Internal Links Article Generator”; “link
clusters content”; occasional awkward phrasing.

Why it hurts conversions: Small credibility dents; readers may infer the product is rushed.

Impact score: 4/10

13) Social proof is entirely absent in-page

Where it appears: No testimonials, screenshots, case results, or buyer quotes on-page (only
sample links mentioned).

Why it hurts conversions: For PLR + SEO tools, social proof is a major risk reducer; absence
lowers conversion rate, but it’s less fatal than core offer confusion.

Impact score: 5/10

14) CTA placement is implied but not concretely anchored

Where it appears: “By clicking the button below now” without a visible CTA block in the provided
copy.

Why it hurts conversions: If the page layout doesn’t clearly show CTA sections near key decision
points, readers may not know when/where to act.

Impact score: 4/10

Major Missing Elements

Exact deliverables format: Is this a download? What files? Prompts? Custom GPT share links?
“Recreation docs” scope?

Requirements + limitations: Does buyer need ChatGPT Plus/Teams? Does browsing need to be
enabled? Any caps/quotas? Expected variability?

Proof on-page: Real screenshots of outputs, before/after cluster map, sample table of contents,
HTML snippet preview, schema example, or a mini case demo.

Risk reducers: Clear refund policy summary, support contact expectations, update policy, and
“who this is NOT for.”



e Legitimacy trust signals: More concrete explanation of “research” sources and how accuracy is
handled (without overclaiming).

e Consistency: One product name + one primary promise repeated consistently.

Handoff

Primary conversion blockers to prioritize for strategy work: (1) product naming/identity consistency, (2)
clarify what the buyer receives and needs to run it, (3) proof + trust reinforcement around
research/output quality, (4) reduce friction by adding concrete purchase logistics and risk reducers.

Audit complete. Move to Sales Page Fixer Pro — Strategist.

End Of Output

Need to improve your sales copy?

Get The ‘Sales Page Fixer Pro’ Al Suite Now!

https://scalableplrproducts.com/sales-page-fixer-pro-pir



https://scalableplrproducts.com/sales-page-fixer-pro-plr

