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Introduction to Advertising Magic 
It’s all too true... businesses are dropping out of business faster than they can be 
counted. Why is this happening? Simply because most business owners work “in” their 
business instead of “on” their business. They go into business with a skill, with a talent, 
or maybe a revolutionary new product... thinking the whole world will beat a path to 
their door—and it doesn’t happen. 

Now they’re wondering what to do to get business. So they think of advertising. And 
what kind of advertising do most businesses think or. The kind they see every day. The 
gutless, unaccountable, fluffiest waste of money they could ever invest in: 

Image Advertising. 
And when their cute, clever, and funny Image Ads don’t payoff in any way, shape or 
form, they decide that advertising doesn’t work, and they close their doors. It doesn’t 
have to be this way. If your business is on the brink of all this happening, I suggest you 
immediately DEVOUR every word of this book... and do it NOW!  Don’t wait one 
minute longer! For this book can save your business. 

Making money with advertising doesn’t have to be the mystery that every ad agency 
would like you to think it is. I’ve written this book for one main reason: to teach you how 
to create ads and sales letters that are accountable—ads and sales letters that will pay 
their own way, and more; to give you the information you need to get your prospects to 
take the action you want them to take when they read your ads or sales letters; to help 
you make more money in your enterprise than you ever thought possible. 

What you’re about to dive into is an out-pouring of my thoughts, ideas, proven methods, 
and techniques that will help you make more money in your business. The ideas you’ll 
read about are built on proven strategies from those who have so generously given 
before. 

Here’s some of what you’ll learn: 

In Section One “Gearing Up to Create Winning Ads & Sales Letters!” you’re going to be 
taken from ground zero, as if you didn’t know a thing about creating winning ads and 
letters (and most people don’t), clear up to where you know everything you need to 
know about: 

• The Basics Of Marketing And How It Works In Conjunction With Advertising! 

• The 12 Mistakes Most Advertisers Make And How You Can Avoid Them! 

• The Missing Ingredient in Most People’s Attitudes Toward Business, And Their 
Customers! 

• The Basics Of Writing Winning Ads That You Need To Understand Before Going 
Any Deeper! 

• Everything You Need To Know About Motivating Your Prospects! 
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• The Difference Between Benefits And Features And How To Use Them To Sell! 

• How to Create Offers That Make Your Prospects Practically Line-Up And Beg You 
To Take Their Money! 

• How To Create Powerful Headlines That Grab Your Prospects By The Throat And 
Pull Them Directly In To Read The Rest Of Your Ad Or Sales Letter! 

• How to Write Benefit-Packed Bullets That Generate Sales! 

• Why You Must Prove Your Claims To Be True By Using Testimonials, And Other 
“Credibility- Boosters”! 

• Why You’ve Got To Tell Your Prospects The Reasons Why You’re Making The 
Offers You’re Making, And How To Quickly And Easily Do It! 

• The Little-Known, Secret Formula That Will Make Your Testimonials Incredibly 
Powerful and Compelling, PLUS How to Get All the Testimonials You’d Ever 
Want! 

• The Inside Secrets Of How To Create A Guarantee That Takes The Risk Off Your 
Buyers Back And Encourages Them To Buy Now! 

• How To Set Yourself Apart From Your Competition By Building Your Ads Around 
What’s Unique About Doing Business With You! 

• The Secrets of Which Words to Use in Your Ads, And How to Put Them on Paper 
So They’ll Sell! 

 
Then, we’ll move on to Section Two: “Putting What You’ve Learned to Work in Space 
Ads and Sales Letters!”  In Chapter 17, “Space Ad Magic” I’ll show you: 
 

• The Tips, Tricks, And Techniques You Need To Know To Make Space Ads Work 
For You! 

• Where to Place Your Newspaper Ads in the Newspaper!   Where to Place You 
Magazine Ads in the Magazine! 

• How To Find Which Magazines And Newspapers, (And Other Places) You Should 
Run Your Space Ad In! 

• And More! 

 
In Chapter 18, “Sales Letter Magic”, you’ll learn: 
 

• How To Layout Your Sales Letter 

• Which Type Fonts Are Best To Use 

• What Other Things You May Want To Put In With Your Sales Letter To Raise 
Response. 

Then in Chapter 20, “The Magic Checklist” The Checklist You Need To Help You Create 
Ads & Letters That Sell” you get a checklist that you’ll be able to use every time you sit 
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down to create a winning ad or sales letter. It will make sure you get the basics done, 
and a whole bunch more. 

Chapter 21 goes on to tell you many of the things people forget to watch-out for and do 
when they write an ad or a letter. It’s called “Tips, Tricks, & Bits to Make Your Ads & 
Sales Letters Work Better Than you Ever Thought Possible!” And every stitch of 
information in this chapter came from doing over 400 advertising evaluations for people. 

This is where they email or fax over their ad or sales letter, and then we set-up a time to 
get together on the phone and go over their ad or letter, and I do my best to improve the 
copy. 

Then you’ll move into Section Three: “Getting Off Your Back-Side and Taking Action on 
These Techniques.” It’s a short section with only one chapter—but it’s critical that you 
understand that you’ve got to take action on these ideas, otherwise they’ll just sit here in 
this book, you’ll know about them, but they won’t do you any good. You’ve got to get off 
your back-side and make things happen. 

In Chapter 22 Self-Motivation Magic: “Motivating Yourself to Create Successful Ads & 
Sales Letters” I’ll give you some tricks to get started—for that seems to be the hardest 
thing for people to do: get started. 

Then in Section Four: “A Proven and Tested System For Creating Wining Ads & Sales 
Letters—The Step By Step Formula That You Must Apply to Every Ad or Sales Letter 
You Create... Pieces of the Motivation Puzzle are Now in Place!” you’re going to learn 
what elements must be in every ad or sales letter you create, and where those elements 
should go. 

I’ve never seen anything like this revealed in a book before. And I really don’t take the 
credit for it—people much brighter and brilliant have basically lead me to this 
information through what I’ve learned from them. You’ll learn all about it in Chapter 23: 
“My System Makes It Simple!” 

What I honestly think you should do, is skip to that chapter and read it first, before you 
dive-in to the rest of the course. It’s impact on how you think about creating advertising 
will be, I think, profound. It’s a procedure that your ads and sales letters should follow 
for maximum impact. I know you’ll enjoy it. 

Then we’ll move on to the “Conclusion to Advertising Magic, But Not Our Relationship!” 
All in all, this book should be a real treat for anyone who’s serious about learning how to 
create space ads and sales letters that work. Whatever you do, study this hard, put it into 
practice, and keep in touch with me—especially when you’ve had success. My phone 
number is (801) 255-5548 - and I’m serious when I suggest you keep in touch with me. 
For your success is my success. 

 

May God Bless You In Your Upright Advertising Endeavors,        

Brian Keith Voiles 
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A Critical Preface 
What you will learn from the meat of this book is all leading to the information in 
Chapter 23, “My System Makes it Easy”. This chapter is the culmination of what my 
experience and learning has taught me. I believe it’s the reason for my success as an ad 
writer. 

It’s not your traditional “formula” for writing advertising copy... it’s been tweaked and 
tested by me and my clients... and this system works. 

My advice to you would be to read Chapter 23 first. 

Why? 

Simply because that’s where everything else in this book leads. What you’ll learn will be 
of immense value to you—don’t get me wrong—it’s just that Chapter 23 will bring it all 
together in a way that really works. 

Each little bit that you learn as you read along will be a part of the system revealed in 
Chapter 23... it’s all “part of the plan”. 

I think you’ll get a better understanding of where it’s all leading if you take the time to 
read Chapter 23 first. I guess you can call it “The final destination” of this book; it’s what 
all your learning is for. With that in mind, turn now to Chapter 23, and begin reading; 
then come back and begin at Chapter One. 



 

 

 

 

 

 

SECTION I: 
“GEARING UP TO 

CREATE  
MONEY-MAKING ADS  

& SALES LETTERS!” 
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Introduction to Section One 
In this section (which is the largest in the book) you’re going to learn all you need to 
know to prepare yourself to write winning ads and sales letters. In Chapter I you’ll 
learn the basics   of   marketing you   must   know   for   profiting   in your   business   
with advertising.   In Chapter 2 you’ll learn the 12 biggest advertising mistakes, and 
what you can do to avoid them. 

In Chapter 3 I’ll shift gears a little and go into one of the most important topics in the 
entire book: Having an intense, deep empathy for your target prospect—and why you 
must “walk a mile in his moccasins” before you can sell him a thing. 

Chapter 4 is what I call an “Ad Writing Primer.” It will go over the basics that we’ll be 
discussing in detail in the course. This will get you “up to speed” as to what really should 
be going on in your ads and sales letters. 

In Chapter 5 we’ll talk about what makes people like you and I tick. What gets your 
prospects hungry for your product or service? What they’re really buying when they buy 
from you—and most of the motivating factors that get people (in general) excited, and 
what makes them take the action you want them to take. 

Chapter 6 is the backbone to the success of your ads and sales letters. In it I’ll tell you 
how to go about doing your research... research on your product, and research on your 
target prospect. If you don’t know what your prospect’s frustrations, problems, hopes 
and dreams are, how in the world can you sell to him? It can’t be done. I’ll show you how 
to find out that information so you can get to know your prospects better than you know 
yourself. 

Chapter 7 talks about the meat and potatoes of advertising... benefits. Here you’ll learn 
just exactly what the difference is between a feature and a benefit, and why your 
prospects only care about the benefits... what’s in it for them? Plus you’ll learn how to 
turn any feature you offer into a benefit. 

Chapter 8 is our first step into doing any actual writing of your ad or sales letter. It’s an 
enlightening trip into how to create offers and order forms that motivate your prospects 
like mad. 

Your sales letter must be so compelling that it practically gets your prospect slobbering 
(mentally) to buy what you’re selling because they’ve just got to have it... and just can’t 
live without it! If you can’t close ‘em - you can’t get their money. Here, my friend, is 
where you learn to close sales. 

Chapter 9 is an in-depth look at the power and importance of headlines in your ads 
and sales letters. Ninety percent of the success of your ad is dependent on your headline 
or opening statements. You must get it right, or your advertising dollars are wasted. This 
is where you learn it all: 

• step by step instruction on how to create hot headlines 

• the 11 different types of headlines, when and why you’ll want to use them 
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• the 19 questions you should ask yourself about every headline you create 

 
Headlines are critical; and this chapter will make you a pro at both making them, and 
using them. 

Chapter 10 will teach you how to create, use, and profit from bullets. Bullets will in- 
crease the response to your ad or sales letter. How do I know? Take a look at big mailers 
like Boardroom Reports, and Phillips Publishing. What are a good 70% of their sales letters? 
Bullets! 

Chapter 11 will show you how to make your ads and sales letters more believable. If 
your prospects don’t believe your ad, or if it doesn’t even seem believable, you’re not going to 
get the sale. In this chapter you’ll learn 20 powerful “Credibility-Boosters” and 
“Believability-Builders” that you can use in every ad or letter you create to help it appear 
to be more believable and credible. 

Chapter 12 reveals the age-old, tried and true, proven and tested technique of telling 
your prospect the reason why you’re making them such a compelling offer, or such an 
irresistible guarantee. Telling your prospects the “reason why” is a powerful tool 
Chapter 12 is where you’ll learn all about it. 

Testimonials are one of the quickest ways to “prove” your claims are true OR, it can be one 
of the fastest tip-offs to your prospects that you’re not for real, nor is your offer. What do I 
mean? You’ll have to read Chapter 13 to find out the ultimate, winning testimonial 
formula that will further any sale to conclusion when used and placed properly in an ad or a 
sales letter. 

Having and announcing a no-risk guarantee will boost your ad’s response like crazy. So, 
in Chapter 14 you’ll learn in great detail what it takes to create a guarantee that 
encourages prospects to dive in and order what you’re selling. 

When you ask most people what they feel makes their business unique as compared to 
the competition or to anything else, they’ll almost always wimp-out and tell you about 
their “quality” or their “service”, because they don’t really know why a prospect should 
buy from them instead of their competition. They don’t understand the power of having a 
well thought-out UCA (Unique Competitive Advantage) and what it can do for them. 

Well, this will never be you, because in Chapter 15 you’re going to find out more about 
how your UCA will help you rake in the cash, and how to use it in your ads and sales letters. 
Ads and sales letters are made up of words. 

All they are is “Salesmanship In Print”. But, in order to sell on the page, you’ve got to be 
able to know how to put those words down in a way that compels your prospect to action, 
even though they may have never even heard of you before. 

In Chapter 16 you’ll learn how to make your copy sing, dance, and sell your prospects. 
You’ll uncover what Salesmanship In Print really means, and how your words should come 
across to your prospects on paper, so that all of it works towards closing that deal! 
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Once we get to that point, you’ll be ready for the next section of this course... Section 
Two, “Putting What You’ve Learned to Work In Space Ads and Sales Letters!” So, let’s get 
started! 



 

 

 

 



 

 

CHAPTER ONE 
The Basics Of Marketing You Must Know For 
Profiting In Your Business With Advertising 

 
 
I’m starting this manual out with a section on marketing because advertising is all a part 
of marketing... marketing is the umbrella over advertising. They work together to bring 
in great profit. 
 
Most books on advertising overlook this point. 
 
Marketing and advertising work together. I mean, you simply can’t overlook the fact 
that if you’re running a great ad for fishing lures, you might want to think twice about 
running the ad in “Seventeen” magazine. I know it sounds logical, but you’d be 
surprised by how many times something like this will happen each day. 
 
Businesses everywhere need this information and any business that’s “in” business, is in 
the business of MARKETING! That’s what it really boils down to... 
 

No Matter What Business You’re In—Forget It! You’re really in 
the Marketing Business! 

 
If you’re going to be advertising your business, then you must know the basics of 
marketing and build upon them. That’s why I’m starting out with a section on the basics 
of marketing you must know. 
 
But, having this information will do you good ONLY if you put the ideas into action. 
This whole special report is about action. And never forget this: 
 

There Is No Success Without Action. 
 
Meditation won’t get you there—action will. Some people won’t like the ideas in my 
training program because I (or my ideas) suggest that the road to success is a road 
paved with hard work. You better believe that it is! 
 
You can’t succeed unless you are willing to work at it. You must put the ideas to work for 
you! 
 
I know you want to succeed in your business. That’s why you’re reading this book. 
That’s why you will not join the four out of five small businesses that fail each and every 
year. 
 
Money is wasted, time is wasted, and dreams are crushed every time one of these 
businesses fail. 
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You’ll not be one of these if you will follow the marketing truths that you’re reading. If 
you take the time to learn these essentials of marketing, you will be a profitable 
business... very profitable indeed. 

Marketing is a game. A game that you can win with powerful advertising. To win, you 
must play by rules that will win the game. In this section I will give you the basic rules 
you need to be able to put advertising to work making money for you—under the 
umbrella of marketing. 

I have many people to thank for this information, too many to list. And much of this 
information I have learned, at great expense, by making all kinds of costly mistakes. 

I hope you’ll learn from my mistakes and won’t fall into the traps that so many small 
businesses do, and end up out of business. 
 

Here Are The Success Steps You Need To Know To Help You 
Succeed In Marketing Your Business With Advertising: 

1 Focus On Buyer Benefits, Not Features 

2 Know Where Your Prospects Are, How Many There Are, And How To Reach 
Them 

3 Understand Your Competition 

4 Understand The Frustrations & Problems Of Your Prospects And How You Can 
Solve Them 

5 Don’t Use Expensive Advertising, Use Less Expensive Alternatives 

6 Create Client-Centered Marketing Communications 

7 Always Ask For The Sale 

8 The Secret Of Marketing Success is Persistence 

9 Focus On Buyer Benefits, Not On Seller Features 

 

Success Step One:  
Focus on Buyer Benefits, Not Product Features 

You may be very excited about your product or service. You may be so excited that you 
could talk about it for hours, but your prospect is only going to respond with a 
resounding “so what!” 
 
The features that you are so excited about are basically meaningless to your prospect 
unless you turn them into believable, powerful, compelling benefits. Benefits that will 
motivate your prospect to take action and buy from you. 
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You must take every feature you offer and translate it into a benefit that is meaningful 
for your prospect. If a feature offered has no clear benefit, then it’s a feature you don’t 
need to be talking about. 
 
The essence of successful marketing is to discern and then disseminate precise, 
compelling benefits to your prospects, benefits which let them know in crisp, energetic, 
precise detail exactly what’s in it for them when they buy from you. 

So, for each market you are pursuing, you must determine what the benefits are that 
emanate from your many features. The easiest way to do this is to look at the features 
from your prospect’s point of view. Ask yourself, “If I were the prospect, what’s in it for 
me?” Then answer that same question in reference to each and every feature you offer. 

When you are trying to compel someone to buy from you, not only must you let them 
know what their benefits are, you must always tell them the benefits first, and then 
reveal what feature provides them this benefit. 

By focusing on buyer benefits, you’ll be head and shoulders above your competition. 
Now let’s look  at  the  next  Success  Step  that  will  enable  you  to  profit  from  
marketing  basics  in  your business: 

Know Where Your Prospects Are, How Many There Are, and 
How To Reach Them. 

If you are to truly succeed in your business, then you’ve got to know who can and will 
buy from you, how many of these prospects there are and how you can reach them in a 
cost-effective manner. 
So, first you must understand the type of product you have, and who would be willing to 
buy it. You must realize that if you don’t know what YOU are all about, what your own 
personal goals are, then you will have a hard time finding your prospects, knowing how 
many there are, and how to reach them. 

Only as an example, let’s assume that you are a children’s entertainer and that you are 
going to pursue scheduling educational shows at elementary schools. Let’s ask ourselves 
the first question that’s logical in determining where your prospects are and how many 
of them are there: 

• How far am I willing to travel? 

Determine your market area. Are you just interested in working around town, or are you 
willing to drive 2 hours to get to an elementary school gig? This is what you must decide. 

After you’ve determined where you are willing to travel, the next question is: 

• How many prospects are there and how do I find them? 

This question could be a little tougher to answer. Depending on which market you’re 
after, it could be easy to find your prospects or tough. For our example however, let’s 
take a moment to think logically. 
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Schools most always belong to a district. The district probably has a list of the schools 
available for parents that have children in the district. Would it be possible to contact 
the district and get a copy of the list? Sure. Now, you just need to find out what districts 
are within the area you are willing to travel in, contact them and get the lists. 
 
But, let’s say you would like to work a much larger geographic area, perhaps the whole 
state, or surrounding states as well. Typically, districts belong to a state board of 
education. Could it be that the state government (the office of education) has a 
publication listing all of the districts and schools in the state? You bet. I have such a 
directory sitting here in front of me. 
 
To obtain it, I simply called the Utah State Office Of Education and asked for it. They 
said “Sure, send us 8 bucks and it’s yours.” I did, and they did! 
 
The same can probably be done for any state. 
 
But, let’s say you want to work the entire United States Of America. Could it be possible 
that such a directory exists? Undoubtedly it does. Just find out what type of organization 
your State Education Department belongs to, and I bet you’ll be led directly to such a 
publication. 

This example is for a very, very niche market. It should open your mind to understand 
that it’s relatively simple to find the information you need to determine how many 
prospects there are in the area you want to work. 
 
All you’ve got to do is continually ask the questions that’ll lead you to the answers. Now 
let’s talk about how to reach your prospects. 
 
There are several potential ways to reach your market. Research the following 
possibilities for any given market you are considering: 
 

• Write an article for a publication that will go to all of the prospects you are trying 
to reach 

• Trade the article for advertising space in the same publication 

• Mail a direct mail sales letter to each prospect 

• Phone each prospect 

• Personally visit each prospect to sell them 

• Send out media releases to anyone that reaches your target market 

 
I am a believer in spending as little as possible to reach as many prospects as possible. I 
always attempt to spend as little money as possible. In today’s digital marketplace, it’s 
more cost-effective than ever to reach prospects. But I advise you to test the response 
that’s possible with each of your considered markets and venues. 
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Especially when you are new to advertising and marketing, you should NEVER throw all 
of your money into a large advertisement. NEVER. 
 
There are always other, less expensive ways to reach any given market. You can run 
classified ads offering a free, valuable report to test your idea. You can send out press 
releases making your prospects aware of the valuable free report. You can write articles 
online and offline to test your idea. You can post videos on YouTube, or run targeted 
Facebook ads. With a little time at the library, asking current clients, and questioning 
prospects, you’ll be able to find more of these and other avenues. The key is to ALWAYS 
ASK IF: 
 

• They Have A Newsletter They Subscribe To? 

• They Have An Association They Belong To? 

• They Have Study Groups They Meet With? 

• They Know Anyone That Would Be Interested In Your Product? 

 
You must ask, or you may never find out. 
 
One final note on this Success Step is that it helps to know how many prospects you 
have and how to reach them so that you can set your income goals based on the 
numbers. It will also help you figure out potential costs in doing a direct mail piece, 
phoning, etc. 
 
If you’re going after a large market, you can always look in the SRDS book of lists. That’s 
the Standard Rate & Data Service, Direct Mail Lists. The SRDS features thousands and 
thousands of lists available for you to rent and you can find it at most  any major library. 
 
Once you know how many prospects there are and your cost effective ways of reaching 
them, you will be able to determine IF you are even going to sell to them, i.e. - is it worth 
your time and expenses? 
 

Knowing & Understanding Your Competition 

Once you’ve determined your marketing area, you’ll need to know: who else is after your 
market? Your marketing efforts will never take place in a vacuum, there will always be 
other things competing for your prospect’s attention and money. Even if it’s not an 
actual competitor—there are other things for your prospect to spend their money on! 
 
Your competition and dozens of other businesses and salespeople are approaching your 
same prospect time and time again. That’s why an essential part of successful marketing 
involves, close scrutiny of your competitors, in an attempt to understand what they are 
doing, why they are doing it, and how well they are doing it. 
To be ahead of your competition you need to know: 
 

• Who is offering a product or service like yours? 
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• What are the precise features of their stuff? 

• What benefits emanate from these features? 

• What’s unique about doing business with them? 

• What’s unique about doing business with you? 

• The territory in which they are selling. 

• Why do your prospects buy from your competition? Why would someone buy 
from them instead of you?  

• Why someone should buy what you are selling instead of what your competition 
is selling? 

Unless you know this information and can use it to formulate your marketing strategy, 
can you really believe that your marketing efforts will pay off? 
 
Understand this: a competitor is someone who’s getting your prospects to buy what he’s 
selling and so lowering your potential profits. 
 
Is this something you like and want to keep happening? NO! 
 
Therefore, you’ve got to know about all of your competition, who they are and how they 
work. You must research. 
 
You need to gather the key facts on your competition in order to answer the questions 
above. Here are possible ways you can do it: 
 

• Get Yourself On Relevant Mailing Lists (Including Your Competition’s) 

• Subscribe To (Or Get) Periodicals That They Are Running Ads In 

• Join Trade Associations Where Your Competitor May Make A Presentation or 
Ask Their Current Customers Questions About Your Competition 

• Ask Current Suppliers To Your Competitors About Them 

• Ask A Friend To Call Up And Request Information About Your Competitors 

 
The trick to all of this is: 
 

1 Knowing Where To Find The Information You Need 

2 Making Sure You’ve Done What It Takes To Get The Information 

3 Sensibly Evaluating It When You Have the Information 

Also remember this: being anxious and worried about your competition will do you no 
good at all. Learn from them. Understand what they do, what works for them and how it 
can work for you. 
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As a final note on this subject: Remember, there truly is more work out in this big world 
than any of us could possibly do, so don’t get too caught up in worrying about your 
competitors. You’ll have plenty of work if you learn how to market yourself effectively. 
 
And a key to marketing yourself effectively is to follow the next Success Step: 
 

Understand the Frustrations & Problems of Your Prospects & 
How You Can Solve Them 

If you want to succeed in marketing your business, you must understand that you are 
not selling anything, YOU ARE SOLVING A PROBLEM FOR A PROSPECT! 
 
However, you can only solve a prospects problem if you understand the problems they 
have. No one is really interested in buying a product, or service, they are only interested 
in getting a solution to a specific problem that they have.   
 
So, solve your prospects problems for them and you’ll make the big bucks! 
 
Ask yourself these questions every day and keep them forever forefront in your mind for 
each and every market you approach: 
 

1 “Do I understand what is bothering my prospect?” 
2 “Do I understand either what hurts and/or what he wants to achieve?” 
3 “How do I know?” 

 
You must walk a mile in your prospects shoes to understand the answers to these 
questions. To be a marketing success, you will do it, you must. 
 
You can only succeed to the extent that you understand precisely what bothers your 
prospect, and precisely what that prospect wants to achieve. 
 
Don’t get caught up in what you think your prospects need. No one buys things because 
they need them. They only buy because they want something. 
 
You must understand that your success is based on your ability to solve the problems of 
your prospects in any market you go after. You need to come to understand their 
innermost desires, dreams, anxieties, passions, and problems. 
 
You need to care about these people—you must sincerely want to help make their lives 
better... one at a time. 
 
Really when it comes right down to it, the attitude you need to create successful ads and 
sales letters is that of a salesman who’s got a long term commitment to keeping his 
clients happy. If he doesn’t keep them happy, he won’t make any residual income. 
 
And if that income equals out to be $250,000+... you can bet he’s going to do everything 
in his power to make sure those customers are happy, and will buy from him again and 
again and again! 
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Do you follow me? Think about it. 
 
If you’re really hoping to make serious money (as our salesman friend is) you’re going to 
do everything you can to make sure they buy your product or service. 
 
But, even a step before that is, you’re going to make sure your product or service is the 
absolute very best it can be, it delivers an answer (or answers) to your prospects 
problem or problems.  If you’re really concerned for this prospect, and you honestly 
have a solution that’ll solve their problem, don’t you think you’d try really hard to focus 
on what they want, how they want it, and how you can prove it to them that you’re the 
one who has it all to offer? 
 
Sure it does! If you don’t get your prospect to buy from you, you’ve done them a 
disservice! 
 
You must do everything you possibly can to get those prospects to take action... it’s for 
their own good! 
 
If you’ll put yourself into that state of mind, you’ll have come to know the attitude it 
takes to create winning sales letters and ads of every kind... so do it! 
 
In order to write copy that sells, you have to adapt this empathetic attitude. Grab 
your dictionary and take a look at the word empathy. 
 
My dictionary says: 
 
“Identification with and understanding of the thoughts or feelings of another.” In plain 
English, that’s what good salesmanship and ad writing is all about! 
 
Read that definition again! 
 
Do you see the power and truth revealed in that definition? 
 
That my friend, is exactly what writing winning ads is all about... being empathetic! 
 
You see, if you identify with and understand the feelings, hopes, and anxieties of your 
target market, you’re going to be able to deliver to them both a hot product that helps 
them, and a hot ad or letter that sells them!  But first, you’ve got to understand them, 
their thoughts and feelings, their hopes and desires, and anything else you need to find 
out that’ll help you create ads that sell. 
 
You must walk more than a mile in your prospects shoes in order to understand how to 
write to them, and to create products that’ll solve their problems. You’ll learn more 
about this once we get into the section on research.  But, essentially what I’m saying is 
that you must be sensitive and understanding as to what your prospect wants, fears, and 
hopes, in order to write great ads and letters.  As I think about it, that’s probably not 
going to be easy to do for some readers of this course. 
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Really, if you think about it, this entire nation is full of people who are self-concerned, 
selfish, basically thinking only of themselves. 
 
Wouldn’t you agree? 
 
We’re all wrapped-up in ourselves. People are basically worried about “me first!” They 
care only about themselves. There’s just not a lot of empathy to go around.  Maybe that’s 
why so many ads, brochures, sales letters, etc., are all focused on the company that’s 
distributing them... they’re all “me” focused. They never tell you what’s in it for you. 
They almost always focus on themselves... a “me” focus!  Most kids these days are 
worried about themselves only. 
 
Take a look at all the gang violence going on. Do you think these kids are thinking of you 
when they destroy your garage? 
 
Of course not! 
 
They’re only thinking of themselves, what fun it is to destroy, and how strong it makes 
them feel. They’re thinking only of themselves... no empathy at all! My suggestion to 
you is this: If you’re serious about wanting to succeed in making tons and tons of money 
in your lifetime and becoming a real success; you’ve got to get serious about serving 
people... caring about people —getting to know people and care about them and their 
concerns. Empathize with people. Go out of your way to show your concern for people. 
Create products that help people, solve their problems, and focus on them. Once you do 
all that—you will succeed big time! To find out what your prospects anxieties are, their 
aspirations are... here are some ideas: 
 

• Join the professional associations that your prospects are involved in 

• Research publications that your prospects read 

• Question and survey prospects to find out what they want 

 
Your prospects delight in talking about themselves. Everyone loves to talk about 
themselves; their problems, their fears, their aspirations, their hopes and dreams... all 
you need to do is ASK! 
 
Don’t be passive about this! The information you need is not going to fall into your lap. 
You’ve got to be very active in your hope to find out what troubles your prospect. 
 
This is a lifelong process that starts today. 
 
Open a “Prospect File” and keep in it every bit of information that you can gather that 
gives you insight as to how your prospect thinks, what motivates him, what scares him. 
You must constantly gather information as long as your prospect is still your prospect. 
 
Ask yourself these questions and answer them in a one page, Prospect Page like we 
talked about earlier. This is a 250 word narrative that describes your prospect: 
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• Who is my prospect? 

• What is her goal? 

• What specific objectives does she wish to achieve? 

• When does she want to achieve it? 

 
What can I do for her to help solve her problem and help her reach her objectives?  It is 
imperative that you know your prospect. The ability to know one’s prospect better than 
they know themselves is to guarantee advertising success. 
 
Avoid Using Expensive Advertising—Always Use Less Expensive 

Options 

If you choose to run ads in newspapers, daily or weekly shoppers, grocery cart ads, and 
the multitude of other places, you are destined to lose money; unless you’ve proven 
those media to be profitable. 
 
You must always test small, then roll-out big. And sometimes your small test ads will be 
profitable enough to just keep on running them... you may never need to roll-out big!  
Anyway, inexperienced advertisers will always jump for what seems to be the easy way 
to success. But I’ll tell you something, if you go ahead without testing first, advertising 
is the easiest way to lose your money FAST. 
 
I always counsel my clients to find the least expensive way of reaching their buyers. 
Find the least expensive way to reach your prospects that’ll bring the 
greatest amount of return. 
 
For example: 
 
Instead of buying a radio ad, see if you can get publicity exposure through an available 
talk program. The same with television. 
 
Instead of sending a direct mail piece, see if you can get your flyer to your prospect as a 
package stuffer, or envelope insert. 
 
Instead of paying full freight for the price of an ad, explore the possibility of getting 
remnant space in the same publication—for a fraction of the cost. Instead of running a 
full-page ad in your target markets magazine—try submitting an article that’ll help your 
prospects, and get you the attention you need (read: orders!).  Instead of running a 
costly ad in your target markets magazines or newsletters, try placing a less-expensive 
classified ad to test. 
 
These simple money-saving ideas (if you use them) will save you thousands of dollars 
spent on useless advertising. But, you’ve got to be proactive about all this—you’ve got to 
think hard and long about your objective. And that is to spend the least amount of 
money for the greatest possible return! 
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You must always explore the possibilities of reaching your market for the least possible 
expense. 
 

Create “Client-Centered” Advertising Materials 

Too much money is wasted every year by businesses trying to further their cause with 
useless marketing communications. All- too many of these documents forget to: 
 

• Focus On The Prospect 

• Show The Prospect That The Advertiser Understands The Anxieties And 
Aspirations Of The Prospect 

• Offer A Compelling Incentive To Induce The Prospect 

• To Buy Now, Call Now, Or Otherwise Respond 

• Talk To The Prospect As An Individual 

• Remind The Prospect Of Their Anxiety In Dramatic Detail, And Directly 

• Let The Prospect Know That You Have A Solution To Their Problem 

• Give Your Prospect The Reason Why Acting Now To Solve His Problem Is Best 

• Provide Complete Details About What The Prospect Has To Do To Get The 
Benefit Now And How He Can Take Action 

• Remind The Prospect What Will Happen To Them If They Don’t Take Action 
Now 

• Remind The Prospect That His Problem Will Continue On And Perhaps Worsen 
If They Don’t Respond 

• Provide Complete Details About What Your Product Or Service Will Do For The 
Prospect (Benefits) And Only Then Do You Share The Features 

 
These are things that you cannot afford to forget in your advertising! These are the 
basics that must be in your ads. After you have done these basics, then consider putting 
in graphics, pictures and the “fancy” stuff. 
 

Always Ask For the Sale,  
Or For the Next Step in the Sales Process 

More times than I can remember have I been in a sales situation where the salesperson 
doesn’t even bother to ask me if I’d like to purchase his problem solving product or 
service. 
Think about that. It’s crazy! 
 
Why bother to work so hard to follow the Success Steps outlined here if you’re not even 
going to ask your prospect to buy? This can’t be you. Not if you want to succeed in your 
business! If you know you have a good product or service that will benefit your target 
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prospect, and that you can solve his problems, it is your RESPONSIBILITY to ask him to 
buy from you! 
 
And if they don’t buy today then you must take the initiative to keep asking him so long 
as he has the problem that your service or product can solve. When you think about it, it 
really is your duty to get them to take action—if you’re truly empathetic liked I talked 
about earlier. You are a problem solver, not a sales person.  Further, if they don’t tell you 
why they won’t buy right now, you need to ask why and when they will. You must know. 
 
Marketing is the art of finding out where the prospect hurts, letting him know that you 
can rid him of the pain, and then ask him to buy from you so that he will no longer have 
the pain. You can never think that a meeting or telephone conversation with a prospect 
is finished until you have explicitly asked him to buy from you and make his life better. 
 
Here are a few ways to ask for the sale. My personal belief is, however, that you need to 
JUST PLAIN ASK as straightforwardly and honestly as you possibly can. Barring that, 
here are some closing techniques that are by no means original with me, but do indeed 
work: 
 
The Order Form Close: Simply pull out your contract, begin filling it out, and start 
asking for the details. What size, how many, when, etc. 
 
The “Give it a try” Close: Ask the prospect, “Why don’t you give it a try?” By saying this it 
suggests to their mind that they aren’t committing to anything, they are simply “giving it 
a try.” Though, they are, of course, buying! 
 
Sailing Past The Close, Close: Instead of asking for the check, or the signature on the 
contract, you sail beyond the closing question and ask a secondary question. A question 
that you would normally ask AFTER the closing question. For example, “Which color 
would you like? Would you like the regular or the deluxe?” 
 
These closes are all excellent and often times I will use each of them during the course of 
a sales presentation or an ad (where possible). You should too... they work! 
 

The Secret of Marketing Success Is Persistence 

This is the Success Step that you must engrave in your head! You must internalize this 
and live by it if you want to succeed on a large scale with your advertising! 
 

MARKETING IS A DAILY ACTIVITY IT IS NOT SOMETHING 
YOU DO ONCE AND THEN GET RICH! 

Never forget this. 
 
Persistence is the key to marketing success, as well as advertising success. Once you’ve 
identified your target market, you’ve got to proceed to connect with them over and over 
again, letting them know that you have the solution to their problem. You are the one 
they need to solve their anxieties. 
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You don’t just market when you feel like it. Not if you want to succeed. You must 
market daily. 
 
The prospects you approach will not always (or even usually) take action the first time 
they hear about your ability to help them. They must be exposed to your problem 
solving services again and again and again. 
 
There’s a general rule for how many times you contact your prospects: 
 

AT LEAST SEVEN TIMES WITHIN 18 MONTHS 
 

... and those seven times will use a variety of marketing means: 
 

• direct mail 

• telemarketing 

• free publicity 

• paid ads at remnant prices 

• speeches or presentations 

• articles 

• workshops 
 
and any and all other alternatives. Only after you’ve made a connection 7 times in 18 
months can you drop them (unless they give you some other proof that they’re not a 
qualified prospect), and be assured that your prospects know about you and how you 
can help. By then a significant portion of your market will have taken action, and your 
successes will breed success. 
 
Word will spread within that market and you will become known as THE ONE AND 
ONLY, THE BEST TO DEAL WITH. And you will do this, won’t you? This “Rule of 
Seven” is something you must live by. 
 
You must take it into consideration when developing your marketing plan. Successful 
marketers understand and profit from the rule of seven. Unsuccessful marketers expect 
outstanding results from a single mailing, a single ad or single talk show appearance.  
Stop and think about that—it’s kind of ridiculous to expect that a one-time mailing is all 
it takes to build a business. 
 
Don’t forget: not one of your prospects is as excited about your business as you are. 
Remember this. You can’t expect even a small fraction of your prospects to be as 
enthusiastic about your work as you are. 
 
Success in marketing is daily work—persistent work. Those who succeed in marketing 
do this work. They are clear about who they’re selling to, they are clear about their 
prospects problems and aspirations, and they are clear about the time and expense it 
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takes to reach their prospects on a continuing basis, in a way that’ll get them to take 
action and acquire your problem solving service. 
 

Conclusion 

Now you know the basics of marketing that you need to know to profit in your business 
on a continuing basis. Others without this information will fail, die and blow away, 
losing the dream which once so brightly burned within them. 
 
This is not you, no way Jose’.... not now. You know what you must do to become a 
marketing success, PERSIST! 
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CHAPTER TWO 
Advertising Madness: The 12 Reasons Why Most Ads Fall 
On Their Face, Costing You A Fortune Instead Of Making 

You The Money You Deserve! 
 

Introduction 

Writing winning ads is an art and a science. And you don’t have to be great at writing 
ads to market your business well, but I’ll let you in on a powerful truism: 
 
You Must Be A Good Sales Person... If You Can Sell Well, Then You’re More Than Half- 
Way There To Creating Winning Ads! ‘Cause Direct Response Advertising Is Selling... 
Just With Paper And Ink, Or Electronically! 
 
In this section I’m going to cover the typical advertising and copy mistakes that 90% of 
the businesses in America make. 
 
Once you begin to use the information revealed in this section, you’ll be head and 
shoulders above 90% of the businesses in America. 
 
I’m not tooting my own horn here either! Hundreds of marketers have proven these 
copy writing techniques, they work. And they’ll work for you if you use them. 
 
Hundreds and thousands of businesses need this information. But you’re the lucky one 
that’s reading it right now. You’re the one with the potential to put these ideas to work 
in your advertising! 
 
If you doubt that other businesses do a bad job—trust me—they do. After you’ve studied 
this section a few times, start to collect all of the advertising literature you can get your 
hands on. Get literature created by all kinds of businesses and you’ll see what I mean. It 
will all make even more sense to you once you do this. 
 
These ideas work, I use them daily. In crafting persuasive advertising and marketing 
documents you need to know the mistakes that are typically made, so that you won’t 
make them. This section will guarantee your ads and marketing literature won’t be full 
of the all-too-typical mistakes that are so evident everywhere you look. 
 
There’s nothing clever here folks, just strong common sense writing that works. Clever 
doesn’t sell. Read on and you’ll find what to do to ensure that your marketing 
documents do sell. 
 
You will do well if you study this section inside and out. 
 
Mark it up. 
Study it time and time again, it will help bring you marketing success.   
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Once you’ve had some success in using these ideas, I welcome your success story. It 
excites me to discover that I may have helped someone else succeed to any degree. I love 
it! Success breeds success! 
 
Now then, lets learn the advertising mistakes that you must avoid in every advertising 
and marketing document you create: 
 
The 12 Reasons Why Most Ads Fall On Their Face, Costing You A 

Fortune Instead of Making You The Money You Deserve! 

 
1 You Think You Need (or You Already Do) “Image” Or “Institutional” Advertising 

Instead Of Direct Response Advertising 

2 You Offer No Unique Benefit That Will Attract Prospects To You & Not Your 
Competition 

3 You Don’t Use Powerful Headlines To Stop Your Prospects Dead In Their Tracks 
And Pull Them In To The Rest Of The Ad 

4 You Don’t Tell Your Prospect What’s In Your Offer For Him—Instead, You Focus 
On You, Your Business, and What You’re Selling 

5 You Don’t Talk Directly To Your Prospect In A Conversational Tone, Using 
Specifics to Motivate 

6 You Don’t Open-Up With Your Prospects Problems & Frustrations 

7 Your Ads Are Too Boring To Motivate Anyone To Do Anything—They Don’t Use 
Energetic, Exciting Action Words; They Have No Passion 

8 You’re Scared To Create Ads That Have A Lot Of Copy—Instead, You Leave All 
The Compelling Benefits Out For Sake Of Your “Image” 

9 You Don’t Use Specific Numbers, Results, And Testimonials 

10 You Don’t Provide Your Prospect With A Compelling Reason To Respond To 
Your Proposition NOW—Tell Him In Precise, Step-By-Step Detail What He Has 
To Do To Take The Next Step In Your Sales Process 

11 You Don’t Look At Advertising, Sales, And Marketing As A Unified, Synergistic 
Team Of Money-Making Tools And Strategies—Instead, You See Them As 
Separate Functions, With Separate Goals 

12 You Focus On Your Credentials—Instead of Focusing On What Your Credentials 
Can Do For Your Prospect 

 
Now, let’s take a good look at each of these money-sucking mistakes, and discuss exactly 
what you have to do to overcome them: 
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1) You Think You Need to (or You Already Do) Use “Image” Or 
“Institutional” Advertising Instead Of Direct Response 

Advertising 

 
Do you remember those Infinity car commercials years ago? What a waste of money, 
time, and talent! Terrible, just terrible! They could have used a lesson or two in effective 
advertising! 
 
There are several mistakes that can be made in copy writing... and I think those Infinity 
car commercials made every single one of them! I don’t think that talking about a 
beautiful, snow covered mountainside is going to help you sell your product or service; 
and I don’t think it helped sell many Infinity cars either. 
 
The “Infinity Approach” is called Image Advertising—or some refer to it as Institutional 
Advertising. Whatever you want to call it is fine. But I call it a waste of your money! 
 
When people go into business, there are many who think they have to advertise the way 
the “big boys” do. Why? Because, that’s what advertising is to them. They know nothing 
else. Think about it. They grew-up with it, saw it, heard it, and read it—for so many 
years—no wonder it’s all they understand. 
 
But, let’s face it... there aren’t many of us who have money to burn—and yet, if you 
choose to use image advertising, you may as well go out and burn-up a huge stack of one 
hundred dollar bills, because that’s essentially what you’re doing when you run image 
ads. 
 
Image ads have several things against them: 
 
1. They are a complete waste of your money. As an entrepreneur (no matter what 
the size of your company) you need to watch every dime you invest in advertising. Yes, I 
said “invest in advertising.” That’s because advertising is an investment—and it can 
really payoff bigger than anything you could dream of on Wall Street. But, it will never 
deliver a massive return on your investment if you use image advertising! 
 
Your advertising must be accountable. That’s why you’ll chose to use direct-response 
advertising. 
 
2. Image advertising does virtually nothing to help you make more money... 
and unless you’ve got deep pockets like Coca-Cola, you’re never going to get “top of 
mind awareness” (or anything else for that matter) using image advertising. But, with 
direct-response advertising, you will get results—money, orders, response, etc. 
 
If you can sell well, you can write red hot ads that work. 
 
The problem is, most people try to do “cutesy” ads and they try to do institutional/image 
ads. An institutional or image ad is one that tells people how great and wonderful you 
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are. Or, an image ad will use music, dancing, sexy women and men, and then end with a 
company’s slogan, or other non-compelling nonsense. 
 
Today’s advertising doesn’t motivate us to action—but it sure does entertain! 
 
Whenever I watch TV (which is very seldom) I almost always get a chuckle or a giggle 
from an ad or two. It’s sometimes fun to just sit and watch commercials. 
 
The sad fact is though, that advertising really has nothing to do with 
entertaining people. The down and dirty fact is the only purpose for advertising is to 
make money. The only way to make serious money is to get your prospect to take action 
at the end of or during the commercial... not laugh! 
 
The sole purpose of advertising is to make money; or to get your prospects to take the 
next step towards sending you their order (money). And my suspicion is that’s exactly 
what you want to do... 
 

Make Money! 

Using image advertising is one of the worst traps an entrepreneur can fall into. As a 
matter of fact, a good 90% of all businesses in this country don’t understand the 
difference between image advertising and direct response advertising. 

Image advertising has nothing to do with getting the customer to take action. Oh sure, 
the ad agencies will argue that point by saying: 

“It does motivate people to action because by seeing the ad over and 
over again it creates Top of Mind Awareness! And when your 

product is at the top of your prospects mind, whenever he or she 
needs your product, they know right where to go!”  

 
Well, it sounds good in theory. But in practice... it just doesn’t work as accountably and 
as effectively as direct-response advertising! 
 
Image advertising has serious drawbacks. 
 
Honestly, I don’t recommend any company ever use image advertising! 
 
Why? 
 
Direct-response advertising is better! Any company can use direct-response advertising 
and get better results than with Institutional Advertising! Image ads focus solely on you, 
your slogan, or something clever, funny, or cute. Direct-response advertising focuses 
entirely on the prospect, what’s in the deal for them, and how to solve their frustrations 
or problems with what you’re selling. 
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What you’ve got to keep in mind is the fact that people don’t care a bit about you, your 
slogan, or anything else about you until you’ve shown them that what you offer will 
benefit their life in one way or another. 
 
All they care about is what unique benefit, advantage, service, or personal enhancement 
you offer them that somebody else doesn’t offer. Answer these questions: 
 

• How am I going to improve their lives?  

• How am I going to make their lives easier?  

• How am I going to make them prettier - or more handsome?  

• How am I going to make them richer? 

 
They want to know how you’re going to enhance the quality, the value, the enjoyment, 
and the profitability of their lives. Very few businesses truly understand that! 

People just don’t care what you want! 

All the things you do in advertising, in marketing, in selling, should only be addressing 
the desirable benefits you’re giving your customer and your prospect—because they 
don’t care about you. They just want to know what’s in it for them. 

However, they do want to know that you’re qualified to help them. So, in your 
advertising, you must “credentialize” yourself. If you’ve got a special expertise and 
people don’t appreciate it, find a way to explain it. 

If, in fact, you’ve been in the field longer than anyone else, you’ve attended important 
seminars, you’re a dry cleaner and every expensive fur in New York comes to your place, 
take advantage of that and turn them into marketable credentials for yourself. 

In everything you do, give people a reason why they should believe in you, so they’ll buy. 

Institutional advertising, or the practice of running ads that are designed simply to keep 
your name in front of the public, is a big joke. 

Institutional ads are ineffective and cannot be tracked. In other words, they’re a total 
waste of your time and money. These ads accomplish nothing more than transferring 
your money from your bank into the bank of the radio station, newspaper, or magazine. 

I try to get my clients to understand this: Advertising is salesmanship multiplied. It’s 
either salesmanship in print, salesmanship on the air, salesmanship in the mail, or 
salesmanship in pixels. 

Unclear messages that fail to motivate and only deliver off-the-wall statements that say 
nothing—make no case, or compel no one to action. But few, if any business owners 
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truly understand the reason for running an ad. I’ll say it once, and you’ll hear me say it 
again I’m sure: 

The only reason you ever run an ad is to stimulate a direct and immediate response—
either a qualified inquiry, phone call, or visit to your store or website—or better yet, to 
promote an instant sale. 

Nothing else is worthy of your hard-earned money! 
 
How do you tell the difference between an institutional ad and a direct-response ad? 

That’s easy... An institutional ad is not traceable in any specific way; its purpose is 
merely to put a company name or message in front of the general public. 

On the other hand, a direct-response ad can and should be tracked. It asks the prospect 
to respond in some way (by phone, by mail, by coupon, etc.)—so you can measure the 
effectiveness of any direct-response advertisement. 

When you run a direct response ad, you know within a few days whether you’ve made 
money or not. With image ads, you can’t tell where your business is coming from. 

Direct-response advertising will help keep you from throwing your money away, 
because you can measure whether or not your ad is effective. After all, if your ad isn’t 
“buying” customers for you at a dollar amount equivalent to their overall worth, you 
might as well stop running the ad. Doesn’t that make sense? 

And unless you know the purpose of an ad and how to create one and formulate it, I 
don’t think you should be advertising—because all you’ll do is throw your money away. 

If you run display ads, do they make a specific offer that compels people to respond so 
you can measure, analyze and compare with other offers? You can answer that question 
when you’re running direct-response ads. You can’t answer that question with 
image/institutional ads. 

But, since you can answer that question with direct-response ads, you should use the 
information to your advantage: 

If the answer is “yes,” to the above question, then look at the response from each ad to 
see which one or ones pulled better than the others. Then, step back and ask yourself. 
“What caused one ad to pull better than another?” 

Since you’re using direct-response ads, you can keep track of the results, measure what 
the bottom line comes to, and know whether to keep running the ad, or to drop it! It’s 
that simple. If you were running an image ad, there wouldn’t be any way to track the 
results... it just wouldn’t happen. 
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When running direct response ads, you must make sure you keep track (write it down) 
of everything: the positioning (page number and position the ad appeared on), the basic 
appeal of your ad, the headline, what action you asked for, and any other information 
that’ll help you come up with a better ad the next time. 
 
You must always analyze your ads—what they say, how they say it, the headline, the 
offer, the action you direct the prospect to take, the cost, and the sales. After your 
analysis tells you which offer, headline, and copy worked best—try to beat it with a 
better ad! 
 
The kind of money-making leverage you can get from direct response advertising is 
incredible—and it just can’t be done with straight image advertising... so don’t do it! 
 
 

2) You  Offer  No  Unique  Benefit  That  Will  Attract  
Prospects  To  You  &  Not  Your Competition 

Think about this: why do you go to the certain few restaurants that you go to? My 
answer is “Because they offer unique environment, food, or service… I get some respect.” 
 
Now, even though most restaurants don’t know their uniqueness, I’d bet the reason you 
go to those few certain restaurants is because individually, they offer something unique. 
 
The same thing is true of many of the people who do business with you—you give 
something unique to the ones who chose to do business with you. 
 
Most businesses fail to identify and promote this uniqueness. You won’t do that—nope, 
not any more. 
 
Once you define what’s unique about your business, it will make you take business from 
your competition. Why? Simply because the unique benefit is desirable, and because 
you’ve taken the time to define this uniqueness, you will get the business. 
 
This uniqueness is often defined as a “Unique Selling Proposition”, or a USP. I prefer to 
call it a UCA. Which stands for: 
 

Unique Competitive Advantage 

Your Unique Competitive Advantage (or UCA for short) will help you to shine as a 
business that has something unique over other businesses who are like you. Later on in 
the course I will go into great detail about UCA’s; how to figure out what yours is—and 
more. 
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3) You Don’t Use Powerful Headlines To Stop Your Prospects 
Dead In Their Tracks And Pull Them In To The Rest Of The Ad 

Your ads will go absolutely nowhere 99.9999% of the time without a headline. Your 
headlines must work. If your headline doesn’t get your prospect’s attention and pull 
them into what you’ve written, he’ll throw it away, or turn the page, or click away, or 
tune it out—depending on the medium! 
 

It doesn’t matter how powerful, how good, how appealing or how wonderful your copy is. 
If the headline doesn’t stop your prospect—they won’t read your “hot” copy and 
consequently, you won’t get their business! 
 
Give headlines more attention than you do your copy. Headlines are crucial to your ad’s 
success. 

As I see it, the purpose of the headline is to snag your specific prospect’s 
interest. 
 
Give your headline all the attention it deserves, because your prospects see anywhere 
from 2,500 to 7,500 such headlines a week in the form of radio ads, TV commercials, 
magazines, newspapers, direct “junk” mail. So, yours had better be good, and it better 
stop your prospects dead in their tracks! 
 
Your good headlines will: 
 

1. Talk directly to your prospect. Stop him cold because they yell out, “HEY YOU! 
THIS IS FOR YOU! HERE’S INFORMATION YOU NEED!” Sound silly? It’s true. 
If your headline doesn’t do this, then it’s missing the mark by a mile. 

2. Promise a benefit. This benefit may be implicit or explicit, but it must be there, 
right in the headline in order to snag your prospects attention. 

3. Let your prospect know that there’s a powerful benefit simply for reading the ad! 
Tell me, do your headlines currently face up to these criteria? 

 
I doubt it. If they don’t, then you’ve got to change them—even if you have to chuck that 
4-color brochure in the garbage that you’ve spent $6,000 on... you’ve gotta do it! That 
beautiful 4-color brochure won’t sell a dam thing if it doesn’t have a prospect-focused, 
benefit-packed headline that grabs their attention! 
 
In the mail today I received an ad with another miserable headline on it. See if you don’t 
agree. 
 
It’s beautiful, black linen “mini-book” with silver writing. Truly beautiful. And what is 
the message on the front... the main headline? “Writers’ Conference at Santa Fe.” That’s 
it. Nothing that yells out to me, “Hey! You’d better read this so that you can get this 
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benefit and this benefit and this benefit... and if you don’t read it, you’ll miss out on this, 
and this and this!”  
 
It doesn’t tell me what I’ll get. It doesn’t tell me what I’ll lose. In short, it fails miserably 
as a headline. 
 
Later in this course, you’ll learn in great detail about headlines, how to create them, how 
to use them, and most everything else you need to know to start making money with 
powerful headlines! 
 
 
4) You Don’t Tell Your Prospect What’s In Your Offer For Him—

Instead, You Focus On You, Your Business, And What You’re 
Selling 

This has got to be one of the most often committed mistakes on this list. Businesses 
everywhere, everyday focus their promotions on themselves. They talk about how long 
they’ve been in business, how to get to their store, all that goes into their products, and 
on and on and on! And none of it focuses on the prospect! 
 
Just today I had a flyer left on my doorknob by some kids walking up and down the 
street. This is a great “down ‘n dirty” marketing tactic to get some exposure, and to 
rustle-up some prospects. Take a look at the headline they had put on top of the flyer: 
 

“We are pleased to introduce ourselves, we are 
Cozy Fire Co, and we feature Webster’s Kozy Fire Gas Logs” 

 
That’s the headline. Notice the focus? WE are pleased to introduce OURSELVES… WE 
are... and WE feature.... Man oh man! How many “we’s” can you find in that “headline?” 
I count 3 “we’s” and 1 “ourselves”! 

Now, understand... This company has a great idea—getting their flyers delivered to their 
target markets (home owners with fireplaces) cheaply. And their cost was probably 
pennies: they probably paid about three cents for the black and white flyer—probably 
paid five cents each to have some kids go around the neighborhood and attach them to 
the doorknobs, and they’re targeting their audience very well: homes that have 
fireplaces! 
 
But, when it comes down to their advertisement—they could sure use some “Advertising 
Magic”! 
 
I’m telling you: 
 
Every Advertisement You Create, Every Marketing Piece You Produce, Must Focus On 
Your Prospect And The Benefits He Gets From Doing Business With You! 
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Everything from full-page ads in the Wall Street Journal right down to your lowly ‘ole 
business card—it should all focus on your prospects, and tell them the benefits they get 
from doing business with you! 
 
It’s that simple. 
 
When you do talk about yourself in your ads, letters, and other marketing pieces, talk 
about yourself in terms of what your prospect gets. 
 
Think about what your prospect wants to know. He wants to know that you’ll give him 
the benefits you say you can deliver, and the benefits he wants you to deliver. 
 
Your prospect continually wants to know, “What’s in it for me?” Therefore, you must 
continually answer that question, even when you’re talking about yourself. To 
remember that, the direct marketing community has come up with an acronym to 
remind us to do just that: 

 
“WIIFM” 

WIIFM stands for “What’s In It For Me”—and I like to position it as a radio station. It’s 
the station that your prospects are always listening to. All they want to know about is 
WIIFM. 
 
They don’t care about anything else except WIIFM. They’re constantly listening to that 
station... and the WIIFM question, my friend, is the question you’ve got to answer with 
every word, every sentence, and every paragraph of your ad—in order to get your 
prospects to take action! 
 
You’ll learn in great detail about the power of this magical acronym (WIIFM) later on in 
the course. 
 
5) You Don’t Talk Directly To Your Prospect In A Conversational 

Tone, Using Specific Facts, Numbers, Quotes, and Details To 
Convince & To Motivate 

Talking directly to your prospect is important. All of your ads and letters should be from 
one person to another. People like doing business with people—and they dislike doing 
business with powerhouse corporations that put them on hold for hours, and hassle 
them in so many other ways. 
 
Therefore, you’ve got to make your copy sound like it’s from one person to another. 
 
The best advertisements are written to a specific person with specific problems; from a 
specific person, with specific solutions. That’s right: it’s from one person to another—
and never done any differently. 
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Just remember that your ad or sales letter will be read by one person at a time. 
Therefore you should talk directly to that person as if you were sitting across the desk 
from them—this is the very best type of advertising you can write... ads that are one-to-
one with your prospect. 
 
Writing your ads in a conversational tone has got to be one of the very easiest of all the 
11 mistakes to overcome. 
 
Simply put: when you’re creating an ad, sales page, or sales letter, talk in a 
conversational tone to your prospects. People will be more comfortable with the ad if 
you speak conversationally. 
 
Use simple words and sentences to make your points easily understood. Try not to use 
bigger words—break those words down into their simplest expression. For example: 
Instead of saying: “You’ll receive...” Say, “You get...” 
 
There’s only a slight, subtle difference—but it’s more conversational, thus it’s easier for 
your prospects to digest. We’ll give this subject a thorough treatment in the course.... 
and I will include a list of “big” words and their corresponding “little/conversational” 
words that you should be using instead. 
 
People like doing business with other people—and they don’t like doing business with a 
“company”. They want to know that behind that organization, there is a caring, sincere, 
and likable person. 
 
Your ads must reflect that. 
 
In order to accomplish this “feel”, here’s exactly what you must do: 
 
1) Your Copy Must Read As A Conversation Flows. The best sales copy, is 
copy that sounds like, feels like, and reads like a conversation. 
 
In the simplest terms I can think of, conversational ads use: 
 

• one word sentences 
• one-sentence paragraphs 
• one-word paragraphs 
• clichés 
• sayings like: “That’s water under the bridge” or “Boy, he sure got himself into a 

pickle!” 
• easy to understand words 
• one person to one person writing 
• ignores most of what your English teacher taught you, etc. 

 
In other words, it must sound like a conversation in the readers (or listeners) mind 
while he reads it. 
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The type of conversational sound/tone you have is determined by your market. For 
instance, you wouldn’t write copy to a dentist in the same tone you would to parents 
who want to teach their kids to read. 
 
When you write your ad, you must exude a caring, problem-solving attitude and 
personality so the person reading the ad feels strongly that what he’s reading was 
written especially for him, and nobody else. 
 
Your copy must be written with the zeal of a well thought out love letter. This is the 
hardest language to write. 
 
Here’s the best way I know of to accomplish the task of writing conversational copy: 
 
First, turn on your audio recorder and act as if your prospect were in the room with you. 
Next, let’s assume that you had a remedy for cancer. And this person you’re talking to is 
going to die if he didn’t use your services. Literally DIE on the spot, if he didn’t sign up 
right now. 
 
Go ahead. 
 
Do it. Sell him. 
 
To make it a little better, let’s pretend this person was your loved one. The person you 
loved above all in the world, they meant more to you than anything or anyone. Now... 
“sell” them on using this remedy for cancer—sell them for a good 10 minutes. 
 
Think about what your vocal “headline” or opening statement is... your offer, your close, 
and your guarantee. 

Once you’ve made the recording, listen to it. 

And after you’re done listening, transcribe that audio by hand. You’ll hear and see what 
your copy should sound like. 

I’ve done this before... and with great success. It will help you learn how to write to a 
specific person, which is what all of your copy must do if you want it to have impact. 

2) You must study the master copy writers’ ads. The all-time best, money-
making ads. If you’re serious about learning how to write in a 
conversational tone, you must rewrite them in your own handwriting. 

This is an almost magical way to learn how to write hot ads - I still do it to this day. And 
here’s how it works: 
 
Get your hands on a few of the following books: 
 

• “The Robert Collier Letter Book” by Robert Collier 

• “Million Dollar Mailing$” by Dennison Hatch 

• “Best-Winning Ads From Jay Abraham’s Private Files” by Jay Abraham 
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• “My Life In Advertising/Scientific Advertising” by Claude Hopkins 

•  “How to Make Your Ads Make Money” by John Caples 

 

This list isn’t “all inclusive” of the books I think you should have on your shelf. But these 
are some of the best collections of winning ads available. Most of these books are 
available from my good friend and associate, Carl Galletti @ (609) 896-0245, Fax (609) 
896- 2653. 

Call him and tell him that you read about it here, and that you’d like to get his list of 
available books on advertising and marketing—or fax over your address and phone # 
with a note telling him you’d like his list. 

You would do well by getting those books and others like them from Carl. 

Onward! 

Once you get your hands on those books, you’ll want to read them—but more 
importantly, you’ll want to “write” them. What I did was this: 

I Wrote Every One Of The Winning Ads In Those Books (and 
More) Out In My Own Handwriting! 
Let me tell you something: doing this had a major impact on my ability to write ads, and 
to write them in such a conversational way that people told me “it was so simple, it just 
flowed”. Those are the words people used to describe my copy... my ads. The same ads I 
created for my clients. 
 
Please, please, please don’t brush over this lightly. 
 

If I were you, I’d mark off at least 30 minutes a day to do this—and do it for the next 4 
months. You’ll be shocked at what an impact this will have on your ability to write hot, 
money-making ads. I’m telling you... don’t overlook this. Yes, it requires effort, but you 
must do it if you’re serious about getting good at creating winning ads for yourself. 
 
It really does help! 
 
Now—let’s talk about being specific. 
 
There’s one key rule that you need to remember in your ad-writing endeavors; and that 
is this: 

Generalities Don’t Sell—Specifies Do! 
 

I’ll go into great detail later on in the course—but here, let me say that if you’re trying to 
sell someone anything—the more specific you can be about the results they’ll get, the 
more you will sell. For example, instead of saying: 
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“Save On Your Long Distance Service!” 
You should say: 

 
“Save 32.5% On Your Long Distance Bill, Every Month, Guaranteed!” 

 
It’s obvious isn’t it? I mean—look at the difference in the impact the specific headline 
has over the general headline! These types of specifics have a strong impact on your 
prospect... and thus, on your bottom-line! 
 
In every ad you create, you must make sure you don’t fall into the trap of “getting by” 
with generalities. Sure, it can take some effort and time to get specific. But it’s time and 
effort that’s well spent. 
 
Having specifics on hand and ready to use will take effort on your part. You’re going to 
have to start being more responsible about taking care of your customers. For that is 
where you’ll get most of the specifics that you need...by interviewing your current 
customers. 
 
You need to call them, interview them, and find out—firsthand: 
 

• How much per month are they saving by using your product (please be as specific 
as you can)? 

• How much money were they paying before? 

• How quickly did they learn to use your system, as compared with the system they 
used to use?  

• What’s the specific reason they started using your product? How long did the 
product last? 

 
The questions that you should/could ask are endless—every product and service will 
have different questions that need to be asked to get the specifics. 
 
If you don’t have any customers to turn to, then you’ll have to get your specifies from 
industry trade sources, (librarians are wonderful at discovering this sort of information... 
and they’re cheap too!) Keep your eyes open, you’ll find all kinds of useful information 
and tips all around you. 
 
Being conversational in your ads is one of the very most powerful things you can do to 
increase the response you get. You’ll learn more about how to create and use specifics, 
which ones to use...when and where later in the course in precise detail. 
 

6) You Don’t Open-Up With Your Prospects Problems & 
Frustrations 

One of the very most effective ways to open an ad is to remind your prospects of the 
uncomfortable situation they’re in right now. Build on their anxiety and discomfort... 
and make them feel it with your powerful and passionate words. 
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Remind them of how uncomfortable they are! Remind them of their frustrations. The 
only catch there is in using this technique is this: 
 
You must have done your research. You must absolutely know your prospects—inside 
and out. Survey them, talk to them, find out exactly and in precise detail, all you can 
about their hopes, dreams, fears, and anxieties. This is critical. If you don’t know your 
prospects like the back of your hand, you may want to shy away from using this 
technique. I would, however, test it. 
 
Most people have some discomfort—and if you can focus in on your prospects’ 
discomfort, make them feel it, and then let them know that you have the answer that 
will solve this discomfort—you’ll have a powerful advertising combination. 
 
Of course, you’ll learn how to do the research you need to do to find your prospect’s 
anxieties in this course. And you’ll learn how to use that information (in a kind, but 
motivating way) to get your prospects to take action! 
 
 

7) Your Ads Are Too Boring To Motivate Anyone To Do 
Anything—They Don’t Use Energetic, Exciting Action Words; 

They Have No Passion 

You must be excited about what you’re selling—or you may as well not sell it. For you 
are destined to fail. You must be excited about your product or service. If you’re not 
excited about it, how in the world do you think your prospect is going to get excited 
about it? 
 
And when I say “excited” what I really mean is passionate! You need to get passionate 
in your advertising. Don’t be afraid to say something controversial—say it and stand 
your ground with passion! 
 
Passion is an element that’s missing in too many people’s lives—and because of this, 
passion becomes an incredible advertising tool to help you get your prospect motivated 
to take action. 
 
I think you’d agree... most advertising is flat-out boring. It couldn’t possibly motivate 
anyone to do anything, except turn the page, throw it in the trash, or click away. 
 
Your ads and sales letters must exude energy. Of course, it depends on the approach 
you’re taking as to how that energy flows. But nonetheless, energy and passion sells... 
being boring doesn’t! 
 
In this training course you’re going to learn several key things about passion and energy 
in advertising. And I think you’ll be surprised at what a difference they can make in the 
success of an ad! 
 
 



Advertising Magic:  The Complete Guide to Creating Hot Ads & Sales Letters That Work! 

40 

8) You’re Scared to Create Ads That Have A Lot of Copy—
Instead, You Leave All the Compelling Benefits Out For Sake of 

Your “Image” 

 
Let’s set things straight for the record right here and now: the only reason you’re in 
business, is to make money by providing a quality product or service which benefits 
people in ways that they can’t find anywhere else... a product or service people buy... one 
they think they can’t live without; and so they buy it! 
 
That being the case... why is it so many businesses fail to present their entire sales 
proposition in their ads or in their sales letters, or in their multi-step advertising 
processes, or on their websites? 
 
I’m clue-less! 
 
But now, this won’t be you anymore. A key to successful advertising is this: 
 
You need to present your entire case when you present an ad to a prospect. If you fail to 
answer a certain prospect’s question or concern, you’ve lost a sale... and chances are, 
there will be more of these same types of prospects. 
 
I can’t tell you how many advertising critiques I’ve done where the company created 
these incredible, 4-color, graphic masterpieces on paper. They call them “sales letters”—
I often call them “garbage”! I promise you: 
 

“Having a Graphically Gorgeous Ad Will Not Make 
You Much Money—It May Win You Awards... But As 

For The Money From Orders...” 
 
 

9) You Don’t Use Specific Numbers, Results, And Testimonials 

Unless your prospects are lined up outside your door, jamming your mail box and your 
phone lines wanting to order your product, generalities will never sell your product or 
service to the degree that you could sell it. 
 
You must always be as specific as possible about the benefits you can provide. 
 
If you sell trade show booths, talk about the “five ways to make your next trade show the 
most successful ever.” Give specifics. Let the prospect know how many steps it takes to 
reach the desired outcome; or the specific results you’ve gotten for others like him; or 
specific test numbers that show your product beats the competition hands-down. 
 
In short, let your prospect know that you know what you’re talking about. This lets him 
know you can work with him in a specific manner to give him the results he wants. 
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Don’t write advertising that is vague and unspecific. It only shows that you don’t know 
what you’re doing and provides your prospect with precisely the reason he needs to stop 
reading your materials and chuck ‘em. 
 
You should be able to tell your prospect in precise detail what benefits he gets for buying 
your product or service. Let him know the specifics about these benefits. Why they are 
benefits, and what he can expect from such benefits. 
 
The basic rule to remember is this: 
 

If Your Ad Is So General That It Could Apply To Any 
Product, It Will Not Be Of Any Special Interest To 

Your Specific Prospect! 

Never forget this and use this rule for every sentence you write, and every word you use. 
Instead of saying “we can cut your costs!” Try saying:  “Our service is guaranteed to cut 
your costs by 37.3% or you pay nothing!” 

Which is more powerful to you? 

If you don’t have specific facts like this example has, then you’d better start getting them! 

Survey your current customers and find out how your product or service is benefiting 
them; how it can be improved; what savings they’re getting; what’s their favorite benefit; 
and how would they quantify what it’s done for them? The answers to these questions 
will help you get the specifics you need. 

If your average customer saves 10% on their copy paper bill because they buy from you, 
take that 10% and turn it into a “specific”: 

“You’ll Save 10.2% or more on your copy-paper bill once you buy from us on a regular 
basis!” 

If you’re more comfortable going “down” with your specific instead of up, say “9.8%” 
instead of “10.2%”... that way you can rest assured you’re being more than honest. 
 
You should start creating Case Studies with specific numbers. The way I do Case Studies 
is revealed later on in the course. But Case Studies are very impressive to prospects who 
want to know what you’ve done for people like him. 
 
Testimonials work the same way. Try to get specifics in your testimonials. 
 
Using testimonials can reduce buyers fear as well... especially if they use specific names, 
and numbers, etc. But not those vague testimonials you see most of the time, like: 
 

“You were great!” D.M. Kansas 
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YUK! This type of testimonial is unspecific and useless. As a matter of fact this type of 
testimonial is actually harmful to your ad. It causes your prospect to think consciously 
or subconsciously, “Well, if D.M. from Kansas was so impressed, then why didn’t they 
tell their full name?” 
 
It leads the prospect to believe that there never was such a person! This hurts your 
credibility, and you have lost the sale... I guarantee it. 
 
People want to be reassured they are making the right decision when they buy. Specific 
testimonials are a powerful tool to help reduce a prospects anxiety. 
 
If someone was looking to hire a magician, that magician would like a specific 
testimonial that goes something like this: 
 
“I was hesitant to get a magician, it worried me a little. After hiring Jo-Blow magician, 
though, our entire event was ten zillion times better than last year! I had at least 37 
positive comments from the crowd of 50! That’s pretty darned good! Great, work, and 
I’ll be calling you again!” Bill Gates, President, IBM. 
 
Now that’s a good testimonial. It’s specific. Strive for this from now on. 
 
When you ask for testimonials, make sure it’s OK with your prospect to use their quote, 
as well as their name, address, and contact information (whenever possible). That way 
you can use their quote at “full power”... because there’s nothing weaker than a 
testimonial with only initials, and no city or state. 
 
You’ll learn about testimonials in great detail later on—just bear in mind that using 
specifies applies to testimonials just as it does to every other part of your ad. 
 
Using specifics is critical. You see, people are very skeptical these days. We are all hit-up 
with sales proposals every day of our lives. And we’ve all been burned one too many 
times—that’s why we’re all skeptical. 
 
There are a few different techniques that can be used to overcome this skepticism—I’ll 
be covering all of the most powerful ones in this course. Right now, I want to just tell 
you that… 
 

Specifics Sell, Generalities Don’t! 

That means instead of saying “We now have over 2000 customers!” You need to say 
“We now have 2123 satisfied customers”... specifics sell (convince), generalities don’t! 
 

• Be specific in your headlines 

• Be specific in your claims 

• Be specific in your testimonials 
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Basically it boils down to this: If you want to have a chance of having your ads or sales 
letters make you money, you must learn to use specifics. I will teach you all about using 
them in this course—you’ll be pleased 102.3% with the results! 
 
10) You Don’t Tell Your Prospect In Precise, Step-By-Step Detail, 
What He Has To Do To Take The Next Step In Your Sales Process 

To Get the Benefit He Wants; Nor Do You Offer Him a 
Compelling Reason To Respond To Your Offer NOW 

If your prospect, after reading your ad or sales letter, picks up the phone or otherwise 
takes the next step towards buying from you, then you have succeeded. If he’s not 
motivated to act, then your ad or marketing document fails. 
 
Pretty simple, eh? 
 
This means that in every ad or marketing document you create you must always give the 
prospect an invitation to, and a reason to ACT NOW! 
 
Don’t just tell the prospect to act, though, tell them WHY to act. 
 
For example: 
 

“Pick up the phone now to solve (your prospects greatest problem).” “Schedule an 
appointment to see our new widget now so you won’t (lose what the prospect desires).” 
 
You see, in order for your marketing communications to succeed you must talk about 
your prospect continuously. That’s all they’re interested in. They want to hear about 
themselves. 
 
My advice is to do it! Talk about the problems that they want to solve. Talk about the 
aspirations that they have. 
 
Every thought, every word in your ad must clearly show that, above all else, you are 
thinking only of the prospect and what they want, and, that you’ll do what it takes to 
solve the prospect’s problem, if only he’ll contact you NOW! 
 
You must, in no uncertain terms, tell your prospect exactly what to do to take action. If 
you want them to call, tell them to: 

 
“If you’re serious about wanting to get rid of all your sales woes, you owe it to yourself 
to get this fact-filled DVD! Pick up your phone right now, and dial these 10 little digits: 

(800) 123-4567. Ask for Marty at extension 8. Then tell him you want package “B” 
along with all the free bonuses. It really is in your best interest... etc.” 

 
You see what I mean? 
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That’s pretty clear isn’t it? There’s no question in that persons mind as to what they’re 
supposed to do in order to get the benefit they want, or to solve the problem they have! 
Here’s another example: 
 

“Here’s all you need to do to get rid of those pesky mice forever: Simply print your 
name, address, city, state and zip code on a piece of paper—along with the words 

‘FREE Report: No More Mice!’” 
 
Mail it, along with your check or money order for $12 (includes shipping) to: Mouse 
Blasters, 8869 South 60 East, Sandy, UT 84070. By the way, it is not a good idea to send 
cash through the mail. Don’t put it off, the sooner you take action, the sooner you’ll blast 
those mice right out of your house forever!” 
 
Pretty clear isn’t it? There’s no question about what your prospect is supposed to do. 
And, it’s worded in a compelling fashion. It tells them precisely what to do. 
 
Now, not only must the verbiage be clear, but you’ve also got to give your prospect 
a compelling reason to take action right NOW! 
 
A “compelling reason” might be one of several motivating combinations... the first one I 
call: 
 
1. “RISK-FREE BONUS OVERLOAD!” This is where you offer them a totally 
irresistible, risk-free, 100%-guaranteed ‘til the day they die, with high-perceived value 
bonuses worth more than the cost of the main item; with a 10-day time limit on the 
offer—reason to buy now! No matter what you’re selling, this kind of proposition is 
pretty strong! 
 
Here’s an example: 
 
“With that in mind, here’s what you get: 
 

• You get the complete, 12 DVD video course which teaches you in precise detail all 
that you ever wanted to know about how to create winning ads of every kind. 
(valued at $877)  

• PLUS, you get the 5 FREE BONUSES: 
 

1. The 14 most compelling ads of all time, and how you can model them for your own 
success! (a $257 value) 

2. A powerful new checklist called “It’s The Little things That Count” that took 15 years 
of research (laid out in easy-to-follow detail) that you can use to make sure all of the 
little, money-making “believability-boosters” are in your ads every time you sit down 
to write. (a $177 value) 
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3. A 24” x 18” wall poster to put up right by your computer or writing area, so that every 
time you start writing your winning ads, there’ll be no scrambling for where to start, 
where to go next, and where to end! (This baby is a time-saver and a huge hit! $277 
value) 

4. You get my most valuable asset: MY TIME! That’s right... you get 4 FREE advertising 
makeovers with me, limited to 20 minutes per session, absolutely FREE! All you do 
is email or fax over your ad or letter and call me to find out the next most convenient 
time on my schedule that I can go over your ad with you. Then I’ll go through your ad 
from top to bottom, telling you exactly what to do to increase your response! (Each 
consultation is valued at $227... total value: $1008!) 

5. You get each of the above consultations recorded as a downloadable file—no extra 
charge! If you have an “overnight” account, I’ll even take the time to package them all 
up on a CD and overnight your recordings to you! That way you’ll be able to use every 
little detail... every little nuance the consultation had to offer to your advantage—
right away! (valued at $77 per recording) 

That means you get a total of $1,927 in FREE BONUSES! But remember, you 
must take action before XXX date—which gives you only 10 days to get going! But 
why put it off. Don’t set this aside—chances are too strong that you’ll forget! 
 
Remember, you have NO-RISK with my 100% money-back lifetime guarantee: If at 
any time you are no longer pleased with the money you’re making by knowing how to 
create winning ads as easily as possible, you may return the DVD’s and keep all the free 
bonuses ‘til the day you die—no questions asked, no hard feelings! 
 
Am I crazy to make a no-lose, no-risk offer like this with a life-time guarantee? 
Maybe. Maybe not. All I know is that I want to build a relationship with you so that…” 
 
There you go... that’s a great example. 
 
Do you see the motivating power behind it? 
 
Understand, this type of offer has been used for years with fantastic success... it’s not a 
new idea. Piling on the benefits can be a very strong way of making sure you get your 
prospect to take action now. 
 
We’ll talk more about using bonus items and creating guarantees in great detail later 
on—for now, understand that the above combination is one of the most powerful, “one-
two” punches you can offer to motivate your prospect to take action now! 
 
Let’s take a look at the 2nd way to motivate your prospects: 
 
2. You use their anxieties and frustrations to motivate them to take action 
by reminding them of their problem/fear; and then restating their current 
“state” letting them know in “gory” detail that they don’t like the situation 
they’re in, and that it’s not going to get any better if they keep the status 
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quo—and that they must take action now if they ever hope to be able to 
overcome this problem/anxiety/fear; and clearly state that you have the 
answer they’ve been looking for! 
 
You’ve got to use these two compelling reasons to take action now. 
 
The truth as I see it, is this: these two key elements are precisely what you need to use in 
your ads to get your prospects to take action now, without procrastinating and putting it 
off: 
 
1. Remind them of their biggest anxiety - an anxiety that you can wipe out for them. 

2. Give them a motivating factor to get them to take action, coupled with a time limit, 
and a no-lose guarantee. (“Piling On The Bonuses” is a fantastic way to get your 
prospects to get off their back-sides and take the action that’s in their own best- 
interest!) 

 
Now, let’s go into some more detail on this subject... Number One: Remind them of 
their biggest anxiety—an anxiety that you can get rid of. 
 
This is a powerful way to compel your prospects into taking action now—it can almost 
work magic. However, there’s one big caveat: 
 

You Must Absolutely Know Your Prospects Inside Out In 
Order For This Procedure To Work At Full Power! 

 
This is where thorough research comes into the picture. I’ll be going over what it means 
to research your prospects later in the course. Suffice it to say at this point: If you don’t 
know what your prospects are feeling, thinking, talking about, writing about, and 
reading about, how in the world can you sell them anything? 
 
Frankly, you can’t. 
 
You must know your prospects better than you know yourself if you want to have a hope 
of being able to sell successfully to them with direct-response advertising! 
 
Now, let’s get down to brass tacks. Here’s how this strategy would look in a sales letter 
to a prospect named Scott: 
 
“Sure Scott, you could keep on doing things the way you’ve done them for years... but 
why put yourself through it? You and I both know the “old” ways just don’t cut it 
anymore. You undoubtedly can see from this letter that doing business with me will: 
 

• Cut your costs by at least 47% per order! 

• Cut your turnaround time by 62%! 

• Increase your profits by 73% on an average order of $113! 
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When you look at it this way, doesn’t it make since to take action now? Why go another 
day with the headaches you’re experiencing today... it’s absolutely crazy—and it’s no 
longer necessary to put yourself through this pain! Don’t you think you owe it to 
yourself to move on this now?  
 
Here’s how to solve your problem:” 
 
Pretty powerful stuff, isn’t it? Once you’ve done your homework and follow the advice in 
this course on getting testimonials, case studies, doing your research, etc... you’ll have 
the firepower you need to deliver specific statistics like this that hit your prospect right 
between the eyes! Leaving them with no reason whatsoever to stick with the status-quo... 
wallowing in their continued anxieties! 
 
Now, let’s go into more detail on number two: Give them a motivating factor to get 
them to take action. 
 
Like I said, this strategy is a proven, age-old one that’s made people money time and 
time again. Couple this strategy with the one I just went over with you, and you’ll have a 
power-packed method for getting the maximum response from your ads. 
 
Giving your prospect a motivating factor for taking action now is a matter of perspective. 
What I mean is, if you throw in something of added value for “ordering before” a certain 
date like I did in the example above, your prospect must “perceive” the added bonus 
item(s) as something that is truly of added value. 
 
In other words: it must have a high-dollar perceived value from your prospects’ point of 
view. If they don’t perceive it as valuable—your response won’t be affected in any 
positive way. 
 
Here again, your research will become of extreme value to you. 
 
I’ll be going in to great detail on using added bonuses later in the course—but for now, 
just understand this cardinal rule for using added bonus items: 

 
If you can’t sell or give your added bonus away, it will not enhance the value of your 

offer, and it will not make your prospect take immediate action—as a matter of fact, it 
will detract from the overall offer! That’s why you must be very careful about your added 

bonus, and know your prospects inside-out! 
 
So don’t think you can shovel some old, unsuccessful report or other “schlocky” item as 
an incentive to get your prospects to take action... it won’t work! Your bonus product or 
service must not only be perceived to have a high value, it must be valuable in and of 
itself. 
 
Well, there you have it. 
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Now you have some of the most powerful ways known to man for giving your 
prospect a compelling reason to respond to your proposition now. You also 
know how to tell them in precise, step-by-step detail what they have to do to take the 
next step in your sales process, and most importantly—how to get them to take action 
now! 
 
This mistake (you don’t tell your prospect in precise, step-by-step detail, what he has to 
do to take the next step in your sales process to get the benefit he wants; nor do you 
offer him a compelling reason to respond to your offer now) is by far one of the most 
profit-killing mistakes there is. Advertisers everywhere fail to ask for the order. 
 
I know it sounds elementary... but businesses just don’t think about it. 
 
Creating a compelling reason to motivate your prospect to respond now is of paramount 
importance. Usually if an advertiser has no compelling reason, then no action gets 
taken... even if there is a call to action. So be careful! 

Onward. 
 

11) You Don’t Look At Advertising, Sales, and Marketing As A 
Unified, Synergistic Team Of Money-Making Tools and 

Strategies—Instead, You See Them As Separate Functions, With 
Separate Goals 

 
This is a critical mistake. You must understand that your advertising works hand in 
hand with you marketing strategies, and your sales team. 

 
a) Your Advertising Works With Your Marketing. 
 
A powerful part of your on-going Marketing Plan should be advertising. In your 
Marketing Plan (if you don’t have one, get one... a practical one—no charts, bar graphs 
etc.) you should have a budget, and a plan for your advertising. This course will help you 
know exactly, when, where, and how to advertise. But you’ve got to set aside money in 
your Marketing Plan in order to make that happen. 
 
Marketing is what guides your advertising. But, your advertising is what runs marketing. 
Whether that advertising is word of mouth, full-page ads in the newspaper on a weekly 
or daily basis, classified ads, postcard mailings, direct mail sales letters, small display 
ads, flyers attached to homeowners’ doors, etc. Whatever the advertising is, it’s goal is to 
complement your overall marketing plan. 
 
b) There Are No Sales For Anyone Without Advertising. 
 
No matter how good your telephone sales team is, or no matter how good your 
inside/outside sales people are—they’ll go nowhere without leads. 
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It shocks me to see how many sales-force backed businesses there are who do nothing 
(direct-marketing wise) to generate leads for their sales team. Leads can be generated in 
great quantity (and quality) using direct-response marketing space ads, letters, web 
pages, classifieds, etc. 
 
If you have a sales team of any kind—may I suggest that you read the section on lead-
generating ads very carefully and closely to make sure you understand the fact that 
direct-response marketing can have a powerful impact on the supply of leads your 
salespeople get. And remember, with no leads... there are no sales! 
 

12) You Focus On Your Credentials Instead of Focusing On 
What Your Credentials Can Do For Your Prospect 

When you talk about yourself in your advertisements and marketing literature, talk 
about yourself in terms of what your prospect gets from you. 
 
Think about it: What does your prospect care to know? 
 
He wants to know that you’ll give him the benefits you say you can deliver, and the 
benefits he wants you to deliver. Your prospect continually wants to know, “What’s in 
it for me?” Therefore, you must continually answer that question, even when you’re 
talking about yourself  
 
In fact, there’s an old sales adage that says, “Your prospects are always tuned in to the 
same radio station: WIIFM... What’s in it for me!” 
 
We’re all tuned in to that station—“WIIFM”. We all want to know the answer to that 
question before we’ll buy from anyone. Answer it specifically for your prospects, and 
you will make money! 
 

• Your prospect wants to know what you can do for him, not how many degrees you 
have, where you got them, and when you got them. No one cares about those 
types of things until they know what’s in it for them. 

• Your prospect wants to know that you understand his problems and have solved 
it for other people who are like him. People that will in fact “testify” that you have 
solved their problems (thus the need for testimonials). 

• Your prospect wants to know what you can do for him, what you have done for 
others like him (be specific!) and anything you can tell him so that his suspicions 
about what you say are laid to rest! 

If these are the things your prospects want to know (and they are) then tell them these 
things!  
 
Turn your credentials (features) into benefits. 
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Your prospect wants to know what you can do for him; not how many degrees you have, 
where you got them, and when you got them. No one cares about any of that kind of 
stuff until they know what’s in it for them. 
 
I’ll be telling you exactly how to take your credentials and “frame” them in a way that 
shows your prospect what’s in it for him later on in the course when we talk about 
features and benefits.  
 
Right now, I just think you should know that if you’ve got a master's degree in anything, 
you need to realize that your prospects don’t give a whit, until you tell them what 
benefits that master's degree delivers to them! 
 
You’ll learn how to do that in the next section of this course. It’s an easy, yet important 
concept to understand and use. 
 

Conclusion to Advertising Madness: The 12 Reasons Why Most 
Ads Fall on Their Face, Costing You a Fortune Instead of Making 

You The Money You Deserve 

There you have them. If you’ll follow these rules, you can rest assured that your 
advertising and marketing documents will be read. 
 
As I challenged you at the onset of this, begin collecting marketing documents of all 
sorts. Note what you like about them. Note what works. Test them against the guidelines 
in this section of the book to see why they work when they do... and you’ll also begin to 
see these 13 mistakes popping up again and again in most of the ads you review. 
 
It is your responsibility to learn these mistakes, and avoid them like the plague. They are 
money-sucking wastes that you can now avoid. If you don’t learn them and internalize 
them, then your prospects will not get the solution to their problems from you, and you 
won’t get that big, fat check! 
 
That’s what it all boils down to! 
 
Now, I’d like to move on to a topic that’s so incredibly powerful it could literally bring 
you wealth and riches untold if you were to integrate it into your life and practice it day-
in and day-out... 



 

 

 



 

 

CHAPTER THREE 
Today’s Missing, Magic Ingredient Which Will Almost 

Guarantee Your Success As An Advertiser 
 

The information in this chapter will absolutely change your life. No B.S. 
 
This chapter will give you a thought process that I want to share with you—something 
which will give you clarity, give you advantage, give you purpose, give you certainty, give 
you the vehicle that will enable every one of your staff members to have motivation, give 
you the understanding to relate with your clients and customers, all with one simple 
manner... mindset. 
 
This concept will give you a “vehicle”, a “method”, a “program” you can use to drive your 
entire sales ideas—your UCA philosophy, your management philosophy, your personnel 
philosophy, and more. 
 
With that in mind, let’s get started. 
 
The first thing I want you to grasp is that you have three tiers of “customers” to sell. 
 
The first tier of “customers” is not the people who give money to you. It is the people 
you give money to. It’s primarily your staff, your “team” members. 
 
The second tier is another group you give money to. Your venders, your suppliers, or 
professional advisors. 
 
The third and final tier of “customers” you sell is the people who give money to you.  
 
What I’m about to share with you now, is going to help you understand all this in a way 
that will give you the kind of distinction that makes massive financial breakthroughs for 
people... people like you and I. 
 
What you’ve got to do, is take this information, and interpret it into your business. Force 
yourself as you read this chapter to make notes of not only what I say—but the 
implication and application it has to whatever enterprise you’re currently in, or you are 
contemplating. 
 
Okay. 
 
What you’re about to read are the distinguishing factors, the philosophy, the mindset, 
the premise, the positioning, the whole essence of what made one great businessman so 
successful; when all their competitors couldn’t even come close to his heels. 
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To start off with, the first thing I want to tell you about, is having a genuine empathy... a 
sincere empathy of where your customer or client or prospect is at, and what their frame 
of mind is. 
 
Empathy is very different than just understanding. 
 
It is having emotional, heartfelt comprehension of what someone else feels... their 
plight… how they see life from their point of view. 
 
When you lose empathic respect for where your customer or client is coming from, 
you’ve lost the immediate rapport right from the beginning. You’ve got to understand 
that. 
 
You’ve got to take a position of “selling leadership”. Leadership in the literal sense to 
your customers. 
 
Not leadership like being the leading company, but leadership in the context of leading 
your customer to solutions, to answers, to protections, to enrichments. 
 
Our charge as advertisers, marketers, and business people… our responsibility… our 
very purpose… is to lead our customers to “higher ground”, to better lives, to greater 
enrichment, to experience more joy from whatever they’re doing, to greater freedom—or 
whatever it is that your product or service delivers. 
 
You must become extraordinarily adept at getting everyone in your organization to be 
able to convey to both your customers the fact that “I feel the way you feel, I understand 
what your problem is”. You need to see a very distinctive difference between “giving 
information” and giving advice. 
 
As Jay Abraham is famous for saying: “People are silently begging to be led.” 
 
They are silently begging to be led, but they want be led by a leader who has their 
empathic best interest at heart, not someone who is looking through them and to 
their wallet or treasury.  
 
It’s a very distinct difference when saying: “here’s your wallet make your own decisions” 
or saying “here’s the basis I believe you should be doing this upon” and giving an 
authoritatively, well-reasoned, externally beneficial advice that puts your customer 
ahead of yourself. 
 
It’s important that you realize that most people don’t have a clear picture, they don’t 
have a focus. They don’t know what they want, they don’t know what they feel, they 
don’t know what’s possible. They don’t know how bad or good they are doing because 
they have very little to compare themselves to. 
 
The more you help them paint their picture, provide clarity of focus, and show them 
what’s possible—the more you show them what they’ve been denied. You need to show 
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them how limited and restricted they’ve allowed their situation, their life, their 
performance, their whatever to be. 
 
The more they are appreciative, the more they can be empowered to take action. 
 
Again, leadership. Your purpose, your responsibility, your charge, your reason for being 
in business is that you’ve got to lead your prospect to whatever the “promised land” is in 
their eyes. Why? Because they’re not allowing themselves to solve all their problems, to 
get all they could out of all they’re doing—or whatever else your product or service offers 
to your prospects. 
 
You see, most people don’t trust “the system”, and most people don’t trust the 
systematic way that we operate in business. They don’t trust everyone doing things the 
same way. They think they are basically manipulated. They don’t think they have control. 
 
Customers don’t really think they have control. You don’t think you have control. 
Customers don’t think they have control. 
 
But, when you put on a pair of empathetic glasses and take off the blinders, 
you see that we all feel we’re out of control. 
 
Think about yourself. Have you ever been in a buying situation where you feel helpless 
or frustrated? You’re a human being. Those feelings are manifest by every other human 
being you will ever deal with because human nature is immutable! 
 
No one trusts. 
 
Even business owners feel that all the competition is out to get them and they think the 
“system” sucks. They’re just not in a good mood, they know that, but they aren’t. A lot of 
people don’t even know what they feel, but believe me, they feel it. They’re desperate for 
an alternative… for a better way… a fresher avenue. 
 
Something that makes sense; or something that shows promise, or something that has 
integrity to it, whatever integrity might mean to the prospect. 
 
People are mad, they really are. Have you noticed a level of, either apathy, or 
ambivalence, to customers? 
 
People feel like they’ve been taken advantage of. They feel like they’re always being 
screwed. They feel like they have no real choice. They feel like the whole system is 
manipulated around them. 
 
Can you feel that way sometimes? 
 
Do you think you’re any different than any other human being? If you can have an out of 
body recognition and look back and say, I bet the way I’m feeling good, bad or 
indifferent, is the way my customers or my staff, or my wife, or my kids feel at different 
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times. And the more you can empathize with, and relate to everybody, the more 
powerful you will be! 
 
Do you understand that? 
 
You’ve got to stop, step out of your shoes, and understand what it feels like to be in the 
other guy’s shoes! They feel like you do—you feel like they do. And in business, if you 
don’t comprehend the feelings of your prospects and customers, I can promise you, you 
won’t be “in” business for long! 
 
The fact is, people feel they’re not being told the whole truth, or all of the facts, or all the 
options. 
 
And the person who says, “here is the truth, as I see it”, and steps out of that hedged, 
gray light, into the clarity, and naked vulnerability of the morning spotlight can get a 
great advantage. 
 
Don’t you respect somebody who lets you “in” on how they see something? Think about 
it. Have you ever bought something from somebody who tells you what YOU think is 
truthfully how they see it? Or, they try to advise you honestly… or sometimes talk you 
out of one option over another, by telling you what’s wrong with certain things— 
someone who gives you a really candid advice? 
 

• Did you ever have anybody like that in your life? 

• Did you feel confident of them? 

• Did you buy from them? 

 
Think about that. You may need to read that paragraph again to really grasp this 
concept. If someone takes this position (as shared 4 paragraphs up) you really find that 
you want to trust them... believe them. And if they’re selling something, you feel 
confident in buying from them, don’t you? 
 
Why does this work? 
 
Well, most people don’t really know what focus is until they’ve made it. They know how 
it feels, but they don’t know what it is. They just know they’re frustrated, and they don’t 
have a piece of the puzzle. 
 
Your job as an advertiser is to give them clarified focus and help them realize that this is 
a greater way to look at life. Imagine. If all day long, you looked at life like that. 
That’s your responsibility. That’s your higher “purpose”. 
 
Give people focus. Help them see it as you see it. Give them advice. Give them an 
alternative to the way everyone else presents it. Have a fresh, better, more honest, more 
empathic, more externally focused mindset. 
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Tell them, “here’s the truth as I see it.” Help them take a step. Connect all the “dots”. 
Most of us have allowed our business to be nothing more than one of those connect a 
dot puzzles, and most people are squinting trying to figure out what the picture’s 
supposed to look like for themselves; so they do take some action. But the action they 
take is nowhere close to the level of action you could help them take if you connected the 
dots for them. So connect the dots for them! 
 
Help them take the first step. Help them see what the logical action should be, and why. 
And give them reasons why it’s in their best interest, not yours. And if you don’t have 
reasons why, spend as much time as it takes to get some, because until you get them you 
have no advantage. 
 
Having strong reasons why will give you advantage, give you purpose, give you certainty, 
give you the vehicle that will enable every one of your team staff members to have 
motivation, give you the understanding to relate with your clients and customers. 
 
Maybe this chapter has been a bit abstract in its thinking and approach. And maybe you 
don’t understand the point I’m trying to make. I guess what it boils down to, is that if 
you’re hoping to sell a lot of your product or service, and you haven’t taken the time to 
really get to know your prospects, there’s really no way you can succeed. 
 
Empathy is the key. 
 
Research is a step toward empathy... but empathy is more than just researching your 
target prospect. You must adopt this empathetic attitude. Grab your dictionary and 
take a look at the word empathy. This bears repeating! 
 
Again, my dictionary says: 

 
“Identification with and understanding of the thoughts 

or feelings of another. “ 
 
In plain English, that is what good salesmanship (and ad writing) is all about! 
 
Read that definition again! 
 
Do you see the power and truth revealed in that definition? 
 
That, my friend, is exactly what writing winning ads is all about... being empathetic! 
 
You see, if you identify with and understand the feelings, hopes, and anxieties of your 
target market, you’re going to be able to deliver to them both a hot product that helps 
them, and a hot ad or letter that sells them! Let me repeat here what I said earlier: 
First, you’ve got to understand them, their thoughts and feelings, their hopes and 
desires, and anything else you need to find out that’ll help you create ads that sell. You 
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must walk more than a mile in your prospects’ shoes in order to understand how to 
write to them, and to create products that’ll solve their problems. 
 
Essentially what I’m saying is, you must be sensitive and understanding as to what your 
prospect wants, fears, and hopes—in order to write great ads and letters. 
 
As I think about it, that’s probably not going to be easy to do for some readers of this 
course. 
 
Really, if you think about it, this entire nation is full of people who are self-concerned, 
selfish, basically thinking only of themselves. 
 
Wouldn’t you agree? 
 
We’re all wrapped up in ourselves. People are basically worried about “me first!” They 
care only about themselves. There’s just not a lot of empathy to go around. 
 
Maybe that’s why so many ads, brochures, sales letters, etc., are all focused on the 
company that’s distributing them... they’re all “me” focused. They never tell you what’s 
in it for you. They almost always focus on themselves... a “me” focus! 
 
Most kids these days are worried about themselves only. 
 
Take a look at all the gang violence going on. Do you think these kids are thinking of you 
when they destroy your garage? Of course not! 
 
They’re only thinking of themselves, what fun it is to destroy, and how strong it makes 
them feel.  
 
They’re thinking only of themselves... no empathy at all! 
 
My suggestion to you is this: 
 
If you’re serious about wanting to succeed in making tons and tons of money in your 
lifetime and becoming a real success; you’ve got to get serious about serving people... 
caring about people… getting to know people… and to care about them and their 
concerns. Empathize with people. 
 
Go out of your way to show your concern for people. Create products that help people, 
solve their problems, and focus on them. Once you do all that—you’ll succeed big time! 



 

 

CHAPTER FOUR 
Ad Writing Primer: The Basics Of Writing  

Winning Ads That Sell NOW! 
 

Introduction 

This section has been included for those who aren’t very familiar with the process of 
creating ads. I suggest everyone read it—for it sheds some light on the subject of how I 
look at advertising. Reading this will help you understand me better, and where I’m 
coming from. 
 
So, even if you’ve never written a word of advertising in your life, this chapter will teach 
you all that you need to know to get “up to speed” as it were. 

Writing copy for your brochures, ads, flyers, business cards or any other marketing 
communication is critical to your success in advertising and marketing your business 
successfully. It’s something you can learn to do. I think. 

At least I learned to do it—therefore I assume that you can too. I’m going to give you the 
basics here. If you end up hiring a professional copy writer (which is an option) you’ll 
want to compare their work to the information I share with you in this section of the 
report. 

If you do hire someone, I hope it’s me. I only say that because most ad agency copy 
writers (the “professionals”) have no idea about how to write copy that is compelling 
enough to make your prospects take action in their own best interest, and of course in 
your best interest. 

This section is full of the tips, hints, and techniques I’ve learned, proven, and used for 
the past few years that’ll help you write advertising which will get your prospects to buy 
from you NOW. 
 

If you use these ideas, they will work for you. I use them every day, in every market that 
I write ads for, and yes, they do work. 
 

You should use them too. 
 
Copy writing can work if you do it correctly. There’s nothing clever, nothing elaborate 
here. Everything’s simple in the way I approach it. I think that “the simpler the better” 
when it comes to copy writing. 
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In this section you’ll learn how to transform your features into benefits that your 
prospect will want to buy. You’ll learn how to transform where you’ve been and what 
you’ve done into compelling benefits. And you’ll also learn several rules for writing copy 
that gets prospects to respond NOW. 

We will also talk about using flyers, brochures, advertisements, postcards and 
newsletters. 

You’ll enjoy all of this—I’m sure. 

 
But, there’s one thing that you’ve got to understand from the beginning. And that is this: 
 

No One Wants To Buy From You If You Don’t Put Their Wants, 
Passions, and Perceived Needs First. 

 
Your prospect is only interested in doing business with you to the degree that he 
understands what you can do for him. 
 
You must be entirely unselfish in your marketing in order to write copy that sells. In 
every word you write, every sentence you construct, in every paragraph that goes into 
your advertisement, you must realize that your prospects desires, anxieties, and 
aspirations must always come before your own. 
 
This is the basic fundamental rule of successful ad writing. And this is something that 
very few professional writers can do. If you doubt this is true... just go out to your mail 
box and read all the sales literature and ad copy that you find. 
 
Compare it to what you learn in this section and you’ll understand that there are very 
few good ad writers out there. 
 
You’ve got to understand that successful ad writing is “all about your prospect”. It’s 
about their dreams and desires. If you can’t understand this, then don’t bother trying to 
write your own ads and marketing materials, because you won’t be able to. 
 

Typical Mistakes That You Must Avoid So That You Can Write 
Powerful, Motivating Copy 

A huge amount of money is wasted every day on advertising that’s not focused on the 
buyer. Too many mistakes mean too many dissatisfied, unmotivated prospects, which 
means too many unprofitable businesses. 
 
The problem is that: 
 
1. Most advertisements: Do not focus on the prospect... they focus on the seller. A 

very selfish thing indeed! 
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2. Most advertisements: Assume the prospect is as excited to buy from the seller as 
the seller is to sell! A false deduction if ever there was one! 

3. Most advertisements: Try to be clever and creative. The minute you get clever with 
your copy is the minute you lose your prospect. 

4. Most advertisements: Try to create a “professional image.” This is ridiculous... but 
happens all the time!  Your professional image should always come second to THE 
PROSPECTS NEEDS, WANTS, and DESIRES. Nothing should be more important 
than your prospect... especially not “your image”! 

5. Most advertisements: Drone on and on and on about the features of a product or 
service and not on the benefits and what they can do for the prospect. 

6. Most advertisements: Are deadly boring and dull. Copy should be written full of 
action, spunk, and enthusiasm. It should move the prospect to action! 

7. Most advertisements: Do not give the prospect a reason for acting NOW. After your 
prospect reads your ad, they should be so excited about the benefits they get, that 
they drop whatever they’re doing and take immediate action to further the sale 
along! Advertising that does this is awesome... and makes a lot of money! 

8. Most advertisements:Do not understand the anxieties and aspirations of the 
prospect. If you don’t know your market, don’t even TRY to write sales 
copy. 

9. Most advertisements: Do not sell specific benefits to the prospect. The best ads are 
stuffed with specific benefits for the buyer. For each individual market you target, 
your copy must be specific. Stop writing general copy. 

10. Most advertisements: Do not guarantee the prospect’s satisfaction, thereby failing to 
reduce his anxieties and worries about buying the product or service. 

11. Most advertisements: Do not use testimonials to reduce the prospect’s anxieties 
and worries about buying the product or service. 

These are only a few of the mistakes that most advertisers make. 

After you’ve created a document, always turn back to these pages and test your copy 
against these listed mistakes. 

If you’ve made any of these mistakes, weed them out! If you have to, go ahead and start 
from scratch and re-write the whole thing. 

And by the way, get used to rewriting it! 

 
Transforming Your Features into Benefits That Will make Your 

Prospect Buy from You NOW 

Before I explain how to do this, I feel the need to re-emphasize the fact that: If you don’t 
know what your prospect wants to buy, or why he buys your service or product, then 
how are you going to sell it to them? You can’t. 
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Thus the tremendous need to conduct marketing research. You see, if your preparation 
has been thorough, you stand a much greater chance of writing an ad that sells. As a 
matter of fact, that’s the key to creating a hot ad. 
 
If You’ve Really Done Your Research, Your Ad Will Practically Write Itself! 
 
Having said that, let’s assume that you know why your prospects buy, and talk about 
how to turn features into benefits. 
 
Features are the elements of what you’re selling. The elements of your product or service 
that are desirable for your prospect. Features are all about you and your product—and 
they define both. 
 
Features are important, but only to the degree that they relate to a benefit that the 
prospect gets from the feature. 
 
Features will not sell your product or service... benefits will. Benefits are the 
advantages to your buyer. Benefits are what cause a prospect to buy. Benefits are what 
your prospect gets from a feature. (That’s why the “you get” technique works so well!) 
 
Benefits answer the prospects biggest question “What’s-in-it-for-me?”. Your prospect 
wants to know the answer to this question RIGHT FROM THE START. So tell him! 
Thus, if you want to write successful ads then you’ve got to get good at transforming 
feature into benefits. 
 
One of the basic rules of successful copy writing is this... 
 

You Must Always Lead With The Benefits, And Then You Can 
Follow With Features. 

 
Prospects always want to know what’s in it for them first. After they know this, they 
might want to know what it’s composed of or made of, what goes into it, etc. 
 
If you have a feature that doesn’t offer a strong benefit, then leave it out. Don’t even 
waste your time with it, or even consider such a feature. You should never list features of 
your product or service as if they were in and of themselves, something meaningful. 
 
They aren’t! 
 
A feature is only meaningful if it tells your prospect what he gets form the feature... and 
by their very nature, features don’t do it. If you understand all of this, then you are ready 
to begin the process of turning features into benefits. 
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Here Are The Steps For Turning Features Into Benefits: 

1. List every feature that you can think of. 

The features are basically the key facts about your product or service: name, address, 
type of products, education, experience, price, availability, size, content, color, 
sharpness, etc. 

2. Now answer these questions for each and every feature: 

“What does my prospect get from this feature? How much? How often? Why does it 
matter? What problem of the prospects does this feature solve? How well does it 
solve the problem?” If you do this, you’ll have a list of benefits that mean something 
to your prospect. 

3. Rank the benefits in order of importance to the prospect. 
 

4. Rank the problems that your product or service solves in order of importance. 

 
You see, all of this is critical to your advertising success. Prospects don’t care about your 
features... they just want to know what’s in it for them. 
 
They care only about what you can do for them. 
 
And, they don’t care about where you’ve been and what you’ve done. But, they do want 
to know what a difference where you’ve been and what you’ve done makes for them. 
That’s why you’ve got to learn: 
 

Transforming What You’ve Done in the Past (and For Other 
Clients) into Compelling Benefits 

A few key principles to understand before I drop a bomb on those of you who are highly 
educated: 
 

People buy from you not because of where you’ve been, but 
because of what you’ve done for other prospects who are like 

them... the results you’ve achieved for others that have used you 
before... people who are like them. 

 
Formal credentials are not synonymous with results. Results are always more 
important than credentials to your prospects. 
 
I’ve sold my services to corporations across the country and have never had to let them 
know that I’m only a high school graduate. No marketing degrees from Harvard here 
folks. I’ve simply sold them on what I’ve done for other clients of mine in the past! 
 
However, credentials are features, and features must be turned into benefits. 
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Some of the basic rules for telling your prospects about yourself, and how “professional” 
you are, go like this: 
 

• The professional is seen as a warm and welcome, helpful and interested, not self- 
interested and “untouchable”.  

• The professional’s credentials don’t scare the prospect into buying, they don’t 
make the prospect feel insecure and unworthy of the professional. They reassure 
him about the professional and convince him that the professional is sensitive to 
the prospect’s needs and can help him solve his problems. 

• Each feature of the professional’s resume is transformed into a lever that helps 
the prospect understand that this is the person he should work with, this is the 
person that will help achieve any desired objectives. 

 
Professionalism isn’t really what the advertising world purports it to be. Professionalism 
is not projecting an elite image! 
 
You cannot succeed if you are viewed as being untouchable—a “God” of sorts! So get 
down off of any high horse you’re on, and realize that your prospects only want to deal 
with someone who is personable, conversational, kind, and gentle—and will talk straight 
to let them know how to solve their problems. 
 
This is you, isn’t it? 
 
Now let’s transform those credentials into benefits. 
 
These are the steps: 
 

1. Write down all of the credentials you have. 

2. Now put your credentials in context. Tell your prospect what difference these 
credentials makes to him or her. 

3. Write down the kind of prospect you want to take action. 

4. Now select the credentials that relate specifically to the prospect that you want to 
become a customer. 

Your prospects don’t want to know where you’ve been or what degrees and celebrated 
honors you have. They want to know what you’ve done for others like them, so that they 
can have reasonable assurance that you can do the same for them. 
 
Rules for Writing Copy That Motivates Your Prospect to Respond 

NOW 

Remember, the main question to continually ask yourself with each sentence you write 
and with each paragraph you finish, is this: 
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Does This Help Get My Prospect To Act Now, Or Not? If It 
Doesn’t It Should Be Pulled-Out And Thrown Away! 

The purpose of your advertising is to get your prospect to buy what you’re selling. If the 
copy does not answer this end, then it doesn’t belong! 
 
Never forget this! 
 
Realize that no matter what anyone else says, copy should be written so that its 
focus is on the prospect, never on you. 
 
Put your ego aside, and realize that you will win at advertising if your focus is on your 
prospect, his desires, his wants and aspirations, and his anxieties. 
 
Tell your prospect that you have the solution to his frustration or problem. Prove it in 
your copy! Let him know that you understand his pains. To do this you must: 
 

• Identify The Prospect’s Pain 

• Make Him Really Feel It 

• Let Him Know You Can Take The Pain Away 

• Remind Your Prospect That The Pain Will Stay If He Doesn’t Take Action To Get 
Rid Of The Pain 

 
More basic rules for writing copy that sells: 
 
1. Target your market specifically. 

2. Write the ad as if you were writing to one specific, select person. 

3. Read your copy as if you were the prospect, consider it only from his point of view. 

4. Never assume that your prospect understands what you are saying, tell him 
specifically what it is you mean. 

5. Make your copy short and spunky, full of energy. Use action words and avoid adverbs 
and adjectives. 

Using non-specific adverbs and adjectives tell your prospect that you don’t have any 
specific facts or numbers to share. You must prove each of these words when you use 
them. 
 

6. Make Your Copy Interesting. Write everything so that it focuses on the prospect. 

This alone will make your copy interesting to the prospect. If what you write is not about 
the prospect, then it doesn’t belong! 
 
Let your target audience know what they “get”. As a matter of fact, when you’re having a 
hard time knowing what to write, come back to the simple, (but oh-so useful) phrase: 
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“You get ... “ (See Chapter 16) 
 
And then tell them what they get. 
 
This is the easiest way to write ads that work, and the way that I use most! 
 
7. Make your copy active. You’re trying to get your prospect to take action, so your copy 

must breathe action. You’re basically saying to your prospect, “You’re in this 
uncomfortable situation. But you want to be in a better, more comfortable place. I 
take you there. All you have to do is act NOW!”  

 
To make your copy more active—get rid of conditional phrases like: 
 
“You could get” or “You can have”. 
 
Instead, you should say “Get... or “Have...” This works much better. Write your 
sentences in the present tense. Say “Have this today by calling... instead of “You could 
have this…”  
 
8. Write your copy the way people talk. That means starting sentences with 

conjunctions. It means using ellipses (dots like these…) to get your prospect to pause 
while reading... while still connecting two parts of your continued thought. End 
sentences with prepositions, or start them with prepositions. Use sentence fragments. 
Use short sentences. Use one word sentences. 

Break all the rules your English  
teacher told you to keep! 

The best test to know whether or not your copy is written the way people talk is to… 
 

Read It Out Loud! 
 

Any little “bumps” in your reading will tell you where you need to edit your copy. 
 
Let me tell you something: You’ll never hear rules like this from an advertising agency 
ad writer—I can promise you that! All of these things are against the “professional” 
writer’s rules. 
 
But, their rules don’t work! 
 
9. Use emphasis devices to draw attention to words that are important, words that are 

more likely to get your prospect’s attention sooner. 
 

*You can underline important words  
*You can make them bold 
*You can use asterisks (***) to set them apart 
*You can indent them 
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*You can USE CAPITAL LETTERS 
*You can use boxes or other visual 

outlining devices like them 
*You can start your sentences with an over-sized letter 
*You can use different colors (pretend this is blue) 

*You can write notes in the margin 
 
Basically, you should use anything that lets your prospect know that THIS IS 
IMPORTANT. READ ME! I’VE GOT A BENEFIT FOR YOU! 
 
These emphasizing devices work, and will guide your prospects eyes across the page to 
the important messages you are trying to convey to them to get them to act in their own 
best interest. 
 
In the Appendix, you’ll find many winning sales letters and space ads that use these 
highlighting techniques. Try to use these as a model for just how much highlighting you 
should do. Obviously it can be overdone... and that’s not what you want to do. 
 
Onward. 
 
10. This is a key rule to never forget: 
 
Always Lead With Prospect Benefits, & Follow With Product Or 

Service Features. 

 
Following this rule alone will help increase your response to a large degree. Make sure 
these benefits: 
 

• Speak Directly To The Prospect 

• Excite Him 

• Frighten Him 

• Let Him Know What He Has To Do To Get The Benefit 

 
In short, motivate your prospect by leading with the benefits he gets, not with you, your 
product, or its features. 
 
11. Always give the prospect a reason for taking immediate action. Your 

advertisement fails if it does not get your prospect to take action now. This means 
giving him a special price, a special premium, or another type of honest reason or 
enticing offer. 

Tantalize your prospect with compelling reasons to call you NOW! 
 

12. Use testimonials to reduce your buyer’s anxieties. 
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13. Repeat your message to your prospect over and over again. If your prospects need 
you, than you need to repeat the benefits—over and over—so that they realize that 
you are the best solution to their problems. 

14. Make it easy for your prospect to respond. 

Don’t hide your phone number by burying it deep in the text. Or, if there is another 
response device (reply card, online order page, etc.) —then let them know exactly what 
to do. 
 
Be precise about this... tell them step by step what to do, and always remind them of the 
benefits they get by doing so. Don’t just say, “CALL NOW!” Instead say, “To get the 
(benefits they desire) CALL NOW!” 
 
Writing ads that compel an immediate response is something you can do, if you work 
hard at it and follow the guidelines in this section. 
 
These ideas have made literally hundreds and thousands of dollars for me in my 
business. My copy writing has pulled responses in at rates as high as 36%. 
 
Not every mailing I do for me or a client gets this rate, but most average 4 - 12%. More 
importantly, now you know the secrets I use to create advertising that will get the 
responses you need to make money. 
 
This section is full of the tips, hints, and techniques I’ve learned and used with dozens of 
clients—and I know they’ll help you write advertising copy that gets your prospects to 
call you NOW and buy your product or service. 
 
If you use these ideas, they will work for you. These are the basics of writing ad copy that 
will get your prospect to respond NOW! Each of these topics will be covered in depth in 
this course, and you’ll also be provided with a “quick” way to bring it all together each 
time you sit down to create an ad. 



 

 

CHAPTER FIVE 
Motivation Magic: What You Need To Know To Motivate 

Your Prospects To Take The Action You Desire! 
 

Introduction 

 
Here’s what this chapter is all about: 
 
The Basics of Motivating Your Prospects To Take the Action You Want 
Them To Take! 
 
To motivate someone you’ve got to know a little about human nature. Though I’m no 
psychiatrist, I do understand a bit about what it takes to motivate people. You have to 
know and understand this kind of stuff if you’re in any kind of sales—and that’s all that 
advertising is: Salesmanship Multiplied. 
 
The first concept to understand is something that marketing genius Jay Abraham drills 
into people’s minds: 
 
“Human nature, is human nature, is human nature.” 
 
We all basically are motivated by the same things. Human nature is immutable… 
meaning, there will always be certain key motivators that will prevail; come what may. 
 
People are motivated today by the same basics as they were 100, 500, 5000 years ago. 
We all are motivated by some primary wants and needs. I think Napoleon said it best 
when he claimed: 
 
“There are two motives to action. Self-Interest and Fear.” 
 
That being true—we must learn how to motivate people with either their own self-
interest, or with fear. Both work well. But of the two, I’d have to say that fear is a bigger 
motivator. 
 
People are scared of losing other people and things. They don’t like being uncomfortable, 
anxious, or frustrated over a situation where they could lose something. They don’t like 
being scared, or experiencing fear. 
 
Also, people want things quickly and easily. I can’t think of a single headline that 
couldn’t use the words quickly and easily to create more impact. People think only of 
themselves at any given moment—and that’s where their focus is most always. 
 
Because of this, they want things, and they want them now. 
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People of this day and age are used to getting things now. We no longer know what 
delayed gratification means—that’s why we all want things to be quick and easy.  People 
want quick and easy ways to get money and love. 
 
I know, I know: it really doesn’t make sense does it? Logic tells us that long-lasting, 
loving relationships take time to build. And wealth takes time to build too. But this 
world is full of people who want to get both—the quick and easy way! 
 
You can’t offer a product that gives your customers love or money through hard work—it 
must always be quick and easy. If you can combine your product with either (or both) of 
these appeals, and you use these appeals in your advertising, you’ll really have a knock- 
out ad campaign! 
 
Quick and easy love and money are some very powerful motivators. 
 
Let’s take a look at some of the other motivators and appeals that are inherent with “we 
human beings.” These are the things people want most in life: 
 
1) Health & Immortality. People want to be healthy. They want to live long, healthy, 
happy lives. If your product can use this appeal, it should do well. People are concerned 
about their health. Health and immortality are sometimes considered one in the same 
by some human motivation experts. 
 
Immortality, as I’m using it here, doesn’t really mean to physically live forever. What I’m 
pointing to are things that will keep a person’s name alive in the future... like a child who 
carries your name, or an important leather book (your family’s genealogy?) with your 
name embossed on it, or some other important, personalized document. People tend to 
hold on to and cherish such things. 
 
I personally think that’s why the “heraldry” items are still being sold like hot cakes after 
so many years. Plates with your “coat of arms” on it—family flags have been a hot 
product. Genealogy is hot. Here are some headlines or report titles that may do well 
towards this end: 
 

• No More Back Pain—A Quick & Easy Way To Relieve Back Pain In 6 Minutes A 
Day! 

• Have Young-Looking Skin In 21 Days, I 00% Guaranteed—No Matter What Your 
Age! 

• Beat Cancer With This Little-Known Remedy From France! 

• How to Live Longer, Stay Healthier, & Prosper In Just 10 Minutes a Day, 
Guaranteed or Your Money Back! 

• Imagine... Your  Name  Engraved on  a  Beautiful  Gold-Plated  Plaque  to Pass  
Down  From Generation to Generation... FREE! 
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2) Money & Power. This ranges from being your own boss… to managing/bossing 
people more effectively by getting them to do what you say, so you feel like you have 
control… to ruling the world! On the money side, it can be saving money, making money, 
losing money, etc. 
 

• How to Quickly & Easily Make $500 a Day Every Day In Your Own Business! 

• The Single Mom’s Complete Guide to Saving Hundreds of Dollars On Groceries! 

• 12 Quick & Easy Ways to Knock the Socks Off of Inflation! 

• Losing Money In the Stock Market? Here’s a Time-Tested, 100% Guaranteed 
Way to Make as High as 22% On Your Money, Every Year! 

 

3) Recognition & Popularity. I think you’d agree—most everyone enjoys a little 
praise and recognition. Didn’t you always sort-of envy the class clown... the jock... the 
head cheerleader... the homecoming queen and king? All people would enjoy different 
degrees of popularity among peers, friends, business associates, etc. 
 

• The Quick & Easy Guide to Getting Charisma! 

• The Secrets of Being a Genuine Charmer. 

• How to Gain Recognition In Any Field 

• The Complete Guide to Becoming Popular! 

• 15 Proven Ways to Quickly & Easily Attract the Opposite Sex Again & Again 
 

Do you see the power of these appeals and these headlines? They almost automatically 
appeal to most anyone. That’s why you must take your product or service, examine it 
closely, and determine what it has to offer people in these terms. 
 
I’m now going to list some other appeals that I think are very powerful and strong—and 
that are inherently motivating to people. You should try to “attach” your product to 
these basic appeals. 
 
4) Self Improvement & Success (Career Success, Parental Success, Marital 
Success, etc.) 
 
5) Recreation and Fun 
 
6) Avoid Mishaps, Hardships, and All Unpleasantness 
 
7) Have success in competitions, games, sports, etc. 
 
Vic Schwab, who was an incredible ad writer and one of the “founding fathers” of direct-
response marketing, offers some very valuable insights into want motivates people to 
action. He took all of the basic desires and put them into this extremely valuable list: 
 



Advertising Magic:  The Complete Guide to Creating Hot Ads & Sales Letters That Work! 

71 

 
1) People want to gain: 
 

a) health 

b) time 

c) money 

d) popularity 

e) improved appearance 

f) security in old age 

g) praise from others 

h) comfort 

i) leisure  

j) proof of accomplishment 

k)  advancement (business and social) 

l) increased enjoyment 

m) self-confidence 

n) personal prestige 

 
2) People want to be: 
 

a) good parents 

b) sociable, hospitable 

c) up-to-date 

d) creative 

e) proud of their possessions 

f) influential over others 

g) gregarious 

h) efficient 

i) “first” in things 

j) recognized as authorities 

 

3) People want to: 
 

a) express their personalities 

b) resist being dominated by others 
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c) satisfy their curiosity 

d) emulate the admirable 

e) appreciate beauty 

f) acquire or collect things 

g) win others’ affections 

h)   improve themselves generally 

 

4) People want to save:  
 

a)  time 

b) money 

c) work 

d) discomfort 

e) worry 

f) doubts 

g) embarrassment 

h) risks 
 

Let’s take another minute to “frame” these motivators in different terms. I understand 
that some people learn better by seeing things presented in a different way—that’s what 
I’m doing here. 
 
You see, I really want to impress upon your mind how important it is to understand 
what really motivates people—what their inner-most desires are in general. 
 
Your ad or sales letter must specifically tell your prospects how you can help them: 
 

• Make money • Be safe and secure • Be healthier 

• Save money • Lift their work load • Avoid problems 

• Be comfortable • Avoid effort • Stay younger 

• Make life easier • Keep what they 
have • Avoid criticism 

• Save time • Gain control • Gain power & status 

• Love and be loved • Be admired • Gain 
praise/recognition 
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Remember, fear of loss motivates more powerfully than hope for gain. 
 
Also, if you’re focusing on what your prospect may lose—for your ad to be most powerful, 
you must make them feel it in a very acute way. 
 
For your advertising to succeed, you must appeal to either a huge benefit that your 
prospect wants, or you must appeal to your prospects anxiety, frustration, or pain. Let’s 
now take a close look at each: 
 

Appealing to a Huge Benefit  
to Motivate Your Prospect 

Obviously if you’re going to appeal to a huge benefit, you’ve got to know what benefit 
your prospect wants to get from your product. That’s why you do your research. So that’s 
step one... do your research. 
 
Understanding your prospect and his motivation for buying the product or service is the 
key to creating ads that sell. The best salespeople are masters at doing this. They “get 
inside” their prospects, and come to know what makes them tick. 
 
Instead of just launching into a “canned” sales pitch, the successful salesperson first 
tries to understand the customers perceived needs, their mood, their personality, their 
prejudices. The salesperson then uses that information to break down the resistance to 
the sales process by building a relationship with the prospect... trust. 
 
You must do the same in your ads. 
 
You must know your prospect before you pick up a pencil to begin creating the ad. 
 
To find out the major, most appealing benefit, you need to examine your product or 
service carefully. Sit down and create a big list of all the features your product or service 
has. Once you have all of the features listed, sit down and turn the features into benefits. 
 
This is pretty easy once you get the hang of it. Here’s what you do: 
 
Look at each feature from your prospect’s point of view, and ask yourself “What does 
this feature give me—what do I get from using this feature?” 
 
For example: 
 
Let’s say you’re selling a dishwasher; and one of the listed features is the “Trap” at the 
bottom of the machine that catches all the goop and yuck that would otherwise go down 
the drain, or get stuck in the washer. The trap is the feature. The benefit of the feature is 
this: 
 
“No more clogged drains that cost you a fortune to get cleaned out! PLUS our patented 
trap means you don’t have to clean the bottom of the dishwasher every time you use it! 
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Simply pull out the trap and dump the contents into your garbage. No more goopy 
messes in the bottom of your washer to clean out with messy paper towels!” 
 
You see, the benefit is what your customer gets from a feature. Features don’t sell—
benefits do. 
 
So, what you do is create this list of features, turn them into benefits, then prioritize the 
benefits according to what’s most important to your prospect. 
 
How do you know what’s most important to your prospect? 
 
Simple... ASK! 
 
That’s what I do... I ask. Get on the phone and talk with your prospects and find out 
what’s important to them. Send out surveys. Or hand surveys to your prospects as they 
come out of the grocery market, the pool hall, or wherever your prospects are found. 
 
The point is that you cannot assume you know what the major benefit is. To 
assume is to make a deadly mistake. 
 
You can’t afford to assume... you must know! 
 
You can’t assume you know what they feel, what they think, what they’re anxious about, 
or what they think the major benefit is—you absolutely must find out for sure. 
 
This means you’re going to have to continue the research process by reading 
information produced by others about your prospects and continually communicating 
with your prospects in an ongoing attempt to understand what they perceive is the 
biggest benefit! 
 

Appealing to Your Prospects Frustrations 

I personally believe this one to be the most powerful and compelling of the three. 
 
People are frustrated these days with all kinds of things: their job, their income, their 
health, their clothes, their home, their spouses, their kids, their church, their computers, 
their stereo, the cars, their office, their yard, their garden, their schooling, their sports 
team, their club, their boss... the list goes on and on! 
 
People are sick and tired of being sick and tired! One of the quickest ways for you to 
build great wealth is to figure out what your prospect’s greatest frustration is, develop a 
solution that gets rid of that frustration, and BAM... you’re wealthy! 
 
Show your prospects that you can get rid of their frustrations with your product or 
service, and say it in your ad. Then you’ll be on your way to making tons of money, and 
they’ll be grateful for life—customers for life! 
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Appealing to Your Prospects Anxieties or Pain 

In my experience, this is a great way to motivate a prospect to get up off their duff and 
take action. Pain motivation, done correctly, can be a very compelling approach. Here 
again, if you’re going to use the pain approach, you must know what your prospects pain 
is that you can solve with your product or service. 
 
Again, that’s why your research is so critical—you must conduct ongoing research to 
discover what will motivate your prospects at any given time. 
 
Don’t be afraid that your prospects will be offended by building on their anxieties. Think 
about it... are you offended when someone takes a sincere interest in your problems, and 
is willing to help you stop suffering from your problems? 
 
I doubt it. You are thankful to that person. 
 
Your prospect will be thankful to you! 
 
Not only that, but your prospect will get an immediate “inkling” that you understand 
him, and that you know what his problems are, and that you want to help solve those 
problems. 
 
Solving his problem or achieving his desire is exactly what your prospect is interested in. 
He doesn’t want to know how many customers you have, how many products you have 
or how many colors you have. 
 
Never start out talking about yourself! 
 
Always lead with the prospects anxieties or aspirations. Of the two, anxieties pull 
stronger. 
 
The fear of loss is greater than the  hope  for  gain. (Also, while we’re talking about which 
pulls best—remember that it’s easier to sell the “cure” than it is to sell the prevention.) 
So, when   you’re   crafting   your   ads, you  should   start   with   the   thing   your   
prospect   finds   of captivating interest and leave the rest for later, after he’s really 
interested—because you started off talking about his problems or hopes. 
 
When you use your prospect’s anxieties to motivate, you’re going to build on them, 
you’re going to make him picture them, hear them, feel them in the deepest sense—all 
for his own good, to get him to respond. Remind him that he’s uncomfortable where he 
is, and that he’d like to change. 
 
Most advertisers are scared to do this. Instead, they start off talking about themselves, 
where they’re located, how great they are, their phone numbers, and their products and 
services. 
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The prospect doesn’t care about any of that stuff... yet. 
 
Your prospects want to know that you understand them and what you can do for them. 
Secondarily, they want to know about you. But you must first talk about THEM. 
 
It’s really logical when you stop and think about it... what’s everybody’s favorite subject? 
ME. Everybody looks out for number one. Therefore, start your marketing documents 
by talking about: 
 

• Your Prospects Problems, Anxieties, & Frustrations. 

• What Will Happen If They Don’t Solve Their Problems, Anxieties, & Frustrations 
Now 

• The Fact that You Can Solve Their Problem, Anxiety, or Frustration With Your 
Product or Service 

 
Remember, people don’t buy because your ad is “hot”... they buy because you “strike a 
chord” with them in a tune that is a beautiful melody to their ears. And the only way you 
can do that, is through intense, concentrated research. 
 
Your prospect doesn’t want to buy your product or service, they want to get what the 
benefit is once they buy it. Here’s a list for you to copy and post on your wall to help you 
remember what your prospects really want to buy: 
 

1. They buy benefits, not features 

2. They buy solutions to their problems 

3. They buy because of promises you make to them—and you’d better keep those 
promises or you’ll be out of business fast 

4. They buy love, security, wealth, happiness, acceptance, success 

5. They buy other people’s opinions of your product or service, and your business 

6. They buy honesty 

7. They buy believable and honest claims—claims that not only are honest, but 
seem honest 

8. They buy “no-risk” offers 

 
This is a bit of what people buy—offer it to them through your product, and you’ll get 
rich! But, people aren’t interested in fancy graphics that get in the way of the benefits 
they want. They don’t want humor that makes the benefits they want unclear. 
 
People want more money and less work; they want to eat more and weigh less; they 
want instant gratification, instant wisdom, instant answers; they want eternal youth, 
recognition of their peers, fitness without sweat, and in general, people are lazy—they 
want all their problems solved with an...  
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Effortless Quick-Fix Shot of Magic! 
 
Think about yourself and how you buy. What is it that makes you buy? Sure, you analyze 
the product you’re thinking of buying with logic. But what really gets you to buy are your 
emotions! Those are the things you need to consider when creating an ad as well. 
 
Let me tell you—if you’ll take the time to study what it really takes to get your prospects 
to buy, you’ll capture your market. How can I say that? You see, the fact is that there is 
so little good advertising being done, there is so little advertising that really gets through 
to the targeted prospect. 
 
And there’s a real good chance that you can capture your market with good, benefit- 
packed, prospect-focused ads and sales letters. 
 

Don’t Sell to Needs, Sell to Wants 

You’ve probably heard the saying, “Find a need and fill it, and you’ll get rich!” That may 
sound true, but in actuality, people don’t buy what they need, they buy what they want. 
They want to stay alive, so they eat. Sure, a need is being filled, but it’s being filled 
through the means of wants. So, what you really want to do is, find a want, and fill it! 
 
If you look at it realistically, most of us really have what we need... we have food, water, 
shelter, transportation. All of these needs are met... we don’t “need” much more. But we 
“want” a lot more! 
 
Think about it... we probably don’t need a 5,000 square foot home and a Mercedes—but 
we sure do want one. We don’t need custom-fitted clothes... but we sure do want them. 
 
Do you see what I mean? 
 
The fact is that people buy with their emotions, their feelings, their heart. Once the 
purchase is made, they rationalize their decision with their logic... their “head”. Take a 
look at a recent purchase you made that had a hefty price tag, but wasn’t something   
you absolutely needed.  
 
Didn’t you rationalize it with your logic once you’d “blown the wad” on something you 
didn’t really need? 
 
What you’ve got to do in your ads and sales letters, is sell to people's wants and desires... 
not to what they need. People just plain don’t buy for rational reasons. They do buy for 
emotional “rewards”. 
 
That being the case, how do you get your prospects to see your product or service as 
something they want? 
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Getting Your Prospects to See Themselves Enjoying the Benefits 
of Using What You’re Selling 

What you want to do is get them consciously and sub-consciously thinking about and 
picturing what your product will do for them... they need to see the benefits they’ll get. 
 
Get them imagining how your product or service is going to benefit their life. If you’re 
selling a new lawn fertilizer, get them to picture in their minds, a smooth carpet of lush, 
green grass with not a weed in sight. And all their neighbors green with envy! 
 
If you’re selling a special report on how to save money on your car insurance, get them 
picturing the money they’ll save by using your system. 
 
If you’re selling a consulting service that shows business owners how to save hundreds 
of dollars every month using a new software program, get them picturing in their minds 
the extra money they’ll have after implementing your quick and easy system. 
 
Make Them Feel the Anguish of Not Getting Your Product or Service 
 
On the other side of the coin is the opportunity to really make them feel the pain of not 
solving their problems because they chose not to hire you. Make them feel it—make the 
feeling intense and strong... make it hurt! Tell them: 

 
“Sure, you can put off saving hundreds of dollars each month, and the countless hours 
saved that you’d get with this new software. You can go on throwing that money away 

each month, each year... it’ll add up to thousands of dollars... that’s money you could be 
putting straight in your pocket starting this month! Why put yourself through it? Why 

not get on the bandwagon today and get that money funneled into your pocket! Take 
action now!” 

 
Now that kind of copy will really get your prospect thinking! You owe it to yourself to 
consider these techniques and put them to use. 
 
As your prospects read your ad or sales letter, they are constantly asking three questions 
that focus on their self-interest: 
 

1. So what? 

2. Who cares? 

3. What’s in it for me? 

 
Your ad must answer these questions consistently for the “motivators” to work. 
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Conclusion to Motivation Magic: What You Need to Know to 
Motivate Your Prospects to Take the Action You Desire 

I’m ending this chapter with a quote from one of the greatest ad men of all time, Claude 
C. Hopkins. In his book “My Life In Advertising”, Hopkins said: 

 
“Human nature does not change. The principles set down in this book are as enduring 

as the Alps. Advertising is far more difficult than it used to be because the cost is higher 
and there is so much able competition. But every new difficulty increases the necessity 

for scientific advertising.” 
 
Now you know what makes people tick. Now you’ll need to do the research needed in 
order to use this information for your specific target market. That’s why we’re now going 
to take a close look at... 



 

 

CHAPTER SIX: 
Research Magic: Your Foundation  

To Advertising Success 
Discovering ALL Of The Inside Information You Need To 
Be Able To Press Your Prospect’s Hot Buttons HARD, & 

Get Them To Take The Action You Want! 
 
Here’s the typical scenario: when a company sits down to create an ad, brochure, letter, 
etc., they make a list that tells people how neat their product or service is, how long 
they’ve been in business, how great their service and support is, how trained their staff 
is, and other things... all of which are focused on them. 
 
Then they spend their hard earned cash on a mailing of brochures and NO ONE CALLS 
THEM TO BUY ANYTHING! 
 
I hope this doesn’t sound familiar! Because I hope you’ve never been through such an 
ordeal! 
 
Advertising only works if you know what I’m going to share with you now, in this 
section. Get excited, because after you’ve read and studied this information, you’ll know 
more than 98% of the businesses in America about where to begin with successful 
advertising. 
 

Successful Advertising Starts With Research 

The more you know about your prospect, the more effective you’ll be at selling him. 
That’s why the most important step in creating a winning advertisement is to sit down 
and research your prospect. 
 
You’ve got to get to know your prospect inside and out. Why? 
 
That’s the only way you can get to know them—and by getting to know them, you’ll 
understand what it is that motivates them to buy. The first step in doing this is to target 
your prospect. 
 

Finding Out Exactly Who Your Target Market Is If You’re 
Already In Business 

 
Small businesses are dropping like flies around this country, simply because they 
haven’t taken the time to target their exact market. If you can’t say who your exact target 
market is in one minute or less, you don’t know who your prospects are. 
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If you’re already in business, you must focus on specific groups in order to make your 
advertising a success. Here are some ideas to make sure you uncover who your target 
market is. 
 
First: Make a list of your 10 best clients or customers. Then, answer these eight 
questions about those 10 customers: 
 

1. What publications do my prospects read, and where do they get them? You need 
to find out the names of the publications listed below in your marketing area, 
and where and/or how your prospects get them. 

 
• City/National 
• Newspapers 
• Trade Publications 
• Newsletters 

 

• Industry Newspapers 
• Community Papers 
• Penny Shoppers 
• Consumer Magazines 

 
 

2. What groups, clubs, or associations do your prospects belong to? 
 

• Associations 
• Business groups 

 

• Clubs 
• Networking Groups 

 
 

3. What trade shows do they attend? 
 

• Local Consumer Shows 
• Community Events—

Fairs, etc. 

• National Conventions and 
Trade Shows 

• State Fairs 
 

 
4. What kind of advertising do they respond to? 
 

• Telemarketing 
• Direct mail letters or 

postcards 
• One on one visits 

 

• Handbills 
• A combination of 

advertising methods 
• Emails 

 
5. How did they first hear about you? 
 

• Word of Mouth 
• Direct Mail 
• Ad Stuffer 

 

• Flyers 
• Telemarketing 
• Online 

 
6. How much have they bought from you and how often? 

7. Why do they keep on buying from you again and again?  
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• Do you offer something they can’t get from your competition?  
• Do they come back because of your service or quality?  
• Or do they come back because you’ve developed a good relationship with 

them? 
 

8. What are the frustrations and anxieties you’re able to get rid of? 

9. Based on the answers to these questions, where can you find more of your 
prospects?  

• Can you rent lists of your prospects?  
• Can you set out drawing boxes in locations where your prospects frequent? 
• Can you attract more prospects online? 

 

Once you have the answers to these eight questions, you can take action to find other 
prospects. I suggest you join their clubs and associations and contribute in positive, 
giving ways. (Remember empathy!) 
 
I suggest you subscribe to the publications they do—and contribute to them in 
meaningful ways. 
 
You should also attend the trade shows they attend—even if you don’t have a booth, you 
should still go. You’ll get to meet with some of your customers, and you’ll be able to see 
what your competition is doing, and that’ll give you ideas for positioning yourself 
against their tactics. 
 
Once you do this, you’ll be able to figure out just exactly where to mail your sales letters 
and run your ads. 
 
A powerful idea would be to take these same eight questions, and include them on your 
“Customer Questionnaire”. (See Appendix One) Imagine knowing the answers to these 
eight questions! 
 
Another proven idea for finding out more about your customers is to call them. Take 
about 10 minutes a day to call two or three customers and interview them. Ask them 
open-ended questions so they’ll have to stop and think a bit and be sincere about their 
answers. 
 
Doing this will really blow your mind! You’ll find out all kinds of things you’d never have 
known had you not asked. 
 

Finding Out Exactly Who Your Target Market Is  
If You’re NOT In Business Yet 

Basically what you have to do is find out the answer to the previous eight answers! 
Except it won’t be quite as simple for you. 
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So, what are some of the very best ways to get your research quickly and effectively? 
Well, first you’ve got to understand what I mean when I say “research.” Webster’s 
dictionary defines research this way: 
 

“1) Scientific or scholarly investigation.  
2) Close, careful study.” 

 
“Close, careful study” is what I’m looking for. If you study your prospects closely and 
carefully, you will uncover the desires they have, the things that motivate them—
basically what makes them tick and how you can use that information for profit; and to 
help them get rid of their frustrations. If you do your investigative research correctly 
and thoroughly, your ad will almost write itself. 
 
It’s true! Research is the most important thing you can do to make sure your ad is hot. If 
you’ll take the time you need to find out all you can about your prospects and what 
you’re selling, your advertising will be good—whether you know how to write sizzling 
copy or not. 
 
This is something you must understand! The more research you do, and the more you 
study it, the easier your ad will write itself. 
 
When I step back and look at how I approach it all, I find that I spend very little time 
actually writing. Most of the time I spend is in interviewing prospects, my client, 
reading clippings about the industry I’m writing for, reading books, articles, and 
magazines to see what other ads are working in my clients industry... the list goes on 
and on. 
 

Specific Techniques For Finding Out All You Can About Your 
Target Market 

1. If your target market has an industry or trade magazine or newsletter they read 
religiously, you could run a classified ad or a small space ad in that publication 
announcing a special survey being conducted in the industry. Though I’ve not done this 
myself, I know of people who have done this successfully. The key to it all is to offer a 
valuable free report just for taking the time to do the short, simple survey. 

2. Go to where your competition has “set-up shop” and pass out flyers/surveys as people 
go in and out of the store. Yes, this is very bold. But I know several bold entrepreneurs 
who want to make money who do it! If nothing else, you could put the flyers on the cars 
of people who you see park and enter your competition’s store. 

3. Run an ad that says: 

Wanted: Anyone Who Plans to Buy a (Your Product or Service) 
In the Next 90 Days! I’ll Pay You $1 00 For Your Advice! 

 
Then you do an extensive interview to find out everything you can about those prospects. 
This can be done over the phone, via email, through the mail, or face-to-face. I know 
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Brad and Alan Antin, two of the most brilliant marketing minds around advocate such 
an approach. 
 
But, I hear what you’re thinking... “I can’t pay $100 to each of these people! What if 500 
people call? Are you nuts, Brian?” 
 
OK... I hear you. If you don’t want to pay cold hard cash for your research, offer them a 
portion of your service instead. Or offer them one of your products free—or a version of 
your product free. Offer them something of value, and it will work just as well. 
 
I prefer to offer a free special report along the same lines as the product you’re going to 
be selling. That way not every lookie-loo who reads the ad will stop and get a smooth 
hundred bucks for answering a bunch of questions for a product he’ll never be 
interested in. You get my point? 
 

Getting To Know You... 

Getting to know your prospect is critical. If you don’t understand someone, how are you 
going to be able to sell to them? You can’t do it. You need to “Walk a mile in their 
moccasins” before you can know them and sell to them. It all goes back to true empathy. 
If you really care about someone, you’re going to want to find out all that you can to be 
able to help them. 
 

• You must know and understand your prospect. 

• You must know his anxieties, fears, and concerns. 

• You must understand what his perceived needs and wants are—what his 
aspirations are—what he wants to achieve and when he wants to achieve it! 

 
These are the things you must know in order to succeed with your advertising. It’s not 
all that easy to do—but I do it again and again, month after month for dozens of clients 
per year. 
 
If I can do it... so can you. 
 
But let me warn you: unless you understand your prospect as well as you understand 
yourself, you’ll never be able to create money making ads. 
 
The first step in all of this is understanding that your product or service might have 
dozens of different kinds of prospects. Each of these different prospects (being different 
in sex, age, etc.) may buy what you’re selling... all for different reasons. 
 
It’s important that you find out the reasons why each different kind of prospect is 
buying. You’ve also got to know the benefits that motivate each of the different kinds of 
prospects. Sometimes they’ll all perceive that they get a different benefit from using the 
exact same product that you’re selling. 
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A single product or service may have several separate potential markets. Each market 
may have its own individual wants or desires. It’s your job to keep your eyes open and to 
discover what other market segments will want what you’re selling, and what motivators 
work with each different market segment. 
 
To do that, you have to know who’s in each market and what motivators they respond to. 
Once you know that, you can produce the right ad with the right appeal for each distinct 
market you’re going after. 
 
Now—if your product only has one distinct market, and none other—your job is a bit 
simpler—but you’ve still got to take the time and attention you need to research it 
thoroughly. Remember… 
 
The Goal Is to Get into Your Prospect’s Moccasins to Find out What Makes 
Him Tick So You’ll Be Able to Use That Information to Motivate Him to 
Take Action When He Sees Your Ad! 
 
With that in mind, follow these simple steps to find out what it feels like to be in your 
prospect’s moccasins: 
 
1. The first thing you must do is figure out each separate market for each product and 

service you’re selling. If you only have one target market... GREAT! Focus on them! 

2. Next you’ll begin to create what I call a “Getting to Know You” sheet which is 
basically a profile of your prospect. 

Your “Getting to Know You Sheet” should include the following kinds of information: 
 

• prospect age range  •  business type 
• predominant sex  •  business title/function 
• education level  •  residence style/size 
• income level •  marital status 
• children  

 
The big key here is to make your prospect as real as possible. 
 
Give him a name. Begin to understand this guy like your best friend. 
 
Give him an identity. The more you find out and come to understand about this typical 
prospect, the more easily you can write an ad or sales letter that he’ll respond to! 
 
What bothers him? 
 
What are his hopes and dreams? 
 
Please understand: The more you know about your typical prospect, the more easily 
you’ll be able to write the advertising he’ll respond to. You’ll make money—and they’ll 
get their problem solved! 
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Now, here’s a powerful truth that I’ve come to understand in the last few months that 
I’ve never seen or heard anywhere else: 
 

I Honestly Feel That The Amount Of Money You Make Is In 
Direct Proportion To How Well You Know and Understand Your 

Prospect! 

Here are two major elements that you’ve got to come to understand about your 
prospect... these are (in order of importance) 
 

• What are your prospect’s greatest anxieties and frustrations?  
• What are your prospect’s greatest perceived wants and needs? 

 
Put your finger on the answers to these questions and you’ll really be able to create hot 
ads that work! 
 
Here are six proven ways to uncover the information you need to answer these two key 
questions: 
 
1. ASK. Always ask your customers and prospects during and after the sales process 
whether they are pleased with your approach to business, and with the product itself. 
This is critical to know. And one great way to “ask” is to have your customers complete a 
simple questionnaire—much like the one found in the Samples Appendix. You must 
overcome your hesitancy to ask your current customers questions like these—if you’re 
going to succeed with your advertising! 

2. WATCH. Basically you need to watch how your customers use your product. Can you 
tell if they’re happy? If they seem happy, ask them to tell you why. When you get a 
customer complaint, ask them to explain the situation... maybe you’re not meeting the 
perceived needs and wants of the customer as well as he expected. Pay attention when 
the phone rings—and don’t shovel the job of “customer complaints” to someone else. 
Those complaints can turn your next ad into gold! 

3. READ everything you can get your hands on that will tell you more about your 
prospects and their anxieties and desires. For example: 

 
• Trade and industry journals often have buyer studies that are worth reviewing 

• Association newsletters or magazines that your customers are a part of are often 
insightful  

• Past and current newspapers—niche newspapers that your customers read 
 
4. USER GROUPS. This is a simple idea that works well. You should organize a 
meeting of several of your customers, so you can get direct feedback on their levels of 
satisfaction, etc. Or, you can put together a conference call once or twice a month with 6 
or 7 of your past customers to interview them and find out what their passions are, their 
fears, their problems, and their dreams. 
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5.  JOIN YOUR CUSTOMER’S ASSOCIATION. If you discover that several of your 
customers are part of an association, it may do you good to join the association so you 
can begin culling out more detailed information on what makes your prospects tick—
why do they buy? 

There are over a “bazillion” (60,000) professional associations in the United States. 
There’s a pretty good chance that there’ll be one for what you’re prospects are interested 
in. 

To find out, go to your closest, biggest library and review the three volumes of the 
Encyclopedia of Associations. It’s published by Gale Research Co., Book Tower, Detroit, 
MI 48226. Ask the librarian for help—they’re usually very pleased to be of service. 

6.  USE GOVERNMENT PUBLICATIONS. The government puts out an incredible 
selection of reports and documents each year—most of which are rarely read or used in 
any way—by anyone. It’s sad! But, as an advertiser who really wants to succeed, it’s your 
job to stay on top of what the government is putting out in your target market’s field of 
interest. Ask yourself these questions to see if you’re making the most out of this 
information: 
 

• Do you know the various and relevant government agencies that gather data 
relating to what you do? 

• Can you find local government publications? 

• Can you find publications at the state and federal level? 

• Did you know that the federal government is about the largest “data” collector in 
the world and is a prime source of information on your prospects that, properly 
used and positioned by you, can be used to turn your prospects into buyers? 

 
All six of these methods are great ways to gather information about what your 
customers feel. 
 
Now I’d like to tell you about a powerful way of gathering the information you need to 
know what your ad will say, and how to get your prospects to take action. 
 
What you do is this: put together a mail-out survey form that goes through and gets a 
“profile” of each customer. What you do is take a careful look at all the details, find 
what the prospects have in common most, and there you have the basis for a main 
selling point. 
 
To get the information, you may want to let your customers know that… 
 

“As soon as I get your completed questionnaire, I will send you a gift certificate good 
for $15 off your next purchase… simply for doing me a favor! 

 
This works extremely well for most businesses. I’ve used it in mine, and I learned a lot 
about my customers that I never would’ve guessed! 
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Now, you may be wondering: Why all the hubbub about getting your hands on this 
information? Simply this: 
 

People Are Down-Right Lazy—and They’re Typically Not 
Comfortable In Making Any Changes to Their Lives. 

 
Your job as an advertiser is to motivate your prospect to take action... action often 
means change. 
 
You’re asking your prospect to change the way he does something—or you’re offering 
him a chance to improve his life with your product... again, change. 
 
The best way you can motivate someone to change is to make them really feel their 
problem, their anxiety. Make it burn bright in their minds to the point where they say 
subconsciously: 

 
“This advertiser is right! I do need to get this product so I can get the desires I’m 

after! I’ve got a big problem and I’ve been putting it off—now it looks like 
there’s an answer... this product may be what I need!” 

 
Get your prospect to say that and you’re going to be rich! And how you get them to say it 
is to get to know them better than you know yourself. That’s why you’re going to have to 
do this research! 
 

Researching For Motivations 

You must research publications produced by professional associations and experts 
interested in your prospects, their problems, and how to solve them. These publications 
are a gold mine of “frustration” and “anxiety” information on your prospects. 
 
And, what’s more to the point, specific anxiety information. Make no mistake about it: 
your objective is not just to assume that your prospects have or will have a problem or 
frustration. No, no, no! You must prove they already have, or will have that problem 
sooner or later. 
 
Don’t forget to research association and trade newsletters. These are usually great 
sources of information for finding out anxiety information. 
 
Oxbridge Publications prints a detailed set of directories of these newsletters, including 
the Standard Periodical Directory of about 80,000 publications of all kinds, and the 
Oxbridge Directory of Newsletters. Contact them at 150 Fifth Ave., Rm. 301, New York, 
NY 10011. 
 
What Are Your Prospect’s Most Powerful Anxieties & Frustrations? 
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We all have different desires and anxieties. Yet, if we were to take them, and boil them 
down to their essence... I think you’d agree that there are a few categories that 
encompass all others. We all desire: 
 

sex appeal security 
attractiveness health 
friend's comfortable retirement 
status a better life for our children 
home love 
youthfulness  deep relationships  
money happiness 

 
Furthermore, we all have had fears that we’re losing any one of these things... or we’ve 
had frustrations concerning any one, or several of these areas. 
 
Those fears and frustrations range from very strong in intensity, to a weak, occasional 
thought.  
 
Whatever the intensity—these concerns are very real in our minds, whether valid or not. 
 
So, the real question is: how do you find out about your prospect’s anxieties so you’re 
sure about what’s bothering him and/or frustrating him? 
 
The first step (again) is to gather all the information you can about your prospects and 
their fears, frustrations, and anxieties. As I mentioned earlier: 
 

• you’ll want to get involved in your prospect’s association in one way or another 

• you’ll want to distribute questionnaires to your prospects—and to anyone you 
might think could be a prospect 

• you may want to run lead-generation ads to cull your list of prospects 

 
You should interview your prospects. After all, they are who you’re trying to sell to—and 
they are the people who have the problem you can solve. So, you should ask them about: 
 

• Their Pains 

• Their Troubles 

• Their Frustrations 

• Their Aspirations, Hopes, And Dreams 

• Their Anxieties 

 
Get detailed with these people. Usually they’re very happy to help—especially if they 
know you are sincerely trying to come up with a remedy for their problems. 
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• Find out what they’re currently doing to solve their problems— and how it’s 
working 

• Find out how serious they are about wanting to solve their problem 

• Find out everything you can about their desire to solve this problem 

 
Really, if you want to find out all the details you can—all you need to do is ask! Ask your 
current customers or your potential customers. You must be proactive about this! You 
can’t afford to be passive... it will cost you! 
 
You also must make sure you put together an ongoing program to keep yourself in tune 
with your prospects anxieties and desires. Again, this can be done with a simple 
questionnaire. Find out: 
 

• What Frustrations Your Prospects Are Having Now? 

• Are They The Same Frustrations They Had 3 or 4 Years Ago? 

• How Bad These Frustrations and Problems Are? 

• What’s Being Done To Fix The Frustrations? 

• How Much is it Worth to You to Get Rid of the Frustrations? 

• If I had a product that could solve your frustrations, how would you like to see it 
packaged: 
 

 ___ A. Online Videos & Workbook 

 ___ B. Seminar or Webinar 

 ___ C. Videos on DVD & Workbook 

 ___ D. Workbook only 

 
Remember: people don’t have a lot of time for filling out your questionnaires, so you 
should try to keep those prospect questionnaires short. Customer questionnaires, on the 
other hand, can sometime be quite extensive. 
 
However, if you have a prospect questionnaire that offers something like a 10% discount, 
or $5 off, or a free consultation, or something like that, you can easily make your 
questionnaire longer. 
 
For the short one, you’ll probably want to have about 4 multiple-choice questions like 
those above. And stick with about 5 open-ended questions where the prospects have a 
chance to express things in their own words. 
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Whether your questionnaire is longer or shorter, I think you should give your prospect a 
reason to return the questionnaire to you. Offer them a free report, a 10% discount on 
their next purchase, a 2-for-I coupon, etc. 
 
Show them that you appreciate them! Oh yes... and… 
 

Always Leave Extra Room For Additional Comments. This Information Is 
Where You’ll Find Out Almost Everything You Need To Know To Cash-in On 

Exactly What Your Prospect Wants! This Information Is As Good As Gold! 
 
Below are four more questions you should put on questionnaires that go to customers 
who’ve just used your services. These questions will give you more “gold” to work with. 
 

1. What are the three best things about our product? 

2. What are the three worst things about our product? 

3. If you could create an ideal product, how would it be different from ours? 

4. Which 4 US companies or brands do you respect the most? 

 
Let me take this just one step further, and let’s create a questionnaire for a carpet-
cleaning business. This fellow might leave his questionnaire on the doorknobs of 
expensive homes around town—or perhaps on plush business offices. Here’s how his 
questionnaire might look: 
 
We’re starting up a new carpet cleaning business in town that guarantees your complete 
satisfaction—or we’ll do it again and again until you’re pleased—or you want your 
money back.  
 
This is something we feel is lacking in the carpet-cleaning industry. As a matter of fact, I 
know of no other carpet cleaner who offers a no-questions-asked, money back guarantee. 
So that we can be of the best benefit to our customers, we’d appreciate it if you’d take 3 
or 4 minutes to answer these questions. 
 
As a reward, if you decide to give our carpet cleaning service a try, your first cleaning 
will be at half off/free/$10 discount, etc. 
 
1. Do your carpets receive a lot of dirty traffic?  _______  

2. How often would you say your carpets need a thorough, deep cleaning? 

3. Who is in charge of deciding when to get your carpets cleaned? 

4. What are the three main benefits you see of getting your carpets cleaned? 

1) __________________  

2) __________________  

3) __________________  
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5. What are the three main drawbacks you see of getting your carpets cleaned? 
 

1) ___________________  

2) __________________  

3) __________________  

6. Do you currently have your carpets cleaned? 
 

How often?  ____________  

By whom?  ____________   How much do they charge? $  _________  

Are you pleased with their service up to this point?  ________________   

Why?  _______________________________________________  

 
7. What is your gender?  ___  Your household income?  ______   

(Or for businesses: How many employees?  ____________  ) 
 
8. What radio stations do you listen to (in your office)?  
 

1) ___________________  

2) __________________  

3) __________________  

 

9. What (business) magazines do you read? 

  __________________________________________________  

10. Where would you expect to see us advertise?  

  __________________________________________________  

11. Do you have any other comments or advice?   

  __________________________________________________   

 
Thanks so much for taking your time to do this. Call me at xxx-xxxx and I’ll make it up 
to you! 
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Do you see the power of the answers to those questions? 
 
You’ll find out how the prospect feels about carpet cleaning, what they like about it and 
what they don’t like about it. This tells you which buttons to push to get them to take 
action, and which buttons NOT to push which would turn them away. 
 
You’ll find out who your competition is, why they like them or not—how much they 
charge, and more! 
 
This is very powerful information at very little cost! It costs you nothing to come up with 
the questions you want to ask, and it costs $13 per thousand in my town to get 1,000 of 
these printed up on an 8. 5” x 11” sheet of paper! 
 
Cheap research at its best! 
 
I’m sure you’re wondering by now how serious I am about this whole idea. Well, let me 
give you an example of what can happen when you take the time to find out this kind of 
detail from your prospects and customers. 
 
A few years back (before I became a full time direct marketer and ad writer) I did magic 
shows full-time for a living. (Kind of hard to believe isn’t it?) Anyway, the bread and 
butter of my business was children’s birthday parties. 
 
When I would finish a party, I had a nifty self-mailer questionnaire I would leave 
with the mom or dad to fill-out. A version of that questionnaire can be found in 
Appendix One. 
 
Because I had just spent an hour and a half of my time with these people making their 
child and all their friends (including adults) roll in the aisles with laughter and 
amazement, we almost felt like long-time friends. Being “almost long-time friends”, I 
would ask if they wouldn’t mind doing me a favor. Here’s what I’d say: 
 
“Look, I’d like to get your specific feedback on my service... would you mind taking just 
a few minutes and filling this out? It’ll really help me know if I’m doing as good a job as 

I should be.” 
 

Though I didn’t always get all the questionnaires back, I was never turned down. Over 
time I ended up with hundreds of these puppies in my files. Every time I’d get one I’d 
tear it open and read very carefully.  
 
I’d especially try to read “in-between” the lines... doing this did several incredible things 
for my business—which eventually set me up to be able to make an average of $2,700 
per month as a full time entertainer. 
 
Sure, that’s not a heck-of-a lot of money—but I’ll always remember the faces of people 
when they’d ask me what I did for a living... MAGIC SHOWS! 
 



Advertising Magic:  The Complete Guide to Creating Hot Ads & Sales Letters That Work! 

94 

The very sound of a guy feeding his 4 kids and his wife doing magic shows sounds 
almost impossible! (Especially if you don’t live in Las Vegas!) 
 
Anyway, my point is this: This questionnaire gave me all the ammunition I needed to 
corner the market as the family entertainer in town. 
Now, let’s take a careful look at the questionnaire and some of the thinking behind it. 
Flip back to the questionnaire and read these four points as you go over it: 
 
1. As you can see, each question reveals a little about the parents’ thinking process. 
Did they consider any of my competition... and who? Why did they choose me over the 
others? How much would they pay now that they know me? I asked all kinds of 
questions and received valuable information. Getting to know what they thought and 
how they thought showed me exactly what to address in the sales letter. And boy did it 
work! I got as high as a 36% response on mailings selling birthday parties! Hard to 
believe I know—but it’s true. (That letter is in the Samples Appendix) 

2.     The questionnaire culled-out specific testimonials for each of the specific benefits I 
offered. This is a powerful way to get quotes for your ads to answer the “objections” that 
anyone might have. I literally would get dozens of hot testimonials every week! 

3. By the time I had around 50 of these questionnaires back, I found out exactly who 
my “real” competition was. Though there were a dozen birthday party options in town 
for kids, it almost always came down to one or two choices for the “upper class” market I 
was going after. This information allowed me to position myself against the competition 
in very specific ways. My UCA was built around my competition’s weakness! 

4. And since I knew (directly from my market) who my competition really was, this 
became a powerful selling advantage which yielded me thousands and thousands of 
dollars! 

5. This questionnaire also let me know that I was honestly delivering a very “loved” 
and appreciated service.  Notes like “Angela absolutely loved you Uncle Brian—we’re 
planning on you next year!” and “Bobby’s never had such a fun time—and thanks for 
making my job so easy!” In other words, you know without a doubt if you’re product is 
“delivering” the benefits that your prospects perceived they’d get when they decided to 
buy... and that’s very important for your long-term profitability! 

Understand now, these questionnaires can be brutally revealing. If your product is 
terrible—you’ll soon find out after about six or seven questionnaires. Or, if your 
customers don’t like just one thing about your product or service, they’ll usually let you 
know... and that’s a good thing. But don’t take it too hard—just realize that you need to 
re-evaluate what you’re doing, and see if there isn’t room for improvement. 

I want you to understand that this questionnaire idea is, in my experience, 
the very best way to find out precisely how your target market thinks, why 

they’re thinking that way, and how you can use this information to 
influence future prospects to buy! 
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Using a questionnaire like this will make all the difference in the world in the 
effectiveness of your sales letters, space advertisements, web copy—you name it. The 
information you discover from handing out questionnaires will reveal precisely what hot 
buttons to push to get your prospects to order. And over time, you’ll see a dramatic, 
continual increase in the response of your ads. 

This happens because you are getting to know your prospects inside-out! 
 
As a matter of fact, one of the biggest problems of the ads I critique is that they are 
based on the advertisers assumptions—you know—they “think” their prospects will like 
this benefit... they “think” their prospects will get excited about this offer... they “think” 
and they “think” and they “think”... but they don’t take the time to: 
 

Ask Their Target Market So They Can Stop Thinking and Know For Sure! 
 
If you think you can “guess” what your target market’s hot buttons are going to be... 
you’d better stop right now and understand that… 
 
Your Assumptions About What’s Going to Motivate Your Prospect Will Cost 

You a Fortune! There’s an Easier Way to Find Out FOR SURE What’ll 
Motivate Your Prospects... ASK! 

 
Everything you put in your ads must be something you’ve come to understand from 
interviewing, researching, or questioning your prospects. And you must gather specific 
numbers, quotes, dates, figures, facts, and anecdotes to back up your claim... these all 
require research! 
 
Remember, when your prospect looks at your ad or opens your letter, they are 
constantly wondering “What’s in it for me?” and there’s no way in the world you can 
answer that question without walking a mile in your prospects moccasins by: 
 

1. Interviewing him (by the dozens) one-on-one, or over the phone 

2. Getting the feedback from him via questionnaires which offer a reward for 
response 

3. ASKING! 

 
I wish it were easier... boy, wouldn’t it be nice if you could just run an ad… say whatever 
you wanted… and substantiate it all by putting a little message down at the bottom of 
the ad, like this: 
 

“Take my word for it. Just trust me. Everything I’m saying is the truth! Don’t worry 
about it and don’t ask any questions. Just do what I tell you and all your problems will 

be solved!” 
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Remember: you can’t build an effective, money-making ad on generalities. The most 
powerful and persuasive ads are full of specific information. That’s why you must make 
sure you find out: 
 

• What is your target prospect’s problem—and how deeply is this problem rooted?  

• How long has he had it—how did it start—when, where, why? 

• What is it costing him in wasted time, energy, resources, mental anguish, etc. to 
have this problem? 

• What will happen to your prospect if he doesn’t solve this problem—if he chooses 
to maintain the status quo? 

• What has your prospect done to try and solve this problem (that hasn’t worked)? 

 
Of course, just like I did back when I was a magician, you’ve got to have an ongoing 
commitment to getting this information from any prospect and customer that you can. 
Without the answers to these questions, your advertising will be wimpy and weak. It will 
fail to have any impact on your prospect, and it’s definitely not going to motivate him to 
take action. 
 
Now—let me footnote this entire section with the reality that, even when you arm 
yourself with all of this information, there are going to be more people who don’t take 
action than will. That’s why you’ve got to commit to connect with your prospects more 
than once. As a matter of fact, you need to hit them as many times as you can justify. 
 
Dan Kennedy recommends a “wave” of three mailings to your prospects. Dr. Jeffrey 
Lant suggests you shouldn’t even start an ad campaign to your target market unless you 
have the means, and the “stick-to-it-iveness” to connect with them 7 times in an 18 
month period. 
 
I think this is wise information. I heed the advice—and I think you should too. 
 
Using your Prospects Hopes, Dreams, & Aspirations to Motivate 

Action 

 
In order to appeal to your prospect’s hopes and dreams, you’ve got to know what those 
hopes and dreams are. Makes sense, right? So what you must do is follow the advice you 
just read for discovering the hopes, dreams, and aspirations of your prospect. 
 
Remember, your total focus must be on your prospects and customers. Don’t get me 
wrong now. Your own  dreams  and goals  are important. After all, those goals and  
dreams are what motivates you to get your bottom in gear and take action on these ideas. 
But you can’t focus on your goals and dreams when it comes to creating money-making 
ads! 

Let me put it as clearly as I possibly can: 



Advertising Magic:  The Complete Guide to Creating Hot Ads & Sales Letters That Work! 

97 

 
To Achieve Your Goals and Dreams, You Must Focus On Your Prospect’s 

Goals And Dreams. That’s The Plain Sabbath Truth! 

Recap: More On Research, & The Importance of Knowing Your Prospect 
 
Every advertisement or marketing document that you ever create must focus on helping 
your prospects achieve all they want. 
 
Whether it’s your business card, a four-color brochure, a postcard, a sales letter, or a full 
page ad... your ad or marketing document fails, and falls flat on its face unless it gets 
your prospect or customer to take the action you want them to take to get in touch with 
you now. 
 
Every time you sit down to create an ad, you need to ask yourself these critical questions: 
 

• Who is my prospect? 

• What are his passions... his goals and dreams? 

• What specific objective(s) does he just have to achieve? 

• When does he want to achieve his dreams and goals? 

• What can I say/do in my ad to get him to take action now to take the next step 
towards achieving his desired dreams? 

 
When you fail to focus on your prospect, understand his goals and dreams and use them 
as a tool to motivate him to take action, your ads and marketing documents will fall flat 
every time... 100% guaranteed! 
 

Purposeful Advertising 

Think about it... the only real reason you create any advertisement is because you have 
a designated prospect that you want to communicate to, you want him to take action, 
an action that leads to the sell of your product or service; and you want him to take 
action immediately! 
 
Get this straight from the start and your advertising will succeed. That’s the only reason 
you should take your time to create an ad. 
 
If your ads don’t lead to, or make your prospect take the next step towards the sale then 
they are not direct marketing ads—and as we’ve discussed, you can’t afford to waste 
your time or money on “image” advertising. 
 
You must always remember that getting a prospect to take the next step in your sales 
process is the only reason for advertising. 
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Any other reason is a bunch of bunk, and anyone who tells you otherwise will help you 
waste your energy running down the wrong path for advertising successfully. And that 
path will cost you a fortune in lost returns. 
 

Step by Step to Advertisements That Sell 

There are books upon piles of books that will go into detailed theory about marketing, 
all of which will leave us practical marketers wondering what in the world we just read! 

 
Once you understand some fundamentals, you’ll see that advertising your product or 
service can be simple. Every time you sit down to craft an ad follow these steps: 
 
1. Ask yourself, “Who am I talking to?” Who is it that you’re trying to get to take action, 

and buy your product or service? 
 

2. Ask yourself, “What action is it that I want this person to take after looking at my 
advertisement?” 

3. Write down exactly what your prospects get from you when they do take action. 
What benefits do you have that they are willing to give up their hard earned money 
for—not just regular benefits, you need to develop your unique benefit too... your 
UCA. 
 

4. Tell your prospect why they should take immediate action. You have got to create an 
offer that will compel them to respond NOW. 
 

5. You must get the necessary testimonials, “credentializers”, and references that will 
“prove” that other people have truly benefited from your product or service already. 
Thus, showing your prospect that they should do business with you, and not your 
competition. 
 

6. “What is most important to my prospect?” 
 
If you will answer each of these questions in precise detail for each of your ads, then 
you’ll be well on your way to success. Now, let’s take a look at each of the steps in more 
detail. 
 

Who Are You Talking To? “Who Am I Selling To?” 

Here are some more question to include on your “Getting to Know Your Sheet”: 
 

• Who is my ideal prospect? 

• What is their age? 

• What is their sex? 

• How ‘bout their education? 
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• What is their income? 

• What’s their work and job title? 

• What’s their “Geographic Region?” 

• What are Their Perceived Wants, Needs, and Passions 

• What are Their Hobbies 

• What are Their Political Affiliations 

• What are the Magazines They Read Regularly 

 
If this is information you don’t know—then you’d better find out. 
 
Here’s another, down ‘n dirty way to find out this kind of information: 
 
Get out in your car, and... like a door to door salesman, drive up and down the streets of 
the neighborhood that’s most like the prospects you’ll be selling to! Get a feel for the 
cars they drive, the houses they live in... their lifestyle. 
 
Drive around on different days at different times of the day. Do they have lots of kids... 
or no kids? Nice cars, or “get-by” cars? 
 
You’ve got to get a “feel” for these people. Am I serious about this? Absolutely! I do it... 
you should too! Remember... if you don’t know who you are selling to, tell me, HOW 
CAN YOU SELL TO THEM? 
 
Can’t be done. 
 
Maybe I’m starting to sound like a broken record... and maybe that’s good! You see, you 
must know exactly who your prospects are. You need to know this for each market you 
are pursuing. 
 
Your “Getting to Know You Sheet” should describe your prospect in about 250 words. 
You should read your “Getting to Know You Sheet” every time you sit down to prepare 
an advertisement or marketing communication for your prospect. 
 
If you have a clear mental picture of your prospect, you’ll produce a “right-on-target” ad 
or sales letter. That’s why you want to drive up and down their streets. This’ll give you a 
basis on which to visualize your prospects and what their lives are like. Visualization will 
help you to write directly to your prospect’s heart. 
 
When I sit down to create an ad, I stop and try to mentally get a picture of my prospect. 
I visualize his/her day. I try to picture what they might be doing when my letter arrives... 
and I do what I can to really get into this visualization. 
 
It’s a critical step in my ad creation process... it should be part of yours as well. 
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Now, I know all this visualization stuff may sound a bit “hokey” to you... but look: 
 

If You’re Serious About Creating Winning Ads, You’ve Got To 
Connect With Your Prospect On A Personal Level—Visualization 

Is a Powerful Way To Do This... So Do It!  

If it helps (and it does) keep a photograph of your ideal prospect up in front of you while 
you write to help visualize who you’re selling to. If you can’t visualize your prospect 
clearly, then it means you haven’t done enough research to make it happen. 
 
Go back and do more digging... otherwise your ad won’t be near what it could be. 
 
If you write down in specific detail the characteristics of your prospect, it will help 
you get a powerful mental picture of him. Once you get that picture in your mind, you 
can start to picture what his day is like... what the mornings are made of… the lunch 
time... on into the evenings. 
 
When you visualize all this and get a good hold on who your prospect really is, you’ll be 
able to create ads that are powerful. 
 
When your prospect starts to read your ad, he needs to say…  
 

“Hey, this person really knows me! This person is talking to me!” 
 
This is done by getting into the mindset of your prospect, and learning the specifics 
about his life. 
 
And remember: 
 

Good Advertising Is Specific Advertising. 

 
The more specific you are, the more powerful your advertisements will be, thus the 
more likely your prospect will respond, thus the more likely you are to get the sale. And 
that’s exactly what you’re after! It’s all about making sales. 
 
The goal here is to have total empathy for your market. 
 
If you’re an empathetic advertiser you’ll take the time necessary to research your 
prospect... and you’ll really come to understand what they’re all about. You must analyze 
them thoroughly, and then connect with them in a passionate way. 
 
Once you connect in a passionate, meaningful way, then you must motivate your 
prospect to the fastest possible action. Let’s talk about what action you want your 
prospect to take that will lead to the sale. 
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What Action Do You Want Your Prospect To Take As A Result Of 
This Ad? 

As you go through the newspaper, or through your mail, notice how poorly conceived 
and produced 99% of the advertising is that you get. 
 
It’s all around us. Most don’t even talk about their prospect. They focus on themselves, 
rather than what they can do for the prospect. And most of these so-called 
“advertisements” aren’t at all clear on just exactly what they want you, the prospect, to 
do! 
 
Producing ads like this is a sure way to waste your money. It may make you feel “neat” 
and “noticed” to have your name and picture splashed about, but that’s NOT what ads 
are for. 
 
Remember: You are creating an ad or sales letter because you have a designated 
prospect you want to take immediate action that will result in a sale—or lead to a sale. 
For no other reason should you ever create an ad. 
 
Possible options of action for your prospect include: 
 

1. Pick up the phone and call you so you can close the deal—or so they can get your 
detailed sales letter. 

2. Return a response card asking for more info from you. 

3. Buy! 

The very best ads tell the prospect what’s in it for him AND the reason why he should 
buy from you. Remember, each ad should sound as if it were written specifically for the 
person (your designated prospect) that’s reading it. A good advertisement focuses on 
getting the prospect to take action, tells him what kind of action, and tells him when and 
how to take this action. 
 
Be clear about what you want your prospect to do, and when he must do it to get the 
benefits he desires. Now let’s talk about those benefits. 
 

What Does My Prospects Get When  
They Do Take Action? 

Your advertisement must be chock-full of reasons that make the prospect want to take 
the action you desire. 
 
Sure, it’s obvious that there are benefits that come to YOU when your prospect takes 
action. But, they don’t care about what you get out of it, they want to know what’s in it 
for them. 
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As you look around you at other advertisements created by all types of companies, you’ll 
see that most of them focus primarily NOT ON THE PROSPECT AND WHAT THEY 
GET, but on the companies themselves. 
 
They focus the document on themselves. They tell about who they are, what they’re 
selling, where they went to school, etc. A sad but all too true situation. 
 
Why should your prospect take action? 
 
Why? 
 
Why should they take action NOW? If you don’t know, then here’s the best way to find 
out. Act as if you are talking to your desired client. Then start each sentence you write 
with the words, “YOU GET”. 
 
These two words will help you write “generic” copy that will be better than most of the 
garbage you’ll ever see out there in the advertising world. 
 
But, it’s not enough. Each “you get...” that you write needs to be as specific as possible. 
Don’t say, “You’ll save money.” This doesn’t differentiate you in any serious way from 
the next business. 
 
Like I said, your best advertisements will be specific. A specific advertisement will tell 
your prospect how much more money they’ll save. 
 
Once you get started, let go. Relax. Write down every single benefit that comes to mind. 
Don’t stifle even the smallest benefit. Just remember to start each sentence with those 
two magic words—“YOU GET”. 
 
After you’ve created a large list, rank them in order of importance TO YOUR PROSPECT. 
 
Ask yourself which benefit makes the prospect most excited. Which benefit will cause 
the prospect to drop what they’re doing and grab them by the collar and say, “This is for 
you!”?  
 
Which benefit does your prospect want NOW? These are all questions that you must 
address to discover the strongest benefits, because these are the benefits that will create 
action. 
 
How do you know which benefits are the most desired? 
 
Simple... ask. 
 
That’s right, ask your prospects. Survey them and deduce what you can from their 
responses. You’ll soon come to know which benefits your prospects are attracted to first, 
second, etc. 
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It’s your job to find out what your prospects want to achieve and how your product or 
service, with its clearly defined benefits, enables them to get what they want. If you skip 
this, your advertisements will fail. 
 

Why Should Your Prospect Act NOW? Do You Have A 
Compelling Offer That Gets  

Them To Act NOW? 

Most any advertisements you’ll ever see don’t seem to care whether the prospect 
responds today, tomorrow, never, or whenever. 
 
You can’t be like this... it’s a losing cause and one that you don’t want to be a part of. 
 
You’ve got to create an offer, a reason that your prospect will find sufficiently attractive 
to make him act NOW—not any other time, but NOW. 
 
Here is a list of offers that’ll give your prospect a reason why to take action: 
 

• free demonstration 

• discounts/or something FREE just for calling 

• two hours for the price of one 

• free extras 

• special premium 

• buy one—get one free 

• free samples 

• limited time low-pricing 

 
Your offers need to be valuable in and of themselves. An offer that I often use to induce 
action is this: “You get a free $225 marketing material evaluation if you call before 
March 21. This is a $225 value, yours free for calling NOW!” Anyone who’s had this 
evaluation done will tell you that it’ll really help a business out. All your incentives to 
respond (offers) must be valuable themselves. 
 
For maximum results, your offer should be perceived by your prospects as being of 
higher value than the actual item or service you’re selling. (We’ll talk in detail about this 
technique later in the course). 
 
Your offers must be limited in some way. Either your prospect can’t get it anywhere else, 
or it’s especially desirable for him. In my example, notice that I stress that the offer is 
limited and to qualify for it, they must call before a certain date. You must do this too. 
 
Offers are a strong reason for your prospect to act. A large majority of the people that 
respond will respond because of your offer. People love to get things free! 
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A sad fact in the marketing industry is that, if a marketer has an offer, they usually put it 
at the end of the marketing communication. Crazy! 
 
You must position the offer in your document so that they know about it right away. It 
must be very obvious. I know that in my business, a lot of the time a prospect won’t even 
get completely through the letter or flyer before they call me. Such is the power of a 
good offer if it’s put up front—where the prospect will see it. 
 
Use this to your advantage, and help your prospects get what they want, as you get what 
you’re after too. 
 

Getting Testimonials That Will Motivate Your Prospects To Do 
Business With You,  

Instead Of Your Competition 

Your prospects are nervous. Any time they’re thinking of spending their money, they get 
a bit nervous about it. Don’t you? That means that you’ve got to take the edge off of their 
fear of buying from you by letting them know that other people just like them have 
benefited from your products and services. This is exactly what they want to see, hear 
and read. 
 
Realize that, I’m not talking about those dumb little testimonials like these: 

 
“We enjoyed your product! Wonderful.” 

— D.J. Monson, Dogtown TX 
 
Testimonials that use initials are useless. Worse than that, they are actually detrimental 
to your ad. They give no credibility to what you’re saying. You should never use them 
under any circumstances. 
 
For all your prospect knows, D.J. Monson doesn’t even exist. A testimonial like this is 
crazy to use. It’ll do you no good, and do more damage by taking away any credibility 
you do have. Yet, these are the kinds of testimonials you’ll see rampant in the 
advertising world. 
 
A testimonial is your chance to tell your prospect, “Hey look! Here’s a person just like 
you that wondered if spending their money on my service was the right thing to do. 
They had the same problem you have, and they benefited in this way from using my 
services.” Now a testimonial that tells these things to your prospect is an effective, 
powerful advertising tool. 
 
Testimonials like this diminish your prospects fears about taking his money out of his 
wallet and spending it on you. Their anxiety lessens, and a good testimonial excites your 
prospects interest about what he can expect when he uses your service. 
 
This, then is what you must do: 
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1. You have to talk to your past customers or find people that are like the prospects 

you’re going after. 

2. You’ve got to ask them what kinds of results they got from using you or your 
product. 

3. You’ve got to get them to say and/or write these results in a testimonial that’ll 
help motivate your current prospects to take action to buy what you’re selling. 

 
Later, I’ll be covering testimonials in great detail. 
 

“What is most important to my prospect?” 

By now you understand that your prospects wants, dreams, and desires should be most 
important to you—for if they’re not, your wants, dreams, and desires will never come to 
pass. From all this research, you must determine what your prospect’s priorities are. 
Then you must focus on those priorities—remembering to keep your priorities out of the 
picture. 
 
If you’re not sure what those priorities are, then you’ve got to go back and do some more 
digging.  
 
Failing to do so will mean the demise of your ad! 
 

One More Idea For Uncovering  
Ideas That Will Work For You 

This last idea isn’t about researching your prospect. It’s about researching what’s going 
on, and what’s working in your industry around the country. This is really cheap 
research, yet the ideas it may yield could make it one of the most profitable research 
steps you take. 
 
Let’s say you’re in the Gift Basket business. What you do is go online and Google “gift 
baskets NYC”… or “gift baskets Los Angeles”, for example. You could do this with 
several cities across the country. Check out the websites (for sales and marketing ideas) 
you find from people in the same industry as you. This helps you discover what’s going 
on in other parts of the country. 
 
Make sure you take a close look at what you see, because you never know what one little 
thing will do to spark an idea or a thought you’ll want to follow-up on.  
 
Keep your eyes wide open. 
 
What you’re looking for are marketing ideas, headlines, offer ideas, joint venture ideas, 
concepts, etc. — anything that can be applied to your business. I bet you ten bucks if you 
do this 3 or 4 times a year, you’ll be shocked at the great ideas that’ll come from this 
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research. I do it... I go to the library every 3 months or so to thumb through out of town 
newspapers, directories, trade publications, and so on. 
 

Conclusion to Research Magic: Discovering the Entire Inside 
Information You Need To Be Able To Press Your Prospect’s Hot 

Buttons HARD, & Get Them To Take the Action You Want 

Now you know what homework you need to do to create successful advertisements. 
 
After you’ve thoroughly gone through these steps, then and only then are you ready to 
create your ad, whatever it is, for only now have you shifted the focus of your work 
from yourself to the only important person in the equation: your prospect. 
 
You don’t have the key to make yourself rich. Your prospect does. Getting your 
prospects to act in sufficient numbers will bring you towards reaching your goals, to 
make you rich. 
 
Turn back to this section of the course often and review it before you sit down to make 
any advertisement, brochure, flyer—or any other type of ad or marketing piece.  
 
If you fail to follow the advice found here, your ads and marketing documents are 
destined to fail. You’ll forget about your prospect and focus on yourself, your company, 
your colors, your logo, your sizes, etc. And you will forget all about your prospect. 
 
But when you follow the proper steps—you’ll win the game of advertising! You will 
produce the kind of ads that get your prospects to do what you want them to do: 

 
BUY FROM YOU! 



 

 

 



 

 

CHAPTER SEVEN 
Benefit Magic: The “Meat ‘n Tators” Of Winning 

Advertising Revealed! 
 
 
 
Let me make the difference between features and benefits clear—right here, right now: 
 
What is a Feature? 
 
A feature is static—it’s the color of your product, how many pages, how many miles per 
gallon it goes, the price, the guarantee, durability, customization, financing available, no 
money down, batteries included, etc. 
 
What is a Benefit? 
 
A benefit is what your prospect gets from a feature. 
 
These two advertising definitions are two of the most important definitions you need to 
understand if you’re going to create some advertising magic that brings in orders! 
 
Your prospects don’t buy features—they buy the benefit that feature gives them... it’s 
plain and simple. Yet so many advertisers seem to be hung-up on listing all the features 
of their product or service. 
 
Features focus on you and your product or service (what it is). 
 
Benefits, however, are the specific results or outcomes your customer gets from your 
product or service (what it gives the customer). 
 
People don’t buy “things”... they buy the results those “things” bring to them. Things 
like happiness, making and saving money, saving time, wisdom, praise and recognition, 
attractiveness, safety, security and easier—simpler, faster or cheaper ways to accomplish 
the things they want to do. 
 
That’s why you absolutely must become a master at transforming features into benefits. 
You must learn how to take the individual features of what you’re selling, and turn them 
into compelling benefits that’ll get your prospect slobbering to take action! 
 
A key point you must always remember when creating ads or sales letters is this: 
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Always Lead With Benefits, and  
Follow With Features! 

Yes, always. 
 
That’s because benefits tell your prospects what’s in it for them. Features focus on you. 
Your prospects always are interested FIRST in themselves. They want to know what’s in 
it for them. Once your prospect understands what’s in it for him, then he might be 
interested in you. Most often, if you’ve focused on the benefits your prospect will get—
they won’t even care to know anything more about your company. That’s how 
persuasive benefits can be! 
 
That’s why you must take a careful, close look at each and every feature, and turn them 
into powerful, motivating, compelling benefits. 
 
Really, when you stop to think about this, it makes sense. 
 
But when you open a magazine, or look in the mail... the reality is that most advertisers 
don’t even begin to do this. They focus on themselves and list boring feature after 
feature. And when they do include a benefit, they usually use no specific, meaningful 
benefit. 
 

Specific Benefits Sell—General Benefits Don’t 

Most of your benefits should be specific if you want them to pack a wallop. General 
benefits usually come across as “hype”—and they’re not half as compelling as a specific 
benefit. 
 
How do you get specific? 
 
Well, one of the best ways to do it, is to take a close look at your competition. If you 
outdo them on a number of benefits, tell your prospects! For example: 
 

“Smith’s Brothers offers our same model widget for $17.56 more than what you pay 
here! PLUS our guarantee is 3 times as long as theirs (90 days compared to 30 days!)” 
 
Your competition can provide you with a wealth of powerful ideas on how to make your 
ads better. Not because their ads are better than yours, but because you know what’s 
missing in theirs, and how to build on this in yours! 
 
Another way to gather specifics, is to gather testimonials that preach of specific results, 
and benefits that current customers have enjoyed from what you’re selling. (We’ll go 
into great detail on how to get and use specific testimonials in your ads and sales letters 
to increase sales). 
 
Just remember, your prospects will continually ask questions about your general 
benefits: 
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1. So what? 

2. Compared to what? 

3. Says who? 

 
You need to back up your benefits—and use specific benefits! 
 
Unless you do, your prospects will write you off as a “hype artist” and nothing more. 
 
And   what   enables   you   to   deliver   specifics   instead   of   generalities?   Your   
research! Your knowledge of your product. Your knowledge of your market. Your 
knowledge of the features you’re selling, compared to what else is out there. 
 
If you’re going to be able to deliver specific benefits, you’ve got to: 
 

• Know the features of what you’re selling 

• Know the benefits of what you’re selling 

• Know the features of what your competition is selling 

• Know the benefits of what your competition is selling 

 
You must make sure you: 
 

• Do your research carefully, continually, and completely 

• Understand how the features of what you’re selling relates to the benefits of what 
your buyers want 

• Prove to your target market how empathetic you are by placing their interests 
first (lead with benefits, follow with features) and then back up your benefits and 
claims with facts 

 
Using Your Competition to Prove Specific Benefits 
 
Here’s a slick little “ditty” that’ll help you uncover specific benefits, based on what your 
competition is already doing. The procedure goes something like this: 
 

1. First, you make a list of your features and benefits 

2. Next, you make a list of your competitors features and benefits 

3. Now, you make a comparison—uncover the advantages (benefits and features) 
you provide to prospects versus your competitors 

4. Lastly, turn that comparison into money-making ads and sales letters that work… 
you can create a comparison chart, state it in bullet form, or simply in paragraph 
form. This system is powerfully convincing! I hope you’ll use it to your 
advantage... it’s really slick! 
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As you can see, benefits are powerful motivators. And knowing this will give you a 
definite advantage; for most advertisers don’t use benefits. Instead, they choose to get 
“creative” and clever—and they fall flat on their face! 
 

Make It Clear... and Never Assume Anything 

 
And when it comes to benefits, understand that you must state them clearly and 
precisely, so there’s no question in your prospect’s mind what benefits he gets. That’s 
why you can never “assume” your prospect will know what the benefits are. Don’t think 
your prospects are smart enough to know what the benefits are of using your product or 
service. You’ll lose the sale every time! 

 
You Must Never Assume People Can Figure-Out On Their Own 

What Benefits They Get From Your Features...You Must Always 
Tell Them Clearly & Precisely What Benefit They Get From Each 

Worthwhile Feature! 
 

Remember, the benefits your prospects get from what you’re selling are the driving force 
behind your sales copy. That being the case then, how do you turn features into benefits? 
 
First off, let me say that this process is simple once you get the hang of it. It’s also pretty 
darn fun! 
 
OK. 
 
The first thing to do is to create a list of all the features. Don’t worry if you’re not sure 
what’s a feature and what’s a benefit, just make a list. 
 
Now, take a look at each feature and ask yourself, “What does my customer get from 
using that feature?” If the answer is a good, strong answer, write your answer down next 
to the feature.  
 
Continue to do so until you’ve done this with the entire list. Next you’ll want to prioritize 
the list of benefits in order of importance from your prospect’s point of view. 
 
You should know what your prospects priorities are. If you don’t, you haven’t done 
enough research. Why guess at it? Why not take the time to find out for sure? 
 
And there you have it...  a list of benefits that your prospects want. 
 
Let me give you some examples of features and their corresponding benefits: 
 
Example 1: In this example, let’s say you’re selling a car... 
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Feature Benefit 
This car gets 60 miles to the 
gallon. 

You’ll save money on gas. You won’t have to stop as 
often to get gas. (inconvenience) 

This car has a permanent wax 
which will never fade, crack, 
chip, or peel... guaranteed or 
we’ll redo it for as long as you 
own the car! 

You don’t have to waste your time, energy, and 
money waxing the car. You’ll save money for years 
and years to come! Your car will always look great! If 
you’re not pleased, you can have it totally redone at 
no cost whatsoever—we’ll even come to your home or 
office to do it! 

Rust-proof wheels You’ll never have to spend any money to buy new 
wheels because these will last forever! PLUS you 
never have to worry about the “look” of your wheels, 
because they’ll never have that ugly, dingy look of 
rust! 

Rust-proof body You’ll never have to spend money on body work due 
to rust because the body will last forever... rust-free! 
PLUS, your car will always look “hot”, clean, and 
shiny, due to the fact that it’ll never rust in any way! 

 
Example 2: In this example, let’s assume you’re selling a computer system... 
 

Feature Benefit 
It’s a very fast laptop computer The computer’s speed will save you time and the 

frustrations of having to wait while it executes 
complex commands. No more waiting —you’ll get the 
job done immediately! 

It’s Wi-Fi enabled This means you can get online—wirelessly— 
wherever you go! In the office, while visiting a client, 
at home, or down at the local coffee shop—wherever 
you happen to be— you can instantly g et connected 
so you can send/receive emails, participate in 
teleconferences, attend webinars, or surf the web—
anytime, anywhere! 

It has a 1TB hard drive This means you’ll have all the room on a hard drive 
you’d probably ever want! Save big files (even videos) 
without worrying about running out of room. PLUS, 
you’ll be able to have more software programs 
installed on your system to help you be more 
profitable, (or have more fun with more games and 
music!), and be more organized. 
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It comes with a top of the line, 
32-inch monitor! 

This makes it the perfect laptop for your home office! 
And it means you don’t have to waste time shopping 
for a monitor to go with your new computer. PLUS, if 
you were to buy this monitor separately, it’d cost you 
$289 extra for this quality monitor—and having it to 
work on, makes it so much easier on the eyes! 

 
Do you see how the features are transformed into benefits? The features are turned into 
“What the customer gets from the feature... what it does for them!” 
 
To make it even easier, I want to share with you a formula that I used when I was 
starting out (It’s become a habit now). It will help you to identify the benefits of a 
feature. Here is the formula: 
 

Feature + What the Feature Gives to the Buyer = Benefit 
If you reverse it, it becomes even clearer: 

Benefit = Feature + What the Feature Gives to the Buyer 
 
So, what it boils down to is that you have to ask yourself “What does my customer get 
from this feature?” The answer to that question gives you the benefit. Understand 
though, that not all features can be turned into worthwhile benefits. Those benefits most 
likely won’t be used in your sales copy. 
 
Here’s another way of turning features into benefits: simply pretend that you’re a 
prospect for what you’re selling. For each feature on your list, ask yourself these 
questions: 
 

• “What’s in this feature for me?” 

• “What do I get from using this feature?” 

• “What benefits do I get from this feature?” 

 
By answering these questions, you will, undoubtedly, uncover some valuable benefits. 
 
Benefits give you the selling power you need to create winning ads and sales letters. 
Without benefits, you will not make many (if any) sales... that’s the power of benefits! 
 
Understand, however, that your prospects are interested in features. But, by themselves, 
features will never sell your product or service. Only benefits will do that. Because only 
benefits tell the prospect what advantages there are for him to take action and buy! 
 
Also, benefits sell because benefits are about what your prospect gets... where features 
are about you, your product, and it’s other details... in other words, features are usually 
“me-focused” instead of “prospect focused”. 
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Now, here’s a little test for you to take to see if you can turn features into benefits. All 
you need to do is simply turn the features into benefits. Here, we are selling a new 
mountain bike for your 12-year-old son: 
 

Feature Benefit 
It’s a 21 “ bike  

It comes in any color you’d like.  

It has 18 gears  

The 18 gears are accessed with the light 
push of a button... without having to take 
your hands off the handlebar. 

 

It has lifetime flat tire guarantee  

The wheels come off with the flick of a 
lever 

 

It comes with a car rack, and a garage 
hanger 

 

 
The heart and soul of creating winning advertising is knowing how to plaster-on benefit 
after benefit after benefit. Benefits answer the never-ending question: “What’s in it for 
me?” That’s the question your prospects will ask from now ‘til forever! 
 
Answer that question with benefits, and you’ll get the business you deserve! 
 

Conclusion to Benefit Magic: The “Meat’ n Tators” of Winning 
Advertising Revealed! 

Remember, a feature is basically some part of the product or service... it’s what the 
product does. 
 
A benefit is what the prospect gets from that feature... what the feature does for him.  
Features alone are virtually worthless, and will basically do nothing to help you sell 
more of what you’re selling. 
 
Benefits put the focus on your prospects, and what they get. And that’s where the whole 
focus of your ads or sales letters should be... on your prospect. 
 



 

 

 



 

 

Chapter Eight 
Offer Magic: “Make Me An Offer I Can’t Refuse And I’ll 

Give You My Wallet And My Wife! 
 

 How to Create Offers that Make Your Prospects Stop What They’re 
Doing & Order 

 And How to Create Order Forms That Get Orders NOW 

 
First, let’s do a quick review of what you’ve learned so far: 
 

1. You’ve learned how advertising fits in with marketing 

2. You’ve learned the 12 worst advertising mistakes and how you can avoid them 

3. And you’ve learned why empathy is so crucial to your success as an advertiser, 
and the basics of writing winning ads 

4. Plus you now know what motivates people in general 

5. And you’ve done your research so you’ll know what hot buttons to push 

6. And you’ve made a list of features and turned them into benefits 
 
Now that you’ve done all that, you’re ready to kick it into gear, and begin writing. The 
first thing you should write (in my opinion) is your offer and then your order form. 
 
Most people would think you’re supposed to start at the top, with the headline. I know 
what I’m suggesting sounds backwards; but this is how you should do it. 
 
You see, what happens if you start at the top and work your way through, you’ll usually 
end up not spending the time you should on a very important part of your mailing or 
ad—the order form and offer. The order form usually gets the “leftovers” of your energy 
and passion—which usually isn’t much. 
 
I think that’s why you see so many terrible order forms come in the mail; and you see 
them in the magazines. Order forms are always last priority. 
 
The order form (which should restate the offer and guarantee) is a major part of your 
“close” in a sales letter or a space ad. And unfortunately for most advertisers, it’s usually 
an afterthought, and given very little serious thought or attention. 
 
That’s a serious mistake. 
 
If you want orders—you had better pay attention to how you ask for them. That’s why 
you need to create your offer and order form first—and you must be careful about how 
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you position your offer and what you write on your order form, and how you design your 
order form, for it is a valuable sales tool. 
 
By creating your offer and order form first you are forced to focus, clarify, and articulate 
your offer right off the bat. 
 
Admittedly, I didn’t always start with the offer and order form first—I always started by 
writing out as many headlines as I could. But now... I’ve “seen the light” and have come 
to understand the importance of creating your offer and your order form first! 
 
The first thing to consider is this: there are a lot of people who, when they open your 
sales letter or glance at your ad, will go directly to your order form (if they can find it) 
and they read it first.  
 
Think about that. If they read your order form first, don’t you think the copy on that 
order form had better be darned good in order to get them to read the rest of the 
package? 
 
You bet! 
 
Your offer should be compelling, and your order form must be “hot”! Otherwise you’ll 
lose all those people who go to the order form first, whether in a sales letter or with an 
ad. 
 

Creating Offers That Make Your Prospects  
Stand-Up & Take Action NOW 

We’ve now thoroughly covered how to create a winning order form. Now I’m going to 
focus on how you can create winning offers that are the basis for those order forms. For 
you see, the order form is nothing—if there is no winning offer to build it on. After we go 
over this, we’ll dive right into creating winning order forms. 
 
A winning offer is everything when it comes to generating business from an ad, web 
page, or sales letter! 
 
Offers should help induce immediate action. 
 
If your prospect doesn’t take action when he reads your ad or sales letter, there’s a fat 
chance he’ll ever order from you. That’s why your offers must compel your prospects to 
take immediate action. 
 
Think about it, everyday aren’t you inundated with offers that encourage you to spend 
your money? Studies show that in most urban areas, you’ll easily get hit with up to 8000 
marketing messages each week from people who want you to spend your money on what 
they’re selling. 
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Your prospects are bombarded with piles and piles, stacks and stacks of magazines and 
letters everyday offering them something to buy! 
 
That’s why your offers have to attract the attention of your prospect, and provoke an 
immediate action. But, when you look at the mail crossing your desk each day, I think 
you’d agree, most advertising doesn’t even begin to motivate you to take immediate 
action. 
 
Even offers that are “FREE” in one way or another don’t cut it. 
 
Look, FREE is a great advertising word... there’s no doubt about it. But “free” all by 
itself is not enough to get our prospects motivated to take action now. 
 
“Free” is only effective (and most effective) when you combine it with three other 
magical ingredients: 
 

1. A Clearly Defined Time Limit 
2. At Least One Powerful Benefit Your Prospect Gets 
3. A Perceived And Actual Value On The Thing That’s Free 

 
Any offer you make can be strengthened to generate an immediate response from your 
prospects with this powerful, immediate-response-generating formula: 

 
FREE + limited time + at least one powerful benefit your 

prospect gets + a perceived and actual value on the thing that’s 
free = powerful offer that compels immediate action from your 

prospect! 

 
This formula is what I use to create powerful offers that induce immediate action from 
my prospects. Let’s go over each part of the formula so you’ll be certain to understand 
how it all works together: 
 

1. FREE. Free is just that... it’s free with no catch. 

2. Limited Time—Deadline. Your offers must have a deadline if you’re to get 
maximum immediate response from your ads and sales letters. If you’re mailing 
several thousand letters over the course of 6 weeks, you may want to go with a 
deadline like: 

 
“It’s yours at this deeply discounted cost, only if 

you order within the next 10 days!” 
 
10 days seems to be the optimal, best time for inducing an “immediate” response. But 
online, it’s a much shorter time frame—typically from a few short hours to about 72 
hours. 
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If your mailings are more controlled, you can (and should) put specific dates in them. 
This is the best way to create immediate response. Although I know it’s not always 
possible to do... I encourage you to try and include a specific date. 
 
Make sure you keep on schedule with your mailing so that your artwork and printing 
will work with the deadline. 
 
I’ve seen it happen all too often where an advertiser will mail his offer out too close to 
the deadline date. Several of the prospects got the letter on the deadline, or right after 
the deadline. 
 
This is usually a total waste... those prospects usually will not go to the trouble to call or 
write to see if the offer is still good. Make sure you don’t make this costly mistake! 
 
Plan well enough ahead to know what your deadline should be. 
 
Whether your ads or sales letters have a specific deadline date or not, make sure they do 
at least have a deadline. 
 

3. One Powerful Benefit Your Prospect Gets From Taking Action 

 
Again... benefits sell. So, what you’ve got to do is articulate the most desired benefits 
that your prospect gets from what you’re giving to them free. 
 
Realize that if what you’re giving away offers no specific, powerful benefits to your 
prospect, no matter what benefit you put in the ad, it’s not going to be appealing. 
 
Also, be honest about the benefit they’re going to receive. If you tell them they “get 
FREE special reports valued at $67 each—these reports will show you how to make 
money tomorrow with windshield flyers” and then, what you send them is really a sales 
letter selling a $67 program that teaches how to make $400 a day with windshield flyers, 
and the sales letter is disguised as a free report—you’re not being honest—and it won’t 
work! 
 
The prospects that you cheat like this will never open or read another letter from you—
nor will they ever read your ads, etc. 
 
You’ve lost them for life, simply because you chose to “cheat” a little and disguise your 
sales letter as a free report. Don’t do it! Being honest goes a long way in everything you 
do. 
 

4. Perceived and Actual Value of the FREE Gift 

 
Whatever it is that you’re giving away free as a time-limited bonus to induce immediate 
response, must be of great value to your prospects. It also must appear to be of great 
value to your prospects. 
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Thus, you must “sell” the free give away. That’s partly why I suggest you combine your 
free gift with a major benefit derived from that free gift. You must build the value in the 
mind of your prospect... they must feel like the free gift(s) they’re getting are indeed, 
worth taking immediate action to get. 

Jay Abraham offers the advice of offering “Bonus-Overload” to your prospects. I covered 
this earlier. 

Let me present it to you again in the context of this chapter so it might have more 
impact on your thinking processes: 

“RISK-FREE BONUS OVERLOAD!” This is where you offer them a totally 
irresistible, risk-free, 100% guaranteed ‘til the day they die offer, with high-perceived-
value bonuses worth more than the cost of the main item; with a 10-day time limit on 
the offer—reason to buy now!  

No matter what you’re selling, this kind of proposition is pretty strong! 
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Here’s an example: 

 
 
 
 
 

“With that in mind, here’s what you get: 
 
• You get the complete, 12-video course, which teaches you in precise detail all that 

you ever wanted to know on how to create winning ads of every kind. (Valued at 
$877) 

• PLUS, you get the 5 FREE BONUSES: 

 
1. The 14 most compelling ads of all time, and how you can model them for your own 

success! (A $257 value) 

2. A powerful new checklist called “It’s The Little things That Count” that took 15 
years of research (laid out in easy-to-follow detail) that you can use to make sure 
all of the little, money-making “believability-boosters” are in your ads every time 
you sit down to write. (A $177 value) 

3. A 24” x 18” wall poster to put up right by your computer or writing area, so that 
every time you start writing you winning ads, there’ll be no scrambling for where to 
start, where to go next, and where to end! (This baby is a time-saver and a half! 
$277 value) 

4. You get my most valuable asset: MY TIME! That’s right... you get 4 FREE 
advertising make-over’s with me, limited to 20 minutes per session, absolutely 
FREE! All you do is email or fax over your ad or letter and call me to find out the 
next most convenient time on my schedule that I can go over your ad with you. 
Then I’ll go through your ad from top to bottom, telling you exactly what to do to 
increase your response! (Each consultation is valued at $227... total value: $900!) 

5. You get each of the above consultations recorded as a downloadable file—no extra 
charge! If you have an “overnight” account, I’ll even take the time to package the 
CD up and overnight it to you! That way you’ll be able to use every little detail... 
every little nuance that the consultation had to offer to your advantage. (Valued at 
$77 per recording!) 

 
That means you get a total of $1,927 in FREE BONUSES! But remember, you 
must take action before XXX date— which gives you about 10 days to get going! 
But why put it off? Don’t set this aside—chances are too strong that you’ll forget! 
Remember, you have NO-RISK with 100% money-back lifetime guarantee: If at any 
time you’re no longer pleased with the money you’re making by knowing how to 
create winning ads as easily as possible, you may return the videos and keep all the 
free bonuses ‘til the day you die— no questions asked, no hard feelings! 
 
Am I crazy to make a no-lose, no-risk offer like this with a lifetime guarantee? Maybe. 
Maybe not. All I know is that I want to build a relationship with you so that…" 
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There you go... that’s a great example. 
 
Do you see the motivating power behind it? 
 
Understand, this type of offer has been used for years with fantastic success... it’s not a 
new idea. Piling on the bonuses can be a very strong way of making sure you get your 
prospect to take action now! 
 
Basically what you’re doing is “ethically bribing” them to take the action you want them 
to take.  
 
People know what you’re doing... it’s not like you’re using them or something. They 
know you want their business—and you’re willing to pay dearly to get it... thus the 
ethical bribe theory. 
 
Bribes work well when trying to motivate people. There is another kind of ethical bribe 
that is used profusely these days. They are gifts given to prospects and customers to 
encourage a response to your advertising offer... or to intensify a relationship. 
 
Most people call these “bribes” advertising specialties. 
 
Though I don’t encourage their use as much as I would a free special report on a topic 
that your prospect is dying to learn about; I would say that used properly, ad specialties 
can be strong motivators for your prospects. 
 
Some of the most popular, most sought-after by prospects ad specialties are: 
 

• T-shirts 

• Caps 

• Pens and Pencils 

• Desk and Office Accessories 

• Customized Coffee Mugs 

• Glassware 

People love getting this stuff! 
 
And advertisers typically spend over $15 billion dollars per year on it! Amazing. Based 
on those kinds of purchasing habits, I’d say this stuff works—used correctly. 
 
I’m aware of one study (I think I read it in Guerrilla Marketing Newsletter) that showed 
bribes increase mail response. Not only that, they increase the dollar purchase per sale 
by 321 percent. 
 
That’s pretty amazing! 
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I’ve mailed pencils with my name and contact info on them and gotten a profitable 
response from them on many occasions... but pencils are about as far as my expertise 
goes in this area. 
 
Really, my own feelings about ad specialties is this: why give your prospects a pen with 
your name on it, when you could be giving them a pen with your name on it along with a 
valuable special report... a report that helps your prospect solve a problem or get rid of a 
frustration? 
 
Which would you consider to be of more value? 
 

Remember to Motivate your Prospects to Take Action Now 

When you’re selling something, don’t you want your prospects to take action now? I 
know I do. I don’t want to wait 'til tomorrow, 'til next week, or even one extra minute... 
 

I Want My Prospects to TAKE ACTION NOW! 
You should too! 
 
And, if you don’t get your prospects to take action now, the chances are very high you 
don’t have a chance to sell them this time around. 
 
Yet, most marketing people don’t do anything to get anyone to take action now... let 
alone in the future. Most don’t even ask you to take action at all. They give you no 
reason to ever take action. 
 
Offers must be compelling, and they must include all of the following elements: 
 

• be as irresistible as you can possibly make it 

• be as risk-free as you can possibly make it 

• offer a powerful guarantee 

• must have high perceived and actual value 

• focus on at least one major benefit, or on your prospect’s anxiety 

• have a time limit 

 
Offers that have all 6 of these elements in them are usually very powerful, and will make 
you very rich. Let’s look at each element in detail, and then I’ll melt it all together for 
you and show you how to create your own powerful offers. 

 

Be As Irresistible As You Possibly Can 

In order for you to get your prospect to take the time to fill out an order form, or pick up 
the phone and call, email, or fax over her order, you’ve got to make the offer so 
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powerfully irresistible she absolutely can’t put it down until she takes action—and sends 
you her money. 
 
Now, how can you make your offers irresistible? Here are some “tricks” I’ve learned 
that’ll help you do just that. 
 
1. Be totally honest. Yes, I know I’ve mentioned this to you before. But I can’t stress it 

enough! In all parts of your business, if you’re really going to be a success, you must 
be unscrupulously honest in your dealings with your fellow man. 

Your product must be honest in that it delivers what you say it will, your sales materials 
must not distort the truth in the slightest way, you must not lie to anyone about 
anything in your business... in short, no matter what you do or say… 

 
You Must Have True, Lasting Integrity To 

Have True, Lasting Success! 
 
Taking this important point one step further, I’d say not only do you have to have 
complete honesty; you must appear to be completely honest. Being honest and 
appearing to be honest are two different things, that work together as one. 
 
Think of it like this: You walk onto a used car lot. A guy walks up to you wearing a red 
and black plaid polyester sport coat, bright, shiny black shoes, and his hair flopping 
down. He says “Hi, my name’s Jackson and I’m gonna give you the deal of your life.” Do 
you believe him?  
 
Then he says, “I’ve got a brand new 2018 Mercedes Benz C-Class in the back lot that’s 
yours for only $20,000.” 
 
Wouldn’t that be kinda hard to believe? 
 
The guy’s honestly got one in the back lot for you—but he doesn’t look believable. It’s 
too hard to believe. He hasn’t given you any reason to believe him other than what he’s 
said. 
 
Granted... some people would buy based only on what the guy said. But, just think of all 
the sales he’s losing by not presenting himself in a believable fashion. The same thing 
applies to creating offers. 
 
Now, as you’ll learn through this course, you can create believability and credibility 
throughout your ad or sales letter using the ideas talked about in the section on 
testimonials and “credentializing”. So hopefully you’ll follow those techniques to build 
credibility by the time you ask for the order. 
 
But, whether you like it or not, not all your prospects read your letter in sequential order. 
Some page back to the signature and P.S. first. Some read the headline, skim through to 
the back to see who the letter’s from, then they go back and read the whole thing. 
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Make Your Offer As Risk-Free As You  
Can Possibly Make It 

In order to create an irresistible offer, you must turn the risk of loss from your prospect 
to yourself. Let them know they aren’t the one that’s gonna get stuck with a bad product. 
 
Your prospect is only worried about himself. He wants to know that if anything goes 
wrong, or your product or service isn’t just what he wanted, he can call and get his 
money back. 
 
What your prospects are really worried about is: 
 

• “Am I going to get from you what I think I’m going to get?” 

• “Do you deliver what you say you are gonna deliver?” 

• “If I don’t get what I thought I was gonna get, can I get my money back without 
any hassles or questions?” 

By positioning your offer in a “no-risk” way, you can substantially lessen the degree of 
your prospect’s concern. Here’s an example of reducing the risk: 
 
“For only $39 you can try my No Bake Cookie Recipe Book for up to one full year. If at 
any time you’re not convinced that these recipes will make you the local cooking queen 

and make your family and friends thrilled, simply return it and receive a refund of 
every penny you paid... no questions and no hassles! You must be pleased! PLUS: as 
an added bonus, you may keep the FREE bonus Secret Pie Recipes special report just 

for giving my simple-to-make, delectable, No Bake Cookie Recipes a try! You have 
nothing to lose... call now!” 

 
Now that’s a powerful no-risk offer! 
 
Another powerful tip to use when considering powerful offers is this: 
 

Why Bury Your Offer On the Last Page of Your Sales Letter? If 
It’s So Powerful & Compelling, Why Not Put It Up Front—Right 

Where Your Prospect Can’t Possibly Miss It? 

Read that again... 
 
That statement is probably one of the biggest reasons I’m writing as a career today. I 
started putting the offer up-front in my sales letters, and my results started to go 
through the roof (as high as 32% to cold lists, generating leads!) 
 
I started putting the offer up-front in my clients’ sales letters, and their results shot up! 
 
You need to understand that this is a powerful concept! Think about how crazy it is. 
Why would you want to bury your offer way back on page 7 of your sales letter when you 
know darn well your prospects will flip head over heels for the offer you’re making? Of 
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course, you’ve got to do your research if you’re going to have a chance to know precisely 
what’s going to get your prospects to react. 
 
But once you’ve done that—my goodness! 

 
Why Stuff your Powerful Offer Way In the Back? 

Bring It Up-Front & Profit Starting NOW! 
 
You should: 
 

• Put your offer in your headline! Or... 

• Put your offer in your sub-head! Or... 

• Put your offer in the opening paragraph! Or... 

• Put it on the front page of your letter! 

 

Offer A Powerful Guarantee 

Here are some “magic” words you can use in your guarantees (which should be part of 
your offer) that are proven to work well: 
 

• No-risk 

• No hassles refund 

• No questions asked 

• Simply return it and you’ll receive a no hassle, no questions asked refund 

• Even if you do ask for your money back, you may keep the bonus items as my gift 
just for giving us a try. 
 

Guarantees are important in a sales letter or ad. They reduce your prospect’s anxieties 
about buying. A well-articulated guarantee makes your prospects realize that once they 
buy, if they’re not pleased, they can get their money back or some other adjustment. 
We’ll go over guarantees in a chapter of their own. But for now, understand that your 
guarantee will strengthen your offer 100-fold. 
 
As you’re creating your offers, ask yourself this question: 

 
If I were the prospect, what would really get me excited and want to 

respond? 
 
If you can honestly answer this question, sometimes it’ll lead you right to the type of 
offer you should make for your target market. 
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Conclusion on Offers 

I honestly believe that if you offered your prospects the right offer on a plain piece of 
paper mailed in an envelope to the right list, that you’d get more sales from that sheet of 
paper with only the offer and ordering instructions on it than you would from an 8-page 
letter with all the hottest copy and headlines in the world. 
 
That’s the power of a well-positioned, well-articulated offer. 
 
If your offers are thought out, are no-risk, and are backed with strong guarantees, you 
are well on your way to creating a winning advertisement! Offers are important—that’s 
why you should always create your offer first, before you lift a pen to write anything else. 
 

The Elements of a Winning Order Form 

Your winning order form has nine elements that make it close sales like magic: 
 

1. A Compelling Headline 

2. A Powerful, No-Risk Offer 

3. A Powerful, No-Risk Guarantee 

4. The Call To Action 

5. The Buyers Information Block 

6. The Payment & Payment Options Block 

7. Your Contact Information Block(s) 

8. Graphics, Layout, & Printing; Right Color & Paper Stock 

9. Other Bells & Whistles 

 
Let’s go over each of these elements in turn, and then put them all together, show you 
some examples, and bring it all home. 
 

1) A Compelling Headline 

“A headline on an order form”—you ask? Why, yes! You’ve got to think of your order 
form as an ad, all by itself. You must treat it like an ad... thus the headline. Here are 
some examples of headlines I’ve used, and that I’ve seen repeated: 
 

Here’s How To Get Your New, 
Money-Saving Software Sent To 

You Priority Mail So You Can Start 
Saving Money Today! 

 
Money-Savings Request Form 
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Request Form 
100% Guaranteed Way to (Benefit) 

Membership Application 
FREE 10-Day Audition Certificate 

FREE 30 Day Trial Certificate 
NO-RISK Application 

Return This Form to Start (Getting the Benefit You Want) 
Quick Response Card 
Send No Money Now 

FREE Gift If You Order By Deadline 
Mail This No-Risk Coupon Today! 

15 Day Free Examination Certificate 
FREE PREVIEW CARD! 
Shipment Authorization 

 
FREE! 

 
Try Two FREE Issues Before You Subscribe! 

Official Sweepstakes Entry Certificate # _________________  
 

2 Months FREE 
Acceptance Certificate 

FREE Trial Offer—No Obligation Whatsoever! 
 

Don’t Send Money! 
Special Reservation Order Form 

Learn How to Make More Money In Your Business With Advertising Techniques That 
Are Guaranteed to Work! Try the First 3 Issues FREE—If You’re Not Completely 

Delighted, Cancel With No Further Obligation! 
 

FREE Trial Certificate—Respond By June 19 
 

234-8120-43 
This Number Authorizes (Persons Name) to Receive 

Advertising Magic FREE for a 30-Day Trial! 
 

Non-Transferable, No-Risk Trial 
 
These samples are all winning headlines from mailings, and ads, and order forms— and 
they all made money. I suggest you take their lead, and use them as templates for your 
own headlines on your order form… because they work. 
 
In the next chapter I’ll cover the creation and use of headlines in depth with you. For 
now, understand that your order form must have a headline if you want it to pull the 
maximum number of sales that it can. 
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2) A Powerful, No-Risk Offer 

The second element of a winning order form is a powerful, no-risk offer. 
 
This is important. Taking the risk from your prospect is critical, and we’ll cover it in 
great detail later in the course. The fact is, you must let your prospects know that you’re 
taking all risk for them to give your product a try. 
 
What do I mean when I say “no risk”? 
 
No-Risk means that your prospects take upon themselves no risk when they order. 
Usually that means they either have a powerful guarantee that removes the risk from 
the prospect, or the prospect doesn’t have to send in any money to receive the product—
thus, there is no risk on the part of the prospect. 
 
To reaffirm that there is no risk, I like to write a powerful, one paragraph statement of 
affirmation, repeating the risk-free offer and the appeal as if my prospect were saying it 
out-loud... something like this: 

 YES Brian! I agree! I want to learn how to create ads and sales letters that work 
like magic! Your proposition is irresistible and “Advertising Magic” sounds fantastic. 
Also, your bonuses are so darned attractive it’s hard to refuse. But with your 100% 
money-back, lifetime guarantee, keep-all-the-bonuses, better-than-risk-free 
proposition is the real reason I am ordering NOW! Here’s my $327! 
 
Do you see how the statement is made as an affirmation? Also, the statement is made in 
the prospect’s voice, first person. You may want to try doing it like this: 

 YES Brian! I will take you up on your exact guarantee and try “Advertising Magic”, 
but only for the next 60 days. If it’s not everything you promised, or it’s not as easy as 
you say it is, or if I don’t benefit just as you promised, I will send it back and expect a 
full and immediate refund. And I’ll get to keep all those fantastic bonuses for my 
trouble. On that basis only, here is my order: 
Or, let’s say you’re trying to generate leads with a lead generation ad or sales letter. Try 
this: 

YES! Your offer is very compelling! I don’t know if “Advertising Magic” is for me, 
but I want to learn more about your RISK-FREE, NO-LOSE OFFER So send me the 
information kit or have a representative call and answer my questions. Better yet, do 
both. Also, make sure you send me the free report you promised me (worth $27!). But 
contact me only on the condition that I am under absolutely no obligation and no risk 
whatsoever. 

Once you’ve gone that far, go on to the name, address, city, state, zip, and phone. A big 
key is to always get phone numbers for follow-up. Following up on leads by phone will 
make you a lot of money. 
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If the reply is cash-with-order, or a charge, make sure you make it easy for them to 
order by having tick boxes for them to check; and be sure you include space for credit 
card information, etc. We’ll cover this in detail in just a bit. 
 

3) A Powerful, No-Risk Guarantee 

The examples above have made reference to no-risk guarantees. Guarantees are covered 
in greater detail in Chapter 14, “Guarantee Magic” on page 197. Here I just want to give 
you some examples of powerful, risk-free guarantees, and a few tips: 

 
“Remember, you have absolutely NO RISK when you order—try “Advertising Magic” 
for 365 solid days. If by that time you haven’t started making more money when you 

advertise, simply return the entire course in re-sell-able condition. You will 
immediately get a complete, no-questions-asked refund! No hassles, no headaches, and 
we’ll part friends. PLUS the bonus consultations and gifts (valued at $1,257!) are yours 

to keep no matter what!” 

That’s really powerful isn’t it! And that’s exactly why you want to repeat it on your order 
form, as well as in your ad or sales letter. 

Sometimes you may want to put the guarantee in your headline: 

Here’s How to make More Money With Your Advertising 100% Guaranteed Or Your 
Money Back! Try it FREE for 60 Days! 

Guarantees are powerful credibility boosters, and you’ll do well by using them on your 
order form. Remember, some prospects won’t even read your letter or ad, but will go 
directly to your order form... that’s why you need to make your order form a complete 
selling tool, just like the ad or letter itself 
 

4) The Call To Action 

This section is important; and what you’re going to do is tell your prospect, in no 
uncertain terms, exactly what they must do to order. And if there are several ordering 
options, you’re going to have to make everything very, very clear—nothing can be hard 
to understand or you will lose them. 
 
Clarity then, is the first rule of a strong call to action. 
 
If your prospects can only order by phone, say so. 
 
Example 1: “To Get the (Benefits Your Product Offers/ or Get Rid of the Frustration 
Your Product can Alleviate), simply have your Visa, MasterCard, or Discover Card 
handy, pick up the phone right now and call Bill at (801) 123-4567, anytime M-F, 9 to 5 
Mountain Time.” 
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See how clear that is? It reminds your prospect of the benefit he gets for ordering—or it 
reminds him that your product can get rid of the frustration or problem that your 
product solves. Then it tells them exactly what to do... get the correct credit card handy 
and pick up the phone. Notice how this doesn’t hem and haw around at all. It tells them 
to do it now! Then it tells them who to talk to, what number to dial, and at what times. 
 
Pretty straight-forward and clear. Here are some other examples to help you understand 
(remember, this is only if your prospects can order by phone with their credit card): 
 
Example 2: “Look, if you’re serious about wanting to lose 30 pounds in the next 6 
weeks, you need ‘The Amazing Herbalizer!’ To get some shipped to you via overnight 
express (no added charge!), simply have your Visa, MasterCard or American Express 
handy, pick-up the phone and dial (801) 123-4567. Ask for Bob, and tell him you want 
the $67 dollar, 6 week, guaranteed special. 
 
Call anytime, 24 hours a day, 7 days a week! Don’t put it off… order now! P.S. If you 
prefer not to use a credit card, we can now accept your check over the phone! Simply 
grab your checkbook and call right now!” 
 
Here again—this is very clear. It’s clear, it’s exciting, it reminds them of the benefits 
they’ll get, and more.  
 
Okay. Now let me give you an example of a call to action that offers only checks: 
 
Example 3: “Start making more money from your investments today! To order “Quick 
Cash Investments” simply write your name and shipping address on a piece of paper 
along with your home phone, tuck it in an envelope along with your personal check, 
cashier’s check, company check, or money order made out for $27.77 and send 
it all to: 

Investment-Builder 
652 North Main 

Scottsdale AZ 90021 
 

Please make checks payable to “Investment Builders”. If you have any questions, feel 
free to call Mary at (123) 435-4738, M-F, 9 a.m. to 3 p.m. Don’t put it off, order NOW!” 
 
Here again, everything is very straightforward and easy to follow. If you had an order 
form along with your mailer or ad, it would basically be the same, with only minor 
adjustments: 
 
Example 4: “Start making more money from your investments today! To order “Quick 
Cash Investments” simply complete the enclosed Money-Maker Request Form (be sure 
to include all information), then tuck it in the enclosed postage-paid envelope along 
with your personal check, cashier’s check, company check, or money order made out for 
$127.97 and send it all to: 

 
Investment-Builder 

652 North Main 



Advertising Magic:  The Complete Guide to Creating Hot Ads & Sales Letters That Work! 

132 

Scottsdale AZ 90021 
 

Please make checks payable to “Investment Builders”. If you have any questions, 
feel free to call Mary at (123) 435-4738, M-F, 9 a.m. to 3 p.m. Don’t put it off, 
order NOW!” 

 
The main thing you’ve got to remember is to keep it simple. Read it out loud to find any 
spots where the copy doesn’t flow very well... let’s try that right now. 
 
Let’s look at Example 4 above. Take a minute and read it out-loud right now... then 
come back and pick up your reading here: 
 
Well... when I read Example 4 out loud, it actually flowed quite nicely. I did stumble a 
tad on the “Money-Maker Request Form”. I think I did so because it’s something I’m not 
used to saying.  
 
When that happens with a phrase, it’s best to put the phrase into quotes... like this: 
“MoneyMaker Request Form”. That will make the words flow more smoothly. 
 
Okay... let’s now move on to another block of a winning order form: 
 

5) The Buyers Information Block 

This is the section where you want to make it easy for your new customer to request her 
order.  This part of your order form is crucial for your success. Here are some time-
tested tips to help you create this section right: 
 

• Make it easy for them to reply. 

• Include all elements needed to close the sale 

• Already have their name and address on the order form whenever possible  

• Offer an “Overnight Delivery” option for instant gratification, and increased 
profits  

 

Let’s take a look at each of these elements: 

 
1. Make it easy for them to reply. 

You do this by offering “tick boxes” like this:  

Tick boxes make it easier to order. Here are some examples showing you how you’ll use 
your tick boxes: 

On that basis, here’s my order. I would like to pay with: (please check one)  

Make Checks Payable to Brian Keith & Co. 
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MasterCard VISA Amex Personal or Cashier’s Check 

Money Order COD 
 

Your credit card statement will show this charge being made by: “Magical Marketing Productions” 

 
What’s happened here is that you’re making it extremely simple for your prospects to 
order? All of the options are available... all they have to do is check one box! You can 
basically do the same thing with a web page. 
 
You’re also telling them who to make their payments to, and if they use their credit card, 
you’re letting them know what will appear on their statement. This is especially 
important if your company or personal name are different, from the one that’ll show up 
on their statement. 
 
If you don’t clarify this, you’ll end up with dozens and dozens of cancellations because 
your prospects don’t know who in the world is charging their credit card! 
 
Onward. 
 
2. Include all the elements needed to close the sale. 

 
Next, you go on to get their credit card number and signature of the cardholder: 
 
 

Credit Card # _______________ Expires /_______ 

Signature of card holder: ________________________  
 

 
Here again, all you’re doing is trying to make it as simple as possible for your prospect 
to place their order. Make sure you give enough room between lines for them to write 
the information you’re asking for. 
 
Now you move on to get delivery and contact information: 
 

Full Name  ___________________ Company _________________________  

Street Address _________________________________________________  

City _________________________ State _____________ Zip ____________  

Daytime Phone (  ___  ) ______________ Email _______________________ 

Eve. Phone (  ___  ) _________________  
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You may wonder why you need to get the phone and fax information. I like to 
get it for a couple of reasons: 
 

1. Because if this person is going to be a customer of mine, I want to be able to pick 
up the phone and call them and give them a big “Thank-You” once they order! 

2. A second reason is, in case there’s a question about the delivery address or the 
credit card information. Some people don’t write very neatly, and it can be 
difficult to decipher. By having a phone number to call, you can save an order, 
and have a chance to thank them, and build more goodwill. 

3. A third reason is, if these people are now buyers, you’re going to want to offer 
them other products that’ll help solve their problems and frustrations! You’ll 
want to be able to sell these folks again and again—and the telephone is a very 
powerful, profitable tool! 

4. Fourth, you want to have phone #’s and email addresses to go with your buyer 
names because you may want to do a joint-venture with someone who would like 
to mail, email, and market by phone to your list. Joint-ventures like these can be 
extremely profitable. 

5. And fifth, when you rent your list, it will be worth more if you have phone 
numbers and emails of your customers. 

Those are five very good reasons for you to get both whenever possible. 
 
3. Already have their name and address on the order form whenever 
possible. 

You’ve probably received plenty of mailings (whether good or not) that had your name 
and address on the order form—probably in the form of some sort of label. This is 
ideal.... but not necessary. If you’re doing a big mailing you may want to pay your 
mailing house a bit extra to include the prospect name label on the order card in the 
correct place. 
 
(Of course this option isn’t available for magazine ad order forms!) If you do place their 
information on your order forms, make sure you add a line above the address 
information that says: 

 
“Please Make Any Address Corrections as Needed” 

 
Including your prospect’s address can be especially effective if you’re mailing a lead- 
generation sales letter. 
 
4. Offer an “Overnight Delivery” option for instant gratification, and 
increased profits. 

 
You know, whenever I order something, I want it, and I want it now! I think you’d agree 
that you’re the same way. Most people have learned to be very impatient, and they want 
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instant gratification. In this case, that’s a good thing; because you can provide instant 
gratification, and make yourself a couple of extra bucks per order if you’d like to.  
 
Example: 
 
Please RUSH my order to me via: 
 

Overnight Service ($12 extra)  Second Day Delivery ($6extra) 

Regular Priority Mail (no charge) 

 
Now, keep in mind when you do this, to price it so that you make a couple extra dollars 
if you want to. I usually don’t try to make any money on this tactic, but I do think it 
increases orders to particular groups of prospects who are used to the “overnight” 
instant gratification thing.  If you’re going to do this, however, make sure your office is 
geared-up and organized well enough to provide these services in a flawless, smooth 
manner... or it’ll back-fire! 
 
There you go. Besides covering The Buyers’ Information Block, I also snuck in: 
 

6) The Payment & Payment Options Block 

7) Your Contact Information Block(s) 

 
....that’s a pretty thorough treatment of all of them. Hold on to your seat, I’m going to 
put all of these elements together for you in just a minute; and we’ll create the “Ultimate 
Order Form”! 
 

8) Graphics, Layout, & Printing with  
Right Color & Paper Stock 

There are a lot of variables when it comes to graphics, layout, paper colors, and paper 
stock.  So, what I’ll do is tell you what I feel works the best based on my testing, and 
others testing. 
 

• Testing has shown that a yellow card stock, with black ink is usually ideal – 
although paper stock may be used just as well. 

• Pink with black ink also works with the right market—try to use a card stock if the 
weight of your mailer will allow it. (Florescent or “hot” pink is best.) 

• White card stock works—try to use an ink color known as “Process Blue” for your 
headline if your budget allows for the small extra cost—if not, black will do. White 
paper works fine too. 

• Simple graphics work best—fancy overlays, “watermarks”, “artsy” layouts and 
fancy fonts do not increase response, and often hinder it. (I’ll show you several 
layouts that are proven to work in a bit). 
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• As far as the format is concerned, I always think you should spend as little money 
as possible to create a best-selling piece. But, make sure it looks sharp and 
professional... not like some chain-letter scam where they makes copies of copies 
of copies of copies! 

• When producing artwork for your printer, it’s ideal to get at least 600 DPI (dots 
per inch). Call any FedEx Office, Staples, or other office supply store in your area 
and see if they can prepare your digital document, so it can print it out at 6OOdpi, 
or higher. 

9) Other Bells & Whistles 

1. Some other bells and whistles you may want to try are the popular “YES, NO, & 
MAYBE” tokens. These are simply stickers that your prospect pulls off the order 
form, and places in the appropriate place. These are usually used for trial offers 
(like subscriptions to magazines or newsletters) and have been effective. I 
personally have never used them (though some of my clients have successfully 
done so). 

2. If you have room, you may want to include your most powerful and motivating 
testimonial on your order form. It’s really a matter of having the room to do so. If 
you have the testimonial of a well-respected person in your target market’s 
industry, you may profit from putting that testimonial on your order form—you’ll 
at least want to put it in your letter. 

3. A lot of the time, I’ll put a promise from the seller along with their signature on 
the order form. Usually it’s over to the right side of the order form, with a border. 
It looks and goes something like this: 

 “I PERSONALLY GUARANTEE YOUR 
SATISFACTION” 

A NOTE FOR THE FOUNDER OF  
“LIFE TECHNOLOGIES” 

 
Dear Friend, 
 
Please remember, you have absolutely no risk 
with my proposition. If you’re not pleased in any 
way with the performance of “Life 
Technologies” program... Please call me 
personally at (123) 456- 7890 and I’ll see to it 
that you get your money back... Pronto! 
 
There’s nothing to lose, and so very much to 
gain. Take action now, before the deadline! 
 
Warmly Yours For Success, 
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SIGNATURE 
 
This gives your prospect some added reassurance—and reminds them of the no-risk 
guarantee that you offer. And, for some reason, the signature helps add to credibility... 
sounds silly I know... but it’s true. 
 

More Tips & Pointers for Making  
Your Order Form Work 

Your order form is critical to your success. And in order for it to help “close” the deal, it 
must: 

• Repeat the major benefits your prospect gets from ordering 

• Repeat the offer, including any bonus items 

• Repeat your no-risk guarantee 

• Repeat the terms... three equal payments? Send no money now? Discount if you 
order before the deadline? (You should always use a deadline) 

• Gather the order and shipping information 

In short, your order form should repeat your entire sales presentation... it must 
be a selling tool all by itself! And, it must all fit in a page or less... usually less. 
 

• No new information should be added... this will only confuse your prospects. 

• Be precise about getting the ordering information. 

• You must clearly state your ordering instructions: how to order by mail, online, 
phone, and fax. 

• Provide your complete contact information... address, phones, email, etc.   

• If your prospect doesn’t know who to make the check out to, you’ve lost the sale. 

• If your prospect can’t find the address to mail to, you’ve lost a sale. 

• If your prospect can’t find a phone number to call to answer any of their 
questions, you’ve lost the sale. 

• If the offer is confusing, you’ve lost the sale. 

• If your order form is too complex, you’ve lost the sale. 

• Provide plenty of space to fill in order information. 

• Don’t use teeny-tiny type, especially if you’re selling to a market over 40 years old. 

• Make sure any payment options you offer are spelled out very clearly. 

When your space ad is going to have a response coupon or order coupon in it, put it at 
the top, right smack-dab in the middle. By putting your order coupon there, you’ll pull 
80% more coupons than the traditional outside-bottom of the page. 
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The Best Order Form Format for Your Application 

There are basically two different types of order forms: the partial page order form (1/2 
pg., 1/3 pg., 1/4 pg., etc.); and the full-page order form. 
 
The partial page form saves a tiny amount on printing/paper costs (usually not much) 
and occasionally it’ll save you an extra ounce of postage, if you’re right at the edge. 
Usually, the partial page order form will suffice for most mailings. 
 
However, a lot of advertisers have started using the full-page order form. It costs a little 
more, but it gives you a lot more space for repeating your sales message, and making 
sure payment terms are easily understood. 
 
My own opinion is that the full-page order form has become so popular lately because 
people buy more if they’re offered “3 easy payments of $xx” instead of one lump sum. 
People often find this attractive. 
 
The challenge is… it usually takes more room to clarify... thus the full-page order form. 
 
If you’re selling high-ticket items, or you have a complicated message with several 
options, the full-page order form will probably be a “must” for you. 
 
There are other types of order forms with fancy tear-off reply envelopes and the like—
but I’ve never used them. I like sticking to the basics. The basics are less expensive, and 
people are more accustomed to the basics. 
 
Here’s My “Step-By-Step” Procedure For Creating An Effective Order Form: 
 
1. Research and gather order forms that made you take action—and other good 

ones that you see. (These should be in your “Idea File”). 

2. Pick your layout and format—one that suits your mailing’s or ad’s needs. 

3. Write your rough draft. 

4. Be sure to restate your offer, your major benefits, your no-risk guarantee, 
and payment  terms. 

5. Make it easy to fill-in by giving plenty of room for writing. 

6. Tell the reader exactly what to do, step by step. 

7. Include all possible ways for your prospect to order... fax, phone, mail, and online. 

8. Edit for clarity. 

9. Make a final check for typos. 

10. Make sure it’s easy to order. 

11. Make sure it’s easy to understand and that any graphics don’t overwhelm the copy. 

12. Make sure there are no surprises in asking for the order. 
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13. Your order form must be able to sell on its own—see to it that it does! 

14. Use photographs, not drawings or illustrations. 

15. A dotted-line border or a certificate border is usually best for order forms. 

16. Be sure to keep your offer simple, straight-forward, and don’t offer too many 
different options. Too many choices depresses your response by 10 to 15% overall. 

17. Always restate your guarantee on the order form—this will build confidence in your 
prospect’s decision to order. 

18. Never sell more than one product with your order form—it’s too tough to do. 

19. Be sure you include all of the blocks we’ve talked about. 

20. Don’t ask for demographic information on your order form—it’s not the place to ask. 
Save that for your research questionnaires. 

21. Put more testimonials on the back of your order form if you’re planning to leave it 
blank. Contrary to what most direct mail consultants will tell you, my tests have 
shown that this is a great place for testimonials, or for going over the major benefits 
again. 

 
You’ll find some examples of winning order forms I’ve created in the Appendix. Study 
them, and model them. They’ve all made money—and were all a part of a winning 
combination. 
 

Conclusion on How to Create  
Winning Order Forms 

Think about this: when you’re considering an offer, don’t you usually hang on to the 
order form, and throw the rest away? 

Most people are just like that. They read over your sales letter, glance at your brochure 
or buck slip, and, if they decide they might buy, they chuck everything else except your 
order form! 

Then they sit on it for a while. They think it over. And, frankly, most of the time they’re 
waiting for some “extra” money to come in so they can pay for it. 

Once they come across that money—they pull out your order form, and take a second 
read through. Now, this is where you’re going to lose ‘em... or sell ‘em! If your order 
form contains the elements we’ve discussed in this section—it’s a sure bet that you’re 
going to get the order! 

But, if it’s anything less than what we’ve talked about... you’re going to lose the sale! 

And that’s too bad, because you almost had that sale! Think about it… they were 
interested... they were almost ready to buy! 

And you blew it because your order form wasn’t a complete selling tool all by itself. 
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I think you get my message... now you know exactly what it takes to create a winning 
order form! 

(See Appendix One for more examples of winning order forms) 

Now that you’ve mastered how to create offers that get your prospects to take action 
now, and how to create order forms based on those offers that are simple and clear... 
let’s move on to the next part of your ad or sales letter that you’ll be creating... the 
headline. 



 

 

 



 

 

CHAPTER NINE 
Magical Openings: How To Start Your Ads & Sales Letters 

To Get Your Prospect’s Attention! 
OR...The Magical, Cash-Generating Power Of Headlines 

And How You Can Create Them! 
 
More than 90 percent of the ads running today don’t have headlines. Don’t believe me? 
Open any magazine and browse through—you’ll be surprised. 
 
The same goes for sales letters. 
 
Ninety percent of the success or failure of any offer, whether in a space ad or sales letter, 
is the headline. Without a headline, your ads are doomed to fail almost every time. Sales 
letters usually do better with a printed headline as well. Though sometimes, it’s more 
personal simply to use the opening paragraph as your “headline.” 
 
Teaser copy on an envelope and the title of a book are as crucially important as is the 
headline in a sales letter or ad. Though I don’t use teaser copy on envelopes very often 
myself, other great direct marketing experts use it quite often. 
 
I know Ted Nicholas has written a mega-hit letter for a cancer book that’s being mailed 
hundreds of thousands at a time... and it has teaser copy on the envelope. Basically, it 
just depends on your audience and your offer. All teaser copy is, is a headline on the 
outside of the mailing. 
 
Headlines can increase your response as high as 1800% if they’re right on target, making 
powerful promises and/or benefits to your market. 
 
My good friend Ted Nicholas is probably the biggest mail order magazine advertiser of 
all time and he says he’s seen a single change in a headline (with no change in the body 
copy) make as much as… 

 
An 1800% Difference in Response! 

 
Think about the effect on your profitability with that kind of increase! Wow... let’s say 
you run a full-page ad in the Wall Street Journal for $10,000—and you get back just 
enough responses to pay for your investment. 
 
That means you’re gonna lose money when you fill your orders. But, if you got a PLUS 
1800% response, all of a sudden you are very, profitable. 
 
See the difference a powerful, compelling headline can make? You’ll see here how 
powerful headlines are. I’m going to tell you about the different kinds of headlines, when 
to use them, and how to write them. 
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Since I’m considered a “youngster” when it comes to direct marketing, I thought I’d 
share with you a couple of quotes from the “Big Boys” of direct marketing. Here are 
what two, trail-blazing advertising legends say about the power of using headlines: 

“Advice to copywriters: When you are assigned to write an ad, write a lot 
of headlines first. Spend hours writing headlines - or days if necessary. If 
you happen to think of a headline while walking down the street or while 
riding the bus, take out pencil and paper and write it down.” 

- John Caples 

“On the average, five times as many people read the headlines as read the 
body copy. It follows that, unless your headline sells your product, you 
have wasted 90 percent of your money.” 

-David Oglivy 

“The sole purpose of a headline is to offer the reader a reward for reading 
the body copy. The wrong headline, or no headline, can result in the 
failure of the ad to accomplish its primary goal: to lead the reader into 
the body of the ad.” 

-Jay Abraham 

All three of these men are advertising legends. They know what they’re talking about... 
and I agree with them 100%. When I sit down to create an ad I spend the majority of my 
time writing the headline and the offer. Unfortunately, most people don’t give headlines 
the attention they deserve. 

The average ad writer will usually write a dozen or so headlines, pick out what he thinks 
to be the winner... and away he goes writing the rest of the ad. Let me make this very 
clear: 

If You’re Serious About Writing Ads That Sell, You Need To 
Spend The Time It Takes To Write At Least 100 Headlines Every 

Time You Sit Down To Write An Ad! 

100 headlines... really? 
YES! 100... at least. 
 
I can show you files and files on my computer chock-full of hundreds of headlines that 
I’ve created to go with ads and sales letters I’ve done for clients and for myself. I save 
them all I wouldn’t be a bit surprised if I had over 25 megabytes of headlines on my hard 
drive! (For those of you who aren’t computer wizards, just understand... that’s a lot of 
headlines!) 
 
Why do I write so many headlines—more importantly—why should you write that many 
headlines every time you sit down to prepare ad copy? 
Well look at it like this: even if you think you’ve come up with a sizzling hot headline 
after writing only 10 headlines, if you take the time to write out another 90, chances are 
you’ll improve your best headline by 3 or 4 times. And chances are that along the way... 
you may come up with something much, much better! 
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Trust me... to come up with selling headlines takes more time than just a few minutes. 
You’ve got to commit yourself to sitting down and writing out at least 100. 
 
I’m going to help you do that here in this book. You’ll get a few dozen headline words 
that work like magic, you’ll get several “Headlines formulas” that are proven to work. 
(All these words and formulas will make it easier for you to come up with those 100 
headlines). AND this section on headlines is the biggest section of the course! 
 
Why? Simply because they are much more important than most ad agencies and 
freelancers are willing to admit. 
 
Headlines are important because nearly 5 times as many people read the headline as the 
body of an ad. Unless your headline effectively sells your product, and compels your 
target audience to jump in and read the rest of the ad, you are blowing the biggest part 
of your ad money. 
 
Headlines should offer your reader a reward for reading the rest of the ad, and pull them 
in to the rest of the body copy. 
 

What Else Do Headlines Do 

Good headlines are important for several critical reasons. They: 
 

• Draw the attention of your exact target prospect. A headline fails unless it grabs 
the attention of your target prospect. Your headline must basically single out the 
audience you want to attract. Your headline must practically reach out to your 
prospect, grab them by the throat and say “Hey! I’m talkin’ to you!” You want to 
attract only your target prospect! Attract the “foxes” and don’t worry about 
offending the “dogs.” Communicate the strongest benefit(s) you offer your target 
prospect; and talk to the self-interest of your target prospect. It answers the 
important question we’ll keep on talking about: “WIIFM”... What’s In It For Me? 

• Your headline must deliver a clear, complete, understandable message... a 
message full of benefits and your prospect’s self-interest. OR, it must make a 
promise to overcome your prospect’s frustrations or fear—anxieties. 

• Your headline sets the “tone” for the offer you’re making to your target prospect. 
And sometimes you’ll want to put your offer right in the headline! 

• Your headline must compel your prospect to keep reading. It’s got to make them 
hungry to find out more, pull them directly into the copy and get them to read it 
all! 

• Perhaps most importantly, your headline is the “ad for your ad.” And if 
your headline doesn’t get your prospects to stop dead in their tracks... the whole 
ad’s a waste! 
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I suggest every time you sit down to pump out headlines, you compare your headlines 
with the above bulleted criteria. Make sure each element is there. If it’s not... write more 
headlines and include those elements! 
 
Now, as we take a closer look at writing headlines, remember that you’re not selling a 
product, you’re not selling a service... what you’re selling is a benefit. A benefit the 
prospect gets from buying from you. That benefit answers the question: 

 
What’s In It For Me? 

It has to answer that question or you’ll lose your prospect instantly. And if you lose the 
prospect you’ve lost the chance to help him out with your product or service. 
 
Your prospects want what you have to offer (presuming you’re not in the business of 
ripping people off... and if you are deceiving people or delivering a product that you’re 
not proud of, I hope you’ll send this valuable information back to me and get a refund, 
‘cause I don’t want to help people who are like that!) And if they want what you have to 
offer, you’re going to have to “frame” your message so that they discover that they do, in 
fact, want what you’ve got. 
 
That’s the job of your headline—to get them going down the path towards that 
understanding. 
 
Your headline must work. Let me put it in a way that really gets you to feel the impact of 
what it means when your headline doesn’t work... 
 

If your headline doesn’t work, your prospect doesn’t read on. If they 
don’t read on, it means you’ve wasted your time, your effort, your energy, 

and your hard earned money on that ad! Every time you lose a 
prospect, you lose money. 

 
Looking at it this way, doesn’t it make good sense to spend a lot of time writing and 
rewriting at least a hundred different headlines, if not more? It makes good sense to me! 
 
Besides that, based on hundreds of tests, a good headline can be as much as 21 times 
more effective than a so-so headline. And this is with the exact same body copy! 
 
Because it is so important, I always write at least a hundred or more headlines for my 
clients and myself when creating an ad... so should you. 
 
Here are some guidelines and questions I ask myself when I create a headline or envelop 
teaser copy: 

1. What am I trying to communicate to my target prospect? 

2. Does my headline offer my reader a reward for reading the rest of the ad? 

3. What is the BIG benefit I’ve got to promise my target prospect? 
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4. Is my “promise” believable? 

5. What do I have to induce him to read my message NOW? 

6. Have I used quotation marks around my headline? (This makes it more 
memorable, and seem more important, and increases readership 23%). 

7. Have I written a headline that’s going to motivate him to keep on reading? 

8. Have I made sure to never use reverse type, because it is hard to read? 

9. Am I being selfish—talking about me, my company, and my product? Or, am I 
focusing on the benefits my prospect gets from my product or service? Re- 
member, WIIFM! 

10. Make sure I always use upper and lower case letters—not all caps. It makes 
reading my headline easier. Like This! 

11. Am I being focused, and talking directly to one prospect, or am I talking to everyone 
in general? People like talking to people... they don’t like talking to a company. 

12. Is my headline interesting from my prospect’s point of view? 

13. Can my headline have a news angle to it? 

14. If a large, horizontal photograph is used, place the headline below it. 

15. Can I put my picture to the right of my headline to add a personal touch? 

16. Do  not  use  a  bunch  of  different  type  sizes (or styles)  in your  headline — this is 
distracting to the reader. 

17. Does my headline build on a frustration or problem that my prospects have, which I 
can solve? 

18. Does my headline call-out to my best prospects and tell them that this message is 
especially for them? 

19. Does my headline answer the question: What’s In It For Me? 

 
Essentially, your headline is the key to your entire ad’s success. And if you don’t tell your 
prospects what’s in it for them, you won’t get their attention, you won’t hold their 
attention, and you definitely won’t get their order! 
 
With very little exception, you must always have a headline. And by headline I mean, 
words that stop your target prospect in his tracks, gets him to start reading the rest of 
the copy, and compels him to action. 
Your headline in a personal letter may be the opening paragraph. 
 
“Dear Mr. Johnson, 
 
This letter reveals a money-making system my grandfather revealed to my father, not 
long before he passed away—why should you be interested?... because I was given your 
name privately,    by someone who knows you as an ambitious, motivated entrepreneur 
who wants to get free, and stay free. 
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My name is...” 
 
Or your headline in a mass-mailed letter may be a... 

 
Big Bold Statement on the Top Of the Page! 

 
Your headline may be put in a “Johnson Box” in Regular Courier type: 
 

 
 

Don’t you think, if you had a prostate problem you’d read that letter if you saw that at 
the top of it? It’s a compelling message, with an unspoken promise of relief from the 
malady. That’s what you’ve got to do with your headlines. 
 
In a newspaper ad, your headline may have a new slant: 

 
Announcing New Cure For Cancer of the Lungs! 

 
Anyone who has cancer of the lungs or knows someone who has cancer of the lungs 
would stop dead in their tracks to read that! 
 
Think of it like this... when you’re looking for a person in a crowd of people, what’s the 
fastest way to pick them out and get their attention? You say, “Hey Bob!” and you will 
get Bob’s attention. 
 
That’s the way your headlines should work. 
It should call right out to your target prospect and get his attention. 
 
One thing I’ll guarantee you... if you don’t capture your prospect’s attention with 
powerful words that are of interest to him, you’ll never make the sale... because he won’t 
read your ad this time around! 
 

Tips and Tricks for Creating Powerful Headlines/Openings 

1. Headlines that offer topical news are often very successful. If your product or service 
is “newsworthy”, put that special news announcement right at the top of your ad. In 

This offer is especially 

For Men With Prostate 

Problems, & the Women Who 

Love Them... 
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John Caples book “Tested Advertising Methods”, he talks about using the news 
approach. Great approaches to use that give a sort of “newsy” feel to your headlines 
include… 

 
• “Just Invented!”  

• “Just Off the Press!” 

• “Announcing” is a good “newsy” type of headline word. 

• “NEW!” is another “newsy” word. 

These phrases and words are proven to be effective in news headlines. 
 
2. Use eye-catching words in your headlines—words like Amazing, Announcing, 
Introducing, Suddenly, The Magic Of, Now. Many people think these words have 
lost their “flair”—I couldn’t disagree more. I still use these words to consistently create 
winning ads and headlines for my clients. (In a moment, I’ll give you my list of favorite 
headline words to use). 

3. Humorous, clever, abstract or double entendre’ headlines (and ads) are a waste of 
your money without exception! Don’t try to be clever or funny with your headlines. 
Unless you’ve got money to burn, don’t waste it on clever ads and clever headlines. 
There are a lot of ad agencies who put out ads with double entendre’ headlines—I 
consider these as “clever” and very ineffective. 

4. Sometimes you can personalize a headline on an ad or sales letter by singling out a 
city, state, group, or the person's name right in the headline! For me this has been a 
powerful technique. I’ve personally had (believe it or not) response rates as high as 36% 
using this technique. On a 100 piece mailing, my cost was about $90. My return was 
$1,836. Not bad! Here’s a letter with a personalized headline for example: 

 
"Jill Games, You’re Invited to Receive a $35 Hair Style for only $5! It’s Our Way of 

Introducing you to Our New Salon... Barbara’s!" 
 
Or here’s a headline I used to use to get business in my “birthday party” business: 
 

“JaNell, Here’s a No-Hassle, Incredibly Fun Way For You To Make Scottie’s Birthday 
the Most Magical, Memorable, and Fun Ever... All For Under $70, 1 00% Guaranteed!” 
 
If you were JaNell, and you got this about 2 weeks before Scottie’s birthday, wouldn’t 
you at least want to keep reading to find out more? Do you see the power of 
personalizing your headlines—I encourage you to test it in your business. 
 
5. Try using a guarantee in your headline. Something like: 

 
“Try Moose Skin Care System for 30 Days, If You're Skin Isn’t Softer and Glowing, 

Return It for a Complete Refund! 
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6. There are 5 proven ingredients found in most any successful headline. Make sure 
yours has these ingredients, too: 
 
1. Mention of the target prospect/market 

2. Promise of the biggest benefit for the target prospect (WIIFM) OR 

(a) Build on a frustration or problem your prospects have (you know what these are 
because of your research) 

3. Use a news approach, OR... get to the point with a direct headline 

4. An appeal to their self-interest and wants 

5. Successful headlines are crystal clear about their message 
 
 

How many times have you scanned an ad in a newspaper or magazine and not had the 
slightest idea what it was all about, or who the information was intended for? That’s 
what happens when your headline is unclear, unfocused, and not articulated very well. 
 
6. You may want to put a date into your headline. When you use a specific, like a date, 

in a headline it suddenly becomes more believable. Specifics create believability. 

7. Never run an ad without a headline... and always test at least two headlines against 
each other to find out which one has the most appeal. 

8. Include the words “quick and easy” if you can, and if it fits what you’re 
communicating. 

9. Include a guarantee if it fits what you’re communicating. 

10. Use your best headline (as determined by testing) in every ad and in every letter to 
prospects, customers, and past customers. 

11. Remember this: specifics out pull generalities. 

Your headline should reach only those who are most qualified to be a prospect for what 
you’re selling! 

Being clever, humorous, or abstract is one of the dumbest wastes of money you can 
make, when it comes to headlines and ad writing. Don’t do it! 

If you run ads in general interest publications or in local magazines and your product is 
pest control, don’t use clever headlines like, “Got the bug to clean the house?” or “This 
problem affects every homeowner.” Instead, create a headline that communicates your 
purpose for running the ad; and then, qualify the reader. For example: 

“If Your Home Is Plagued By Ants, Roaches, Box Elder Bugs, Mice, Or Rats, I Can 
Quickly & Easily Get Rid of Them Forever With An Exciting New Monthly 

Maintenance Service! 

...100% Guaranteed!”  



Advertising Magic:  The Complete Guide to Creating Hot Ads & Sales Letters That Work! 

150 

If you sell plumbing supplies to the contractor market and you run ads in “Contractor” 
magazine, you shouldn’t run ads that begin, “The best source of them all.” Instead, 
come-up with a headline that (again) communicates your purpose for running the ad; 
and then, qualify the reader. For example: 

“If You’re Looking For A Convenient Source For Quality Plumbing Supplies, We Sell 
100% Guaranteed Plumbing Parts Exclusively To Contractors At 10% Over Cost, With 

30-Day Invoicing And A Special Added Discount For Orders Over $1,500.” 

Do you see how these last two headlines target the prospects in the headline right at the 
opening of the headline? That’s what you must do. Let’s look at some other examples of 
this: 

If you want to reach people over 45, say: 

“If You’re 45 Or Over And Thinking Of Adding To, Replacing, Or Getting Life, Health, 
Or Disability Insurance, This Information Will Show You A 100% Guaranteed Way To 

Get It At The Lowest Possible Rates.” 

Or, try this one... 

“100% Insurance Coverage For People Over 45 With No Physical, No Waiting, No 
Restrictions.” 

If you’re trying to target health or weight-conscious people for membership in your 
health club, use a headline like this: 

“Here’s a Quick & Easy Way To Become Tight, Lean, Attractive, Radiant, And 
Remarkably Healthy In Just 45 Minutes, Three Times A Week.... 100% Guaranteed Or 

You Pay Nothing! ” 

Or, how ‘bout this: 

“If You Want To Lose 15 Pounds In The Next 30 Days, Mark’s Health Club Can Quickly 
And Easily Do It For You In Just 30 Minutes A Day, 2 Times A Week, 100% Guaranteed 

For Only $35—But Only If You Come On-Board Before March 17th! ” 
 

If you want to reach people interested in furniture, don’t use a “cutesy” headline. Instead, 
try: 

“Looking For a $1,500 Sofa Value For Just $475? We Have 150 In Stock Right Now!” 

Or ... 

“Looking For Nice Furniture? We Sell Expensive Furniture At Deep Discounts—Our 
Average Price Is 45% Less Than The Manufacturer’s Suggested Price.” 

Whatever you sell, and whomever you want to reach with your offer, be specific. Call out 
to them in your headline. Send your message directly to your target prospects, and tell 
them what you’re offering, and what’s in it for them. 
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If you want to reach working women who don’t have time to cook, say: 
 

“Here Are 24 Fast, Easy, Inexpensive Dinner Ideas Especially Created For Working 
Women Who Don’t Have A Lot Of Time To Cook!” 

 
Don’t you think that’s going to “pull ‘em over”? You bet it will! Working women will stop 
in their tracks for that headline. 
 
The point is, put your target prospects in your headlines, and you’ll prosper. Here’s 
another “snazzy” way to put your prospects in your headline: 
 

“Attention Homeowner!... 
“Attention Lawyers...” 

“Attention Mechanics With Old, Worn-out Tools...” 
 
Using the word “attention”, and then calling out to your precise target, you can bet you’ll 
get their attention! Or, you can try it without the word “attention”: 

 
“MOMS! Now You Too Can Stop... 
“Janitors!... End Your Worries...” 

 
Those two headlines call-out directly to the target audience. This concept really is 
obvious and logical if you think about it... when you’re out on the street and suddenly 
someone yells “HEY YOU!” Doesn’t that make you stop? And depending on the tone of 
voice being used, it could send scary shivers down your spine... or it could get you real 
excited! 
 
That’s exactly what you’re trying to do to your prospects. That’s the impact you’ll get, 
and the power of putting your prospect into the headline. 
 

The Best Way To Get Started Writing Headlines 

The main thing when it comes to writing headlines is to just write down everything you 
can think of. Look at your prioritized benefit list and write down everything that comes 
to mind.1 
 
Make sure you put the main benefit and/or your prospect’s biggest frustration (that you 
can solve) in your headline. 
 
Remember too, that you’re writing to one person at a time. So make your headline talk 
directly to that person. 
 

                                                            
1 See Chapter 7 “Benefit Magic: The “Meat ’n Tators” of Winning Advertising Revealed!” 
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Brainstorming Winning Headlines 

In order to get started writing your headline, as I mentioned earlier, you should have an 
“Idea File” handy to go through and look at the headlines. Jot down the headlines that 
made you order, or that you wish you could order.  
 
Those are compelling to you. 
 
Find ads that are selling to a similar market as you—then write their headlines out by 
hand. This will get you in the mode of the writer of that ad. If his focus was on your 
market, or a market like yours, this can be of great benefit to you. Here’s how you can 
take this a step further: 
 
Just take the product benefit they’re selling in the headline and add in your benefit. Then, 
take out the product they’re offering and plug in the product your prospects get. 
 
Try it—maybe that’ll be your winning headline. I can’t tell you how many times my Idea 
File has spawned a hot headline for me! It will for you, too. 
 
The main thing to remember when it comes to creating headlines is... just get things 
down on paper (or on your computer, as I do.) At this point, don’t worry a stitch about 
getting it perfect. 
 
This is a “brainstorming” session for headlines. And as you know, when you brainstorm 
you don’t edit anything.  
 
You just get all the ideas out onto paper, and worry about cutting out the “losers” later. 
 
Write, write, write—fast, fast, fast! Get everything down that you can! 
 
The very best way to learn how to write headlines is to write (in your own handwriting) 
successful headlines of the past. 
 
Am I joking? 
 
No. 
 
I still do it. 
 
There’s something magical that happens when you sit down with the masters and write 
their headlines, their copy. I mean it—you really begin to get a sense of what they were 
feeling and thinking when they wrote the headline and the ad or letter. 
 
It’s hard to explain—the only way you’ll understand it, is to do it a bunch of times 
yourself. 
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I made a practice of it for about 6 months—I’d sit down every day, pull out John Caples 
books and start writing his ads; I’d pull out Jay Abraham’s stuff, and start writing his ads; 
I’d pull out ads and sales letters that I had saved... one’s that I’d ordered from or wished 
I could order from, and I’d start writing them out by hand. 
 
Even today, I still pull out hot ads and rewrite them or the headlines. I suggest you make 
this a habit! So... 
 
STEP ONE: To Creating Winning Headlines... get out your Idea File and begin using 
the winning headlines you find—apply their same themes, words, and approaches to 
your product or service. Plug-in your benefits, your product or service, and get some 
words down on paper! 
 
Doesn’t it make more sense to borrow ideas that are working, and make them your own 
than to sit and try and invent the wheel again? 
 
I think the main thing you need to keep in mind is this: 
 

When you sit down to start writing your headlines (or your ad for that matter), 
just sit down and start. Don’t wait for ideas. Don’t wait for inspiration. Don’t wait to get 

organized. Don’t want ‘til you “feel” like it... just start. 
 

A lot of people do wait ‘til they’re inspired, or organized. And do you know what hap- 
pens? They never get anywhere. They never get a headline written... and they never get 
their ad done. And they rationalize it all away with lame excuses... saying stuff like: “Oh, 
I’m not as creative as Brian Keith Voiles... sure he can do it, but I can’t. I just don’t have 
the knack for it…” 

That’s a bunch of bunk! I learned how to do it, so can you! So can anyone! I didn’t have a 
big course like this to help me when I started. Sure, I had some good advice, and a couple 
of good books... but so do you! 
 
This, my friend, cannot be you! OK, let’s move on. 
 
STEP TWO: The next step to take when it comes to creating headlines is to brainstorm 
some more. Except this time, you do it with a little twist... you make it outrageous and 
fun. 
 
What do I mean? 
 
Let’s say you’re selling an information product to car dealers. It’s a manual that’ll show 
them how to increase their sales by 37% in 45 days, guaranteed. So, what you do is get 
crazy, and write some headlines like these: 

 
Four Legged Man Sells 37% More Cars In No Time Flat! 

Elvis Lives! He was seen buying a new car from Brian’s Autos on NE and Main! 
632 Pound Woman Gets Stuck In Hyundai During Blow-Out Sale! 
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Get my drift? 
 
You need to have fun—you need to relax. That’s why you’ll start with a few of these 
whacko headlines. There’s no other reason or purpose for it—it’s just to help you relax 
and get the “brainstorm-cells” loosened-up a bit so you can put together a winning 
headline. 
 
Write out about 5 or 6 of these, and give yourself a good laugh. 
 
STEP THREE: Now that your system is laughing and loosened up a bit, here’s what you 
should do: 
 
Let’s take our example above... the car dealer manual. What you do is say out loud 
exactly what it is you’re going to give your prospects. In this example, it’d go something 
like this: 

 
“I’m going to offer my prospects a unique system for generating 37% 

more business in 45 days, guaranteed or their money back.” 
 
That’s pretty straight forward isn’t it? Now, what you do, is turn the items in that 
statement into benefits, and then into a headline. 
 
Benefit: My prospects get this: they’ll make more money in less time and they’ll learn 
how to increase their car sales by at least 37% in 45 days, guaranteed. 
 
Headline Ideas: 
 
“Car Dealers! Make More Money in 45 Days or Less With New, Quick & Easy System 
For Increasing Sales By 37% Guaranteed or Your Money Back!” 
 
That’s a pretty acceptable headline wouldn’t you say? Not bad for a first try. 
 
Really all I did was take the statement made five paragraphs up, shorten it a bit... add the 
words “quick & easy” and put it all together. That’s how simple it can be to get going! 
 
HERE’S THE KICKER: Now, imagine if you start from here, and go on to create at 
least 100 more versions of this headline! 
 
Man, oh man! You’ll really have some hot ones by the time you’ve written one hundred 
of them! 
 
Do you see how simple that is? 
 
Now, let’s take my course, “Advertising Magic”, and do the same thing. First, we make 
our General Statement: 
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“I’m offering my prospects a complete resource which will show them how to create 
winning ads and sales letters by following step-by-step instructions. They may also 

consult with me on three of their projects for up to 20 minutes—I’ll give them my advice 
on all elements of their ad or letter, trying to help them make their ad work better. 

They also get a 90 day guarantee.” 
 
OK... that’s the statement. 
 
Now, all you do is turn the items in that statement into the benefits the prospect gets. 
 
My Prospect Gets This: they get a resource that will help them create any kind of ad 
or sales letter they need to make more money in their endeavor—it’s easy because they 
get step by step instructions to make sure their ad is good. And they may contact me on 
their first three projects. This will help them, and give them more confidence. They’ll 
soon be on their own with confidence and they have a full 90 days to check it all out to 
make sure the whole course meets or exceeds their expectations. 
 
Next, you create a headline from what you’ve uncovered in the benefit statement, and in 
the general statement: 
 

“Learn How To Make More Money In Your Business With Ads and Sales Letters 
That Work! It’s Quick & Easy With Step By Step Instructions and One-on-One 

Advice From America’s Top Ad Writer! Guaranteed 100% Or Your Money Back!” 
 
OK... that headline’s not bad for a first effort. 
 
Do you see what’s happening with this step by step procedure? 
 
Let me explain: Usually, the hardest thing for anyone when it comes to creating ads or 
headlines is getting started.  
 
By following this 3-step system, all of a sudden, creating headlines becomes much 
simpler! 
 
All you do is follow each of the steps and it gets you started! 
 
I’m not saying when you take the 3-steps for the first time that you’re going to come up 
with a swashbuckling, money-making headline. What I am saying is, it gets you started... 
and if you keep going and write out your 100 headlines as you should, you will come up 
with a powerful, money-making headline! 
 
That’s exciting! 
 
See how simple it is? Obviously it takes effort—but I’ve boiled it down to the easiest 
process I’ve ever heard of for creating winning headlines! 
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Now, in order to spice-up the headlines you’ve created, you need to learn some of the 
most powerful, successful, proven headline words I know... 
 

Powerful Headline Words That Are Proven Effective 

I feel like the absolute safest headline begins with the words: “How To”. Although it’s not 
very original or creative, the words “how to” immediately appeal to your target 
prospect’s self-interest. As long as there are people, I think the words “how to” will 
always be powerful. 
 
“How-to” also arouses curiosity. And if your benefit and promise are powerful, it’s a sure 
bet your prospect will go on to read the rest of your ad. 
 
With the words “How To” you immediately involve your reader in something they have 
an interest in (provided you’ve done your homework). 
 
I’ve used the How-To headline so many times I can’t begin to tell you. I use it because it 
works. You should try it to! 
 
Here are my favorite, proven-to-work, power headline words: 
 

1. Announcing 15. Amazing 
2. Advice To 16. Here 
3. Yes 17. This 
4. Inside-Secrets of 18. Facts 
5. The Truth About 19. Discover 
6. Little Known Secrets 20. Only 
7. Amazing Secrets 21. Breakthrough 
8. Love 22. Do You 
9. New 23. Which 
10.How Much 24. Sale 
11. Which of 25. At Last 
12. Now 26. Bargains 
13. Life 27. Hate 
14. How Would 

 

And finally, the two most powerful headline words: 

28. Free 29. You 

Believe it or not, I once wrote a headline for Ted Nicholas that included almost all of 
these words in the headline! Sound crazy? All I know is that he did fairly well with the 
letter! Here it is: 
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“Top Marketing Experts Gather To Reveal the Little-Know 

Secrets to Success in Marketing Your Information Products—
Amazing Facts And Breakthrough Discoveries You Can’t Live 

Without!” 

You can see how easy it is to combine some of them. For example: 
 

“Breakthrough Secrets of... Or how ‘bout:  
“At Last, New, Amazing Facts Only You...” 

 
It doesn’t take a lot of brains to put them together. You’ll see these words at the tops of 
many long-running ads in magazines, and mailers in your mail box. There’s something 
magical about them—that’s for sure. Top advertisers keep using these words over and 
over again. 
 
Other words and phrases which work wonders are: Suddenly, Introducing, It’s Here, 
Just Arrived, Important Development, Improvement, Sensational, Remarkable, 
Revolutionary, Startling, Miracle, Magic, Offer, Quick, Easy, Wanted, Challenge, 
Compare, Bargain, Hurry, Last Chance. 
 
You really should avoid headlines that merely create curiosity. 
 
If the headline does not tie to the product or to the benefit derived from using the 
product, your prospect will feel deceived and will stop reading. And, of course, your 
product will not be bought. 
 
It’s really hard, even for the “pros” to use curiosity headlines... I don’t advise you to use 
them—I never do. 
 
Your headline must stir an emotion in your prospect... it must strike a chord. It must get 
your prospect excited or scared, or remind him of his deep frustration... a frustration you 
can solve. That’s why you need to use the words listed above... they create intrigue, and 
build passion. 
 
Your headlines must motivate your prospects in one powerful way or another... either 
you need to hit the nail on the head about their biggest frustrations or worries; or you 
need to hit smack-dab on their most desired benefit as it pertains to your product or 
service. 
 
To help get your prospect to really “feel” these emotions, be sure to use the present tense, 
not the future tense—this will give your headline added power and life. It adds more 
“juice” to the promise and makes the promise more credible and believable. 
 
It also makes the anxiety or frustration seem more real, and “in your face!” The present 
tense is also far more emphatic. And remember... 
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Empathy Is The Mark Of A Powerful Marketer. Show Me A 
Person Who Is Empathetic And I’ll Show You Someone Who Will 

Make A Fortune As A Fantastic Marketer! 
 
Use verbs that are colorful and strong; but—avoid using uncommon words and phrases 
that might lose your prospect. Lose him for a second, and they may be gone forever. 
Here are some other tips for creating winning headlines: 
 

• Use the first person 

• Use verbs which are colorful and strong (I know I said it before... just a reminder) 

• Don’t use wimpy adjectives... adjectives belong in your body copy where you can 
substantiate them—not in the headline 

• Use short words that create images or pictures—this will really boost the passion 
of your headline 

• Do not try to be “catchy” or “cute” as most freelance copywriters and agencies do. 
Instead of dramatizing the product, being cute or clever draws all the attention to 
the copy itself. 

• That distracts from the product. Make your product and the benefits your 
prospects get the main part of your ad, not the copy. 

 
Different Kinds of Headlines 

To help you create headlines that work, I want you to learn the several different kinds of 
headlines which can be used effectively—independently, or when mixed together. 
 
When you sit down to write a headline for an ad or letter, you’ll want to turn 
to this section, open your Idea File, and write a headline for your product 
using each of these styles... at the very least the headlines covered here will give you 
a springboard for discovering more and better headlines... and ultimately you’ll find 
your two best headlines for testing. 
 
These different types of headlines will help you uncover that winning headline that 
you’re searching for. 
 
Here they are: 
 
1) The Direct Headline 

2) The News Headline 8) The Question Headline 

3) The Guarantee Headline 9) The Reason-Why Headline 

4) The Testimonial Headline 10) The Benefit Headline 

5) The Frustration/Problem Headline 11) The How-To Headline 

6) The Discount Headline  
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7) The Personalized Headline 

 
As we go through each of these headlines, realize that, unless your headline effectively 
sells your product, you are blowing the majority of your advertising money. 
The wrong headline (or Heaven forbid NO headline) can result in the failure of your ad 
to accomplish its primary goal: to lead the reader into the body of the ad. 
 
Your headlines have several important jobs to do that are worth reviewing: 
 

• Your headline must draw attention. Your headline fails unless it grabs the 
attention of your target prospect. It calls out to your desired market. 

• Your headline must let your target market know you’ve got something of 
importance for them. Something that’s gonna make them wealthier, solve a 
problem for them, or empower them to do things better. It offers a powerful, 
unique benefit your prospects can’t get anywhere else; or it offers to solve a 
problem or anxiety your target market is experiencing. 

• Your headline must deliver a powerful, motivating, and a complete message 
that’ll make your prospect stop dead in his tracks, and pray that your ad is the 
answer he’s been waiting for! 

• Your headline must grab your prospect by the shirt-collar, pull him into the rest 
of your ad, and motivate him to read it and take action. 

Yes, I know I’m just repeating what I said earlier in a different way, but listen... 
 
If Your Headline Doesn’t Accomplish These Jobs—It’s Flat Out Not Gonna Work! And 
If It Doesn’t Work... You Are The One Who Loses! 
 
I Want To Help You Make Sure You Don’t Throw Away Money Like I Did Before I Knew 
How To Create Hot Headlines! Listen To The Voice Of Experience! 
 
That’s why I’m spending a lot of time on the creation of the headline. Quite honestly, I 
could spend 80 percent of this book teaching you how to do headlines, 10 percent on 
research, and 10 percent showing you how to put it all together and you’d be better off! 
 
That’s how important headlines are. 
 
Now, let’s take a closer look at each of the different kinds of headlines, how and When 
you may want to use them, and which one may be the best one for your particular 
situation. 
 
1. The Direct Headline.  

A direct headline tells your prospects in no uncertain terms (directly) what’s in it for 
them, and why they should act now. This is the best format for announcing limited-time 
specials like this: 
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“Get Up to 50% OFF All Women’s Sweaters Through Saturday!” 
OR 

“Take 30% Off Your Choice of Men’s Shoes ‘Til Friday!” 
 
The direct headline speaks in a straightforward way to your prospect. If you have a 
catalog of some kind, you may want to use this headline to announce special sales and 
discounts. Retail stores are popular for these types of ads. 
 
2. The News Headline.  

If your product or service offers something newsworthy, you may want to consider the 
News Headline. Newsworthy is usually something new. If your product offers your 
prospect something new, something he can’t get anywhere else, you may want to 
consider using a News Headline. Here’s a news headline I created for Gary Halbert: 
 

“Just Released... 19 of the World’s Top Marketing Geniuses Reveal Little-Known 
Marketing Secrets That Could Make You Rich!” 

 
Here’s another example of a News headline: 
 

“Announcing a New Technologically Advanced Golf Ball You Will Never Lose, Never 
Slice, and Never Miss!” 

OR 
“Revolutionary New Product Gives You The Fastest Way To Flatten Your Stomach, 

Shape-Up Your Hips & Thighs, Strengthen Your Back Muscles & Relieve Back-Pain, 
Shape-Up And Strengthen Your Legs, Arms, And Waist—No matter where you go!” 

 
Here is one word of caution concerning using the News Headline: 
 

Never Focus the News on the New Product or Service Itself… 
Always Focus On the Benefits Your Prospect Gets From the New 

Product or Service! 

 
Just as I “drilled” you in Chapter Seven, Benefit Magic, on turning features into benefits 
you must always lead with the benefit, and follow with the feature. Benefits are always 
more important than features... always... especially in headlines! 
 
3. The Guarantee Headline.  

Guarantee Headlines state a desirable benefit, and guarantee results—or other benefits. 
Here are a few ways to use a Guarantee Headline: 
 

“Announcing a New Technologically Advanced Golf Ball You Will Never Lose, Never 
Slice, and Never Miss... 100% Guaranteed!” 

 
Attention Men... We Guarantee You Will Grow Hair In Your Bald Spots Or You’ll Fill In 
Your Receding Hair-line in 60 Days Or Less, Or You Get Your Money Back! 
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I think you’d agree—that’s pretty powerful isn’t it? Guarantee headlines are a favorite of 
mine. In most of the headlines I do you’ll see me at least tack on the guarantee headline. 
Basically like this: 

 
“Headline, Benefits... 100% Guaranteed!” 

 
It’s worked very well for me; I suggest you give it a try. It seems to really give an added 
kick to the headline, making it more attention-getting, compelling, and plus people want 
to find out more about a product that is so good, the company actually offers a no-
questions-asked guarantee. 
 
It’s powerful. For example: 

 
“Are You Tired of Throwing Your Hard-Earned Profits Away On Senseless Part-Time 
Consultants Who Do You No Good Whatsoever? Here’s a New Way to Solve All Your 

Consulting Problems... 100% Guaranteed!” 
 
If your prospect is throwing their money away on consultants who don’t really know 
their business, you can’t miss with this headline! And the”100% Guaranteed” is a real 
motivating kicker! 
 
4. The Testimonial Headline.  

Combine the testimonial headline with the guarantee headline and you’ve got a 
powerful “hand” to play. A testimonial headline is just what it says... it uses a powerful 
customer testimonial for the headline. 

 
“I was hesitant to get my tools from Johnson Brothers—after all, all tool dealers have 
the same pitch. But, I’ve come to find Johnson Brothers to be all they say they are and 

more. I’ve saved $32,516 with them this year alone. That says everything!” 
- Scott Williams, William Construction Anaheim, CA 

 
A testimonial headline can also use a quote from a “celebrity.” A celebrity is simply 
anyone who is widely known by your prospects. They don’t necessarily need to be 
Jimmy Fallon, or anyone like that (although sometimes that’s OK too). The celebrity 
just needs to be someone respected by your target audience. 
 
A testimonial headline can be combined with other types of headlines as well. 
 
5. The Frustration/Problem Headline.  

The frustration headline takes your target markets’ biggest problem or frustration (one 
that you can solve), and makes them acutely aware of it—and then you proceed to show 
them how you can solve it. 
 
Is this twisting your markets arm, or is it smart business? 
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Well, undoubtedly, some of you won’t feel comfortable using the anxiety and frustration 
tactics talked about here in my course. But let me promise you this: 

 
If your product helps solve your markets frustration, "scaring" 

them into buying is doing them a BIG, BIG favor! 

 
If you’ve got the answer people are looking for, you owe it to them to do everything you 
can (short of lying, cheating or stealing) to get them to buy! 
 
Assuming you know exactly who you’re selling to, you must sell them your solution. Of 
course, you need to do your homework and find out what their frustrations and 
problems are before you can appeal to them. 
 
Basically, this research boils down to finding out these things when it 
comes to motivating your prospects with their anxieties: 
 
1. What are your prospect’s frustrations/problems? 

2. What does your prospect want to achieve? 

3. What problems (that you can fix) is your prospect experiencing and wants to solve? 

 

Once you understand these three things, you’re well on your way to creating headlines 
that compel your prospects to take action. 
 
You see, most people are in a rut 6 feet deep for most of their lives. 
 
Take a look around you. You’ll see it every day. People at work, at church, at social 
gatherings... I’d say a good 95% of the people in this country are in their own big, fat, 
ruts.  
 
They think they’re comfortable, and they think they don’t like change. People aren’t 
comfortable with change, even if it’s for their own good. That’s your big challenge. Your 
headline has got to be powerful enough to start to knock them out of their position of 
“comfort.” 
 
And the best way me and other marketers have discovered to jar people out of their 
comfort zones is to: 
 

Throw them Into a Temporary Anxiety Spin—a Spin that Really Gets ‘em Feeling 
Their Frustrations and Problems Inside and Out... One That Gets Them 

Thinking, “Gee, this Guy’s Right... I Don’t Like My Situation!” 
 
Once you get them in this frame of mind, you’re on your way to making a sale, and 
solving your prospect’s problem! It’s a win-win proposition! 
 
Here are a couple of frustration/anxiety headline examples: 
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“If You Were To Die Tomorrow, Will Your Family’s Assets Be Protected? Here’s a 

Guaranteed Way to Take Care of it all in 15 Minutes or Less...” 
 

“If Your Computer Breaks-Down Tomorrow, and Isn’t Repaired for a Week, How 
Much Money Will That Cost You in Lost Business—Let Alone In Repairs? Here’s a 

100% Guaranteed Way to Make Sure That Never Happens!” 
 

Your prospect’s most powerful frustrations are basically just the opposite of all 
he hopes to gain. He fears losing things like: 
 
• sex appeal • health 
• good looks • money 
• friends • precious belongings 
• youth • family 
• job • home 
• security • status 
 
Basically, your prospects are just like anyone else in the world: they’re worried about 
losing what they have, and are frightened to death to think of having to go without. 
 
That’s a lot of anxiety, isn’t it? 
 
Well, you have to do your research to find out exactly what your prospect’s frustrations 
are so you can build on them in the headline, as well as through the copy. 

Now, you may be wondering why I’d spend so much time talking about the 
frustration/problem headline—well, I personally feel that it is by far one of the most 
powerful headlines you can use. I use it in almost every headline I write—when I don’t 
use it, I usually use a How-to headline. 

Honestly, I feel that today’s buyers are not easy to “jar” out of their complacency... and I 
feel that building on their undeniable frustrations and problems is a powerful way to get 
them off the dime. 

6. The Discount Headline.  

This headline focuses entirely on the fact that you’re inviting your prospects to take 
advantage of a limited-time discount. But, I’ve discovered a nifty technique you can use 
to make this headline even more powerful... and that is called: 

Using “Reason-Why” Copy 

Reason why copy is just as it sounds. Copy that tells your prospects the exact, honest-to-
goodness reason why you’re having such a discount. Reason-why copy works superbly-
well with a Discount Headline. 

What you do, is just be honest. Tell your prospects the real reason why you’re offering 
your product for a discount. 
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If your business is slow in the winter months, tell them: 

“You get the deepest discounts I’ve ever offered... 60-85% off. Why? Simply because I’d 
rather give you a great deal on these widgets and break-even, than sell nothing, have 
no cash flow, and have to lay-off 3 or 4 guys. I know you’ll treat me good during our 
peak season, just like you always do. This is kind of a “thank-you” in a way.” 

If you overbought and are now overstocked, tell them: 

“You see, what happened is I bought 30% too much inventory—I’m overstocked. Since 
you’re already a consistent, good customer, I figured you might want to stock up on 

these widgets. They’re the exact same widget you pay full-price for... now they’re yours 
(take all you want) for only $17 delivered. That’s a whopping 83% discount! 

Then, you take your discount, and your reason why and you put it into a headline: 

“Smith’s Brothers Is Overstocked 30%! Because You’re On My 
Mailing List, I Thought I’d Give You First Crack At Helping Me 

Reduce My Inventory By Offering You These 1st Class Widgets At 
An Honest, True, 83% Discount! I’ve gotta Make Room For the ‘18 

Models—Help Me & I’ll Save You a Small Fortune!” 
 

Reason-why advertising copy is some of the most powerful you can create. I’ve 
dedicated Chapter 12 to the topic so we can over it in detail—this will help you learn how 
to use it in your headlines, as well as throughout your body copy! 

 
 
7. The Personalized Headline.  

This headline can be any combination of the others, but it is made personal. For 
example, if you have mail merge capabilities (and you should) this would be a powerful 
headline: 
 

“Finally, Here’s How You, Janice Jacobson Can Get To and Stay At Your 
Ideal Weight Without Dieting, 100% Guaranteed!” 

 
The “Janice Jacobson” portion of the headline is the personalization. This type of 
headline can be incredibly profitable. For some reason, it can motivate prospects who 
wouldn’t be motivated in any other way. 
 
It’s not that they believe you actually sat down and typed out an entire letter for them—I 
think it’s just something about seeing their name “in lights.” People like that. People’s 
names are very important to them. You can play on that importance to make yourself a 
lot of money. 
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As I have mentioned, I made my living for 6 years as a professional comedy magician. 
One market I came to know extremely well was the “birthday party” market. 
 
I would go around to homes in the Salt Lake Valley and entertain the kids with a 
hilarious magic show so mom didn’t have to do anything but serve cake and ice cream. 
My program was about an hour long and was adaptable to be appropriate for ages 3 to 
16. 
 
Anyway, I had built up a mailing list of around 2500 kids’ birth dates. The information 
on my mailing list contained the mom and dad’s names, the child’s name, their age and 
birthday, their address, phone, zip, and a mailing history. 
 
Every month about two weeks before the month was over, I’d laser print out all the 
birthdays that were coming up for the next month. I printed a 2-6 page sales letter that 
went to the moms or guardians of the kids. And here’s the point… 

 
Each Letter Was Personalized Completely From The First Page To The Last. 
 
This letter sold like free hotcakes on a cold morning! 
 
For your education (and entertainment) I am reproducing my control letter in the 
Appendix for you. Enjoy it.  
 
After you’re done, I’ll tell you how well this workhorse did for me in booking shows. 
 
Read this after you’ve read the “magic” letter (the first letter) in the 
Appendix  
 
Well, that’s my “magic” sales letter. This letter and the different versions of it shown did 
great for me for two and a half years. 
 
Nothing too fancy is it? 
 
But, notice how it’s personalized all the way through the letter with the child’s name, 
mom or dad’s name, etc.?  
 
This kind of personalization is pretty sincere. It’s not hokey like the Publisher’s 
Clearinghouse personalization, is it? 
 
Now, let me tell you how the letter worked. 

 
I Never Got Less Than a 9.5% Closing Response With This Letter! 

 
Yep. 9.5% was the absolute lowest I ever got with this letter. And that wasn’t the overall 
response... that was the closing response! Response rates got as high as (believe it or 
not!) 36%! 
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This letter had moms from all over Salt Lake Valley calling me like crazy for a week after 
I dropped the mail.  
 
Most of those calls booked shows with me right on the spot, over the phone. Some of 
them got the information, then called back a day or two later. 
 
This letter was written by me long before I became a “professional” writer. I say this 
because if I can do it, so can you. 
 
The only book I had read (up until that point in my life) on advertising or marketing was 
Dr. Jeffrey Lant’s “Cash Copy”2 —a book changed my life, changed my income, and 
changed my career! It lead me from doing magic shows to writing for a living, and now... 
sharing for a living. I’m very grateful I came across this book... it’s made me a ton of 
money and has helped me learn how to write winning ads and sales letters. 
 
Now, here’s another way to personalize your piece when you’re running an ad in a card 
deck, local or regional newspaper, or any magazine: 

“Attention Salt Lake Business Owners! FREE Workshop Reveals Amazingly Simple 
Techniques For Making Your Business Double In 9 Months or Less!” 

The “Salt Lake Business Owners” is the personalization. Sure it’s not as powerful as the 
other way, but it does target your specific market. Instead of inserting the city or state, 
you could insert something like this: 

“Attention Denver Real Estate Agents! Finally, Here’s a Proven System For Generating a 
$250,000+ Income Even When Real Estate Is Down!”3 

 
Putting in your target markets career, their titles, their company type, etc., is a powerful 
way to grab them by the throat and get them to read the rest of your message. It’s a form 
of personalization that works well if you can’t get more personalized. 
 
Personalization can be extremely powerful. Combine it with good copy, good layout, 
good research, good copy basics and you’re on your way to a hot money-maker! 
 
8. The Question Headline.  

This headline can work great... with only one caveat—you absolutely must know your 
prospect, what she’s thinking, what her anxieties are, and what she’s hoping to 
accomplish. 
 

                                                            
2 If you’d like to get a copy of this great book, you can order one directly from me with your credit card (801) 255-5548. It really 
is a great book and I’m not just saying this because I sell it. If you want to send me a check, mail it to my address. It’s only $45. 
 
3 If you’d like to get a copy of this great book, you can order one directly from me with your credit card (801) 255-5548. It really 
is a great book and I’m not just saying this because I sell it. If you want to send me a check, mail it to my address. It’s only $45. 
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If you do know your prospects this well (and a lot of marketers do, simply because 
they’ve worked with them for so long) you can make powerful use of the Question 
Headline. You must deeply understand the problems or wants of your target market in 
order to use the Question Headline effectively. 
 
Here’s a winning super head, headline, and double subheading I recently wrote for a 
client that’s an excellent example of a question headline... that made money: 
 
Thousands are now healthy again. Many of who thought they never would be—now 
it’s your turn... 

“Which Of These Health Problems Do You Want To Beat?” 
You can get relief from most any health problem with this startling new breakthrough 
product from Europe—25,732 hand-written testimonials tell of pain-free, miraculous 

relief with this revolutionary, easy-to-use, proven miracle product! 
 
What’s Your Best Chance To Regain Health And Energy? The Answer Below May 
Surprise You... 
 
“If you or a loved one is having more health problems than you care to think about, this 

information may mean more to your well-being than anything you’ve ever read...”  
 
This is a big headline, and it takes up one half of the first page of the letter. But it’s worth 
it! This collection of super head, main headline, and subheads really gets the prospect’s 
attention. This letter was mailed to people all around the world and it proved to be very 
successful. That’s the kind of power a Question Headline can have—if you know your 
target audience well. 
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9. Reason-Why Headline.  

I’ve mentioned reason-why thinking before, and it basically applies to this type of 
headline as well. The Reason-Why Headline typically uses the actual words “Reason-
Why.” You can also use other words to open the Reason-Why Headline. 
 
Examples: 
 

“Three Reasons Why You Should Always Buy No-Load Mutual Funds” 
 

“Six Reasons Our End of Year Clearance Sale Is The Only Furniture Event You Need to 
Attend This Year!” 

 
As you can see, the Reason-Why Headline tells just that... the reason why you should be 
interested in the ad. 
 
10.  Benefit Headline.  

This headline is just as it says: the Benefit Headline. Its effectiveness depends greatly on 
how well you’ve researched your market and found out what their hot buttons are. You 
must research your target market in order to know what benefits are going to motivate 
them to take action. 
 
Once you do your research, take the biggest, most desirable benefit that your market 
wants, put it in the headline in a compelling way, and there you have it. 
 
Example: 
Here’s a winning headline for people looking for opportunities to make money fast: 
 
“Make More Money Faster with This New, Cash-Generating Online Marketing System!” 
 
Here’s a winning headline for small business owners: 
 

“Want to spend more time making money in your business than doing the books in 
your business? Here’s the accounting software package you’ve been waiting for... 100% 

Guaranteed!” 
 
Both of these headlines focus on a major benefit the target market wants. That’s the key 
to a winning Benefit Headline—knowing your market so well you can offer them a 
powerful, compelling benefit they can’t easily get somewhere else. 
 
11. How-To Headline.  

This headline is the headline I use whenever I get stumped for a 
headline. Well, that’s not the only time I use it—sometimes a How-To Headline is just 
what the doctor ordered for the situation! 
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People like to learn “how to” do all kinds of stuff. And so, if you’re offering a strong 
system for showing people how to do something, you may want to consider using a how 
to headline. 

Here’s an example of a how to headline that my client used for 5 months, and pocketed 
at least $500,000: 

“How to Test & Prove a Winning Sales Process So You Can Roll-Out With A Winner 
Every Time...” 

The How-To Headline is one of my favorites to use... when you’re stuck for a headline 
you should turn to the How-To. It will at least get you going, and soon it will help you to 
kick-in the creative juices for coming up with your winning headline. 

These are the 11 basic types of headlines. They are all proven winners in most any kind 
of circumstance or market. They can be combined to make effective hybrids, but are 
good on their own as well. 

 
A Word About Being Specific 

Using specifics in a headline make it almost irresistible to your prospect to not continue 
reading. You need to use exact numbers: hours, minutes, # of days, evenings, dollars, 
ways, types of something. 

Specifics always out-pull generalities. They mean more to your prospect, and they create 
intrigue about what you’re going to tell them in your ad or letter. They draw the reader 
in. Consider this example: 

“Over 50 Quick & Easy Ways You Can Lose Weight in One Month or Less... 
Guaranteed!” 

It’s not too bad as it is... but if we turn the two generalities into powerful specifics, look 
at the difference in the impact of the headline: 

“54 Quick & Easy Ways You Can Lose Weight In 24 Days, Guaranteed!” 

Do you see the difference the specifics make? Almost any headline you do can be made 
more powerful by using specifics instead of generalities. 

 
Conclusion to Magical  

Openings—Keys For Success 

Some key questions to ask yourself every time you decide which headline(s) you will use 
in your ad or sales letter: 
 

• What is the message, and the feeling of the message I want to communicate to my 
target prospect? 
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• What is the strongest benefit I have to offer? 

• What is the strongest frustration I can build on to get my prospect interested? 

• What’s the most compelling offer I can make, and can it be stated clearly in my 
headline? 

• Have I written a headline that will motivate my prospect to keep reading? 

• Is my headline an “ad” for my ad... or is it just a plain-Jane, boring statement? 

• Is my headline speaking directly to my target prospect, or could a snake-breeder 
read it and think it was for him? 

• Am I focusing on my prospect and his wants, desires, fears or frustrations? Or, 
am I being selfish and talking about myself. 

• Am I really talking to my prospect, or is the headline so unspecific that any 
marketer could use it? 

• Will my headline be interesting to my prospect, or does it bore him? 

• Is my headline passionate... does it use action words, and not “fluff’ adjectives? 

• Have I used specifics in my headline, and not just generalities? 

• Have I thought about the headline, what I want to say and what I wish it to 
accomplish, or have I just written something because I had to? 

Answer these questions each and every time you write an opening headline and you’ll 
stay focused on writing powerful headlines that will work. 
 
I’ll tell you a little secret about headlines: I spend more time writing the headline than 
anything else other than the offer and the order form! That’ how important they are. You 
should give your headlines the same kind of attention. 

The extent to which you open your documents in a way that gives your prospect an 
immediate reason to take action (offer), reassures them about the results you offer 
based on what other people like them have achieved (testimonial), reminds them of the 
frustration they have and the fact that they’re still frustrated (frustration), and excites 
them with what they’ll get by buying from you (benefit), is the extent to which your ad or 
sales letter will get read, and your business will succeed. 

And  when  you  follow  these guidelines  in  this  section your  Magical Openings  will  
produce business for you... almost like magic! 

One last thing... remember: don’t ever waste your money, time, or energy on humorous, 
image, or abstract headlines. They are a total waste! 

Now you know how to create headlines that will captivate your target prospect, get them 
to read your headline message, and keep them reading your entire ad! You also know 
the 11 basic headline types and how to use them. 

Now it’s time to learn about the headline’s “Sister”... the bullet! 



 

 

 



 

 

CHAPTER TEN 
Bullet Magic: How To Make Your Prospects Start 

Slobbering For The Benefits You Offer, And  
To Take Action NOW! 

 
 
This chapter is on how to create bullets that draw your prospect into the ad, and make 
him start slobbering so bad he can’t wait to get his hands on what you’re selling! It’s true. 
I mean it, and I’m serious! 
 
Bullets can do just that. 
 
Bullets can make your prospects start slobbering for your proposition. They have that 
power if created correctly. 
 
Bullets can start to get your prospects so hot for your product he absolutely can’t wait 
another minute to order! 
 
Yes. 
 
Bullets can do all this and more... if you know how to create them. 
 
Bullets are nothing more than little headlines revealing benefits throughout your ad. 
 
Pick up most any ad I’ve ever created and glance through it and you’ll find tons of 
bullets. Often in a 8 page letter, two and a half, or more pages are dedicated to bullets. 
 
Why so many bullets? 
 
Simply because bullets offer your reader a plethora of benefits... any one of which could 
get any particular prospect’s blood a boilin’ to the point where he’s just going to die if he 
doesn’t call or click to order now! 
 
But, not all of the bullets in a bullet list will get every prospect excited to buy. But, what 
happens is this: There will be some bullets that hit each prospect upside the head, 
making him realize that if he got your product for no other reason than to get that one 
important benefit—it would be so worth it! 
 
One bullet will be just what the doctor ordered for one prospect, while another bullet 
almost completely different, will be just what the doctor ordered for a different prospect. 
 
Different people are motivated by different benefits... and that’s why… 
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In Every Ad You Ever Create, You Must Include Bullets That Run The 
Gambit of the Benefits Your Prospects Will Get From Buying Your Product 
or Service! 
 
Regardless of your audience, each and every prospect will have different “hot buttons” 
that’ll get him a-goin’ and wantin’ to buy your product. 
 
What’s really cool is when you’ve done your research so well all of the bullets get your 
prospect all hot ‘n heavy for your product! 
 
Hey, it happens! This really can happen. 
 
There’ll be times when you really play it right, (usually when you’ve found out some hot 
information on your prospects through thorough research) and your bullets will bring in 
a shower of results like you wouldn’t believe! It’s an awesome feeling when that happens! 
 
On the other hand, there’s a temptation for writers to use bullets to tell about features. 
This is a big mistake. For as you now know, you must always tell your prospect what’s in 
it for him—and a feature does not tell your prospect what’s in it for him. 
 
Features must be turned into valuable, desirable benefits. 
 
Quite often I’ll use my “discarded headlines” as bullets. You know, the 99 headlines you 
didn’t use? Some of those headlines will make for great bullets. After all, that’s all 
bullets are... mini-headlines which are all focused on benefits. 
 
A lot of the successful ads running today are almost all bullets. Take a look at Agora 
Publishing’s mailers. As a matter of fact get on their list! You’ll learn a lot about 
advertising just from being on their list! 
 
Take a look at Boardroom Reports mailings... their ads are basically nothing but bullets. 
Many times a prospect will read an ad that has dozens of bullets in it and he’ll order just 
because of one of the bullets he’s read. 
 
Bullets are power-packed motivators that’ll get your prospect to take the action you 
want! 
 

The Creation of Bullets 

Not surprisingly, most bullets are created just like headlines. 
 
STEP ONE: Sit down with the list of benefits you created earlier. Make sure they are 
prioritized in order of importance to your prospect. 
 
STEP TWO: Now, what you want to do, is take every one of the benefits on that list and 
turn them into little statements of benefits... otherwise known as... 

BULLETS! 
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To help you with this process, let me show you some winning bullets to get you thinking. 
Then I’ll give you some bullet formulas and rules to use every time you sit down to write. 
 

Winning Bullets 

What follows is a long list of bullets that you’ll find in one of my ads... understand, some 
of them may not make sense to you because they’ve been pulled from the middle of a 
letter; and they’re now out of context. What you’ll want to look for is content, not 
context. 
 
Pay particular attention to the lead-in words—they usually tend to make the bullet more 
passionate... and that’s important. So, here we go... 
 
These first bullets were taken from a “health” sales letter: 
 

• Hip Pain GONE after 2 days! 

• Leg Pain GONE after 3 to 20 days! 

• Back Pain GONE in 2 to 8 weeks! 

• Stomach problems GONE in 1-8 weeks! 

• Prostate Problems- noticeable difference after only 2 months! 

• Asthma relieved after 3 to 20 days! High Blood Pressure GONE 1-3 weeks! 

• Low Blood Pressure GONE after only 3 months! 

• Varicose Vein Pain GONE after 5 days... after 2 months, the veins disappeared! 

• Sinus Congestion is cleared in 10 days! Kidneys, Liver, and Pancreas begin to 
function properly after 2 weeks PLUS cholesterol level is at normal! 

• Children’s Cerebral Palsy: a 3-year-old child, after wearing the insoles, started 
getting up! And after a couple of months, the child began to walk! 

• Cold feet and hands became warm! 

• The immune system was improved—even in those with HIV positive! 

These next few bullets were taken from a seminar sales letter that I wrote: 
 

• The inside Secrets of How You Can Create and Market Your Own Training 
Programs That’ll Make You Wealthy! 

• How to Market and Make Money on the Internet Using Electronic Marketing 
to Test & Prove Your Sales Process Before You Roll-Out! 

• How to Successfully Create and Market Video & Audio CDs and DVDs! 

• How to Create & Market Power-Packed Money-Making Books! 

• How to Create & Market Special Reports in Written, Audio, and Video 
Formats! 
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• How to Market Internationally With Minimum Expense! 

• How to Use Telemarketing to Sell Hundreds of Thousands of Your Info-
Product! 

 
This is just the tip of the iceberg of all you’re going to learn! Here’s more: 
 

• Exactly What Type of Market Would Be Perfect For You! 

• How to Find a HOT & HUNGRY Market to Go After! 

• What Information Product Should You Sell to This Market! 

• How to Test Your Idea to Make Sure It’ll Be Profitable Before You Rollout! 

• When and Where to Advertise to Your Chosen Market! 

• What to Say In Your Ads and Direct Mail to Get Your Market to Buy Your 
Information Product NOW! 

• How to Put Your Information Product Together—How to Write it, Lay it Out, Get 
it Printed... Even Where to Get It Printed! 

• The Best Place to Get HOT Lists For Mailing Once You DO Have a Tested 
Winner! 

• What Other Information Products Should Be In Your “Back-End” to Guarantee 
Ongoing Profit Once You’ve Found & Tapped a Market! 

• How You Can Test Your Idea, And Then Roll-Out Big Time! 

 

Here are some bullets from a letter I did that sold a nifty video-based program to teach 
preschoolers how to read: 

Other benefits include: 

• Read Now! Requires minimal involvement on your part as an adult—
your child can do the program alone or with you. This is a big plus for families 
where both parents work full-time! 

• Read Now! Is the only reading program that has received the Film Advisory 
Board Award of Excellence for Outstanding Achievement in Learning. 

• It’s not just phonics. Read Now! Also uses animation, music, stories, and live 
action to teach 180 key words that unlock the English language for your child! 

• The words appear on the screen so your child can see them, the voice of the 
lovable characters sound them out so your child can match the sounds to the 
words—fantastic! 

 
Now There’s A New And Better Way To Learn To Read! 
 

Notice how the 
bullets are 
broken-up a bit 
with this 
sentence. 
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Your child will have so much fun learning with Sam that their rate of learning will be 
faster  with better results, and with minimal help from you. 
 
Read Now! Is a multi-media interactive  learning program that is simple, easy to use, 
and doesn’t take your time as a parent!  Not only that, it’s a tremendous value.  Take 
a look at all you get: 
 

• Two 50-Minute Videos With Live Action and Read Along 

• Animations! (A $137 value) 

• 2 Read Along, Sing Along CDs! (A $20 value) 

• 4 Beginning to Advanced Reader’s Books With Wonderful Stories About Sam And 
His Friends (a $15 value) 

• Parent/Teacher  Activity  Planner  Which  Guides  You  Through This Easy-To-
Use Program (a $7.00 value) 

You get all this for the incredibly low price of only $179! And, if you order  in the next 10 
days, you’ll get a $30 discount for a total of $149, or three easy payments of 
$49.67+S&H!” 
 
These bullets make reading the letter easier, and they also sell. Each bullet helps to 
motivate your prospect to buy. 
 
The first thing you need to do to create a smash line-up of bullets is to create a list of 
benefits. Before you can write bullets you must write out the benefits and prioritize them 
from your prospects point of view. 
 

Bullet Rules 

RULE #1: The number one rule of creating bullets is: be honest! Being honest is one 
thing, but motivating someone to improve their situation with your product or service is 
something else. 
 
So, what we do is take the feature or benefit, and add passion to it. This way, your 
prospects see a “teasing” glimpse of what they get when they order... this makes them 
desire what you’re selling! 
 
Example: 
 

• A little-known secret that shows you how to sell your used car for more than it’s 
worth, within 30 days! 

 
Does that get you slobbering? 
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Maybe… maybe not. It depends on if you’re trying to sell your used car. But, I’ll 
guarantee you one thing, Buster... if you are trying to sell your used car, it’s a pretty darn 
hot bullet! 
 
That’s the exact job your bullets should do... 

 
Make Your Prospects HUNGRY! 

 
If your bullets make your prospects hungry for your product, they’re doin’ their job just 
fine! 
 
RULE #2: Your bullets must be benefit-packed, or enticing, and almost seductive.... 
they must be passionate! After reading your bullets, your prospects should have a 
desire inside them swelling up so powerful that it motivates them to take action and buy! 
 
And you can’t do that without putting passion into your bullets (as well as the rest of 
your document!) 
 
Example: 
 

• Four reasons why sucking down more of that man-handled, processed milk could 
be killing you day by day. 

 
There’s a big difference in that bullet and this one: 
 

• Why drinking milk can be hazardous to your health 

 
Do you see how the added passion-phrases “sucking down” and “that man-handled, 
processed” add to the power of the bullet? 
 
They are real, true facts... yet they are pumped with passion! 
 
Look folks, let me tell you a little secret you probably won’t ever learn or hear anywhere 
else... 

 
Passion Is Everything When It Comes To Bullets! 

 
As a matter of fact, 

 
Passion Is Everything When It Comes To Creating Winning Ads, Sales Pages 

& Letters Too! 
 
As a matter of more fact... when it comes right down to it... 

 
Passion Is Everything When It Comes To LIFE! 
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Will you allow me a tangential minute to reemphasize this important, powerful 
advertising truth? Passion is everything when it comes to creating winning ads (as we’ve 
discussed before). It’s so important that I’m taking the time to tell you about it again, 
right here and now in the middle of our discussion on bullets! 
 
Passion in advertising is the difference between crystal clear water and muddy water. 
They’re both water, but only one really motivates me to want to take a drink! 
 
They’re both ads, but only the one with passion really motivates me to get off my back-
side and MOVE... buy... get the product that’s gonna help me solve my problem! 
 
Passion is my biggest secret as an advertising writer. 
 
Ad writers are a dime a dozen. And though there are only a handful of really good ad 
writers in this world, there are even fewer still that know how to create ads with 
passion! 
 
Without inflating my head too much, I’d like to say that I’ve got to be one of the top ad 
creators who write with a simple passion. 
 
You should too! Passionate people are: 
 

• The movers and shakers of the world 

• They are the leaders 

• They are folks with a dream (no matter what the dream may be... good or bad) 

• They are the people that people want to be like 

• They have charisma! 

 
Passion is success! And if you can capture passion into your ads, you will be a success! 
Now...back from my important “passion” tangent... 
 
RULE #3: Your bullets must be passionate! Sorry... I couldn’t resist! But, being 
passionate is so important I thought I’d remind you again before we move on! 
 

More Thoughts on Creating Bullets 

Like I mentioned at the first, writing bullets is much like writing headlines. And I 
suggest you go back and review Chapter 9 for powerful advice. Follow the headline 
creation steps and apply them to your bullets. 
 
Bullets are mini-headlines, and as such, deserve more than just the “formula” treatment 
referred to above. The formulas above are generally for getting you thinking, getting 
your mind “hot”—once that happens, you can start pumping out bullets more easily. 
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Bullets are critical to your ad success... and as I said earlier, bullets can be almost your 
entire ad. 
 
I’ve written ads where the copy flow followed my AICPBSAN formula (revealed in 
Chapter 23), but did it almost exclusively with bullets. The outline of this type of ad goes 
something like this: 
 
1. Super headings, Headlines, Subheadings 

2. Opening Benefit/Frustration Paragraph 

3. Benefit-Packed Bullets, Bullets, and more Bullets! 

4. The Close 

5. Order Request 

6. PS (which also includes some bullets) 

 
The ad was research intensive... I spent hours digging out benefit after benefit after 
benefit. Then I took the benefits, prioritized them, and turned them into bullets. 
 
You can do it, too! 
 
Try it! I suggest your next ad or direct mail effort be chock-full of 90% bullets and see 
what happens. I’m not saying you can always win orders simply with bullets—but I am 
saying with all the other supportive elements flowing through your ads, you can use 
bullets as a powerful way to enhance your advertising! 
 
Think about Boardroom Reports’ sales letters... that’s basically the outline they follow. 
They usually have a headline or two, and opening, then dozens of bullets, then a close. 
Their letters are mailed by the thousands with great success. 
 
Here’s a little thought I’d like to give you for writing bullets if you have a book, a course, 
a video, or an audio recording product you’re trying to sell. 
 
This idea came from a Ted Nicholas4 presentation I attended. He said that when he sits 
down to write bullets for his books, he starts at page one, finds the benefits on the page 
and writes them down. He goes through the entire book and does the same thing. 
 
By the time he gets to the end of the book he has more benefits than he’d ever need to 
put in an ad. He then goes through the benefits, prioritizes them according to his 
prospect’s desires (sound familiar) and then turns them into bullets. 
 

                                                            
4 In my view, Ted Nicholas is one of the kindest, most gentle advertising success stories you could ever hope to meet. I 
recommend Ted’s stuff highly. Contact Dick at Nicholas Direct and ask for a catalog. More than anything, I recommend Ted’s 
newsletter: “Direct Marketing Success”. Get it, and get the back-issues while you’re at it! (800) 730-7777. Please tell them I sent 
you 
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It occurred to me that you can do the exact same thing with a course, an audio course, a 
video, etc. Sit down and watch the video and take note of all the benefits in it. 
 
You can do the same for an audio series, or anything of the like. Here’s what the bullets 
should look like for most books: 
 

• How to pay ZERO taxes, no questions asked (page 28) 

• How to write off your home as a business investment (page 87) 

• How to avoid real estate taxes COMPLETELY… yes, it’s legal! (page 108) 

 
The added italics page #’s will bolster the success of your bullets effectiveness. This little 
“trick” is a big tip— and if you notice, you’ll see the top direct marketing companies in 
the country doing it again and again.  That’s a good sign that this technique works very 
well. 
 
I recommend this technique to you. 
 
You know, I haven’t tested it yet, but it seems to me that you could do the same thing 
with audio CDs.  
 
Example: 
 

• How to close the sale, 9 out of 10 times (see CD 4) 

• How to lose a sale, 9 out of 10 times (see CD 5) 

 
The same thing could apply to DVD videos, or online video training programs. Anyway, 
if you try it let me know! 
 
Bullets are a powerful tool and you must use them in your advertising if you’re serious 
about your ad’s profitability. Bullets can be used successfully in: 
 

• Press Releases 

• Brochures 

• Letters 

• Advertisements of Any Kind 

• Ad Coupons 

• even Books! 

Bullet Formulas to Plug Right In To 

Now I’d like to give you some formulas you can plug into to create winning bullets. What 
you do, is apply the following bullets to your product or service. 
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• How to get ________________ ! 
Example: How to get muscles like Arnold Schwartxenburger in 3 minutes a day! 

• How to have _______________ ! 
Example: How to have a slimmer, trimmer, firmer stomach in 30 days... Guaranteed! 
 

• How I improved my  ______________  
Example: How I improved my memory overnight with no effort! 
 

• How you can improve your  __________________  
 

• 132 ways to  _____________  
Example: 132 ways to win friends and influence people! 
 

• Seven simple ways to  ____________  ! 
Example: Seven simple ways to lose weight without dieting! 
 

• What you should know about_______________ and how it 
will________________ your _______________ ! 

Example: What you should know about the stock market, and how it will affect your 
finances in the next 20 years! 
 

• Inside secrets for _____________ ! 
Example: Inside secrets for making 23% returns every time you invest! 
 
Take this formula, and add a specific number to it: 

• 12 inside secrets for ___________ ! 
Example: 12 inside secrets for making more money with your investments, guaranteed! 
 

• ___________ almost magic ways to  _______  ! 
Example: 4 almost magic ways to make your ads pull 15% every time they run! 
 

• Profitable tips for  ________________  ! 
Example: Profitable tips for making more money at home than you ever dreamed of! 
 

• How to improve  ________________  ! 
Example: How to improve your piano playing in 5 easy lessons! 

The “How to” phrase is almost magical. Seems like anyone who has their wits about 
them can sit down and write hot bullets that start with “how to”. I’ve used three “how to” 
phrases above... here are some more examples: 
 

• How  to profit from  ______________________  

• How  to keep  __________________________  

• How  to make more money with  ______________  

• How  to avoid __________________________  

• How  to end ___________________________  
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• How  to rid _____________________________  

• How  to become _________________________  

• How  to start  ___________________________  

• How  to develop  _________________________  

• How  you can  ___________________________  

• How  to enjoy  ___________________________  

• Seven proven systems that show you how to  ______  

• How to have  ___________________________   

 
How to Format & Layout Your Bullets 

Here are some suggestions on how you’d want to format and layout your bullets. 
 
How you’re going to format your bullets in a sales letter or ad depends a lot on how 
much room you’ve got. If you’re pushing 8 pages and you don’t want to go past that, 
you’ll want to keep your bullets tight like these: 
 

• 6 proven ways to make money faster! 
• Inside secrets of when to invest, and where! 
• Why you must never buy stocks on Saturday! 

 
The above three lines are fairly close together, but they aren’t so squished together that 
you can’t easily read them. That’s what you’ll want to do when you’re pressed for space. 
 
If you’re not pressed for space in your sales letter, I prefer a second approach: 
 
• First of all, the indent should start about 4 characters “in” from the regular, first line 

indent on each paragraph. This sets it apart and the eye gets draw to it. 
 
• Secondly, the indent between the physical bullet (•) and where the words start is no 

further apart than they are in this bullet statement. 
 
If you’ve got a full page of bullets, you may want to highlight every other one like this: 
 

• 4 Proven steps to take for a flat stomach in ten days 
 

• Five easy ways to lose weight while eating all you want! 
 

• Proven methods for eating six meals a day while still losing weight! 
 

• Easy to make low-fat snacks your kids will love! 
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Do you see how every other bullet statement is in bold? This makes for easier reading 
when you’ve got dozens and dozens of bullets all on one page. That’s about the only time 
I use this technique though. 
 

1. Sometimes you’ll want to use numbers for bullets. Usually when you are 
enumerating 3 or 4 points about a topic. 

 
Bullets aren’t always “bullets” like this: •. 
You can use arrows like these: ->, =>, >. 
Or you can use an asterisk like this: *. 
Or you can use symbols like these ♣♦♥♠ 
 
Sometimes in my copy, I’ll say: “Take a look at some of the “gems” you’ll learn from this 
course: 
 

• How to make wads of cash from...  
• Inside secrets of... 

 
That’s not something I make a habit of doing all the time—but when it’s appropriate, I 
do it. You know, as I think about it, I don’t think people even notice it—it’s such a subtle 
thing. 
 
Sometimes you’ll want to put a short list of bullets into two columns like this: 
 
• bullets will increase your response! 

• bullets are powerful motivators! 

• bullets work like magic! Sometimes 
you’ll want to put them into three 
columns. It just depends on how long 
your bullets are, and how much room 
you have to sell! 

• bullets can get your prospects excited 
bullets can make up most of your ad or 
sales letter! 

 
Last Thoughts on Bullets 

Bullets are a lot like mini-headlines. If you think of them like that, you’ll be able to come 
up with dozens and dozens of bullets for every ad you create. Remember to go through 
all the steps: 
 
1. Create a list of features—then turn them into the benefits your prospect’s get. 

2. Make the benefits exciting, desirable, and attractive. 

3. Any benefits you haven’t mentioned anywhere else in your ad or letter, must be 
included in a bullet—it may be the reason that excites just one prospect to take 
action! 

4. Make sure your bullets are passionate! 
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Bullets will increase the selling power of every ad or sales letter you create. Make sure 
you have plenty of bullets in yours, and you’ll increase the pulling-power of your ads! 
Now that you know how to create them, do it! 
 



 

 



 

 

CHAPTER ELEVEN 
Prove It Or Lose It! How To Multiply The Pulling-Power 

Of Your Ads And Sales Letters With “Credibility-Boosters” 
And   “Believability-Builders”... Or Getting More Response 

By Making Your Ads More Believable & Credible 
 
 
Stuffing your ads with believability-builders is probably the most powerful way to get 
more of your prospects to respond to your advertising. So many advertisers fail to build 
believability into their ads—it amazes me! 
 
When you make it hard for someone to believe what you’re saying is true in an ad, 
you’re going to have a rough time getting them to buy from you. 
 
Your job is to make sure your ad is believable, seems believable—and more than that—
you need to make sure it’s believable from your prospect’s point of view. 
 
The way I see it, there are basically three reasons someone doesn’t buy from you: 
 

1. They just plain don’t want or need what you’ve got to sell. 

2. They can’t afford to buy from you, for one reason or another. 

3. They don’t believe what you’re saying is true. 
 
There’s nothing we can do about that first one. If someone doesn’t need or want what 
you’re selling, they just don’t. These aren’t the kind of people you want to be wasting 
your money on. So, obviously, you need to make sure you target your audience so that 
you advertise to qualified prospects. 
 
As far as number two goes, if what you’re selling is too “pricey”, then you’re targeting 
the wrong audience again. It’s a matter of finding out who wants your product or service 
and offering it to them. 
 
Then there’s number three. 
 
Let’s face it... people are just flat-out skeptical these days. 
 
We’ve all been burned “one too many times”. We’re especially not confident in ordering 
from someone we’ve never met, never talked to, can’t talk to, and can’t meet face to face. 
This brings us to how to overcome this prominent skepticism. 
 
 
 
Making Your Advertising More Believable 
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First thing you need to do to sprinkle your ads with believability is to add:  
 
“Credibility-Booster” #l: Use Powerful, Specific Testimonials. 
Now I’m not talking about those wimpy testimonials that say: 
 
“Max Robinson is fantastic!” M.F., N.C. 
 
No way! If you ever get caught by me using testimonials like those, I’ll hang you by your 
big toes in the middle of a snowstorm! Don’t ever do it... even if you have no 
testimonials!  
 
Testimonials with initials only are worse than no testimonials. Testimonials that are 
short, with no specific benefits or details are a little better—but not much. 
 
You can do better than both! 
 
If you have no testimonials, follow my ideas in the chapter on testimonials (Chapter 13, 
“Testimonial Magic”). And, here’s an idea for you: 
 
Send ME Your Product Or Service, and If I Feel It’s Worthy Of A 
Testimonial, I’ll Give You A Gang-Buster Testimonial—One That’ll Knock 
Your Socks Off! 
 
I’m serious! If you need a testimonial, I’ll give you a great one if I feel your product or 
service is “worthy” of it. 
 
Onward. 
 
The kind of testimonial you want is the one I reveal in the chapter on testimonials. Now 
that kind of testimonial, my friend, is a testimonial that will build believability and 
motivate your prospect to take action! 
 
“Believability-Builder” # 2: Use Pictures. 
 

A. Pictures... not illustrations or drawings. You want real live pictures. There are a 
couple of ways to use pictures as believability enhancers. 

B. You can use pictures of the people who have given you testimonials, and put their 
picture next to the testimony. This is very effective and enhances credibility. 

C. Also, put the telephone numbers of those people who give you testimonials, along 
with their pictures. 

D. Use a picture of your product in action to demonstrate its effectiveness; or show 
your product in action being used by someone. If your product can be shown in- 
action, this is a very good idea. However, it’s kind of tough to show a service 
business in action and actually benefiting a customer. 
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E. Put a picture of your offices (outside or inside, or both) on your letter or ad to 
enhance credibility and believability. People like dealing with someone who’s in 
business, and appears to be in business. I think it subliminally lets your 
prospects know you’re serious about your work, and if they wanted to check you 
out, they could. 

F. Put a picture of you to the right of the headline, or beside your signature. This 
makes your prospects almost feel as though they’ve met you. 

“Credibility-Booster” #3: Tell The Truth. 
 
I think I’ve preached about this so much, I’m not sure if I need to dwell on it here. It’s 
too important not to remind you, though. 
 
You must be honest in your ads, let alone in your daily dealings with your fellow man. If 
you’re not, it’s just gonna come back and haunt you, or get you in some way or another. 
 
Be honest, that way you don’t have to worry about always “covering your tracks.” And 
remember, don’t just be honest, appear to be honest. 
 
“Believability-Builder” #4: Use Specific Facts and Figures In Your Ads. 
 
Instead of rounding off numbers like “We’ve helped over 100 companies save money” 
say “We’ve helped 127 companies save up to 38.5% on their utility bills!” 
 
Always try to get specific results from your customers so that you’ll have the data you 
need to create powerful ads. If you’re going to use generalities, make the generality 
specifically general! i.e. If your customers tell you they’re saving 20 percent, change 
the 20 to a 19.78 percent. That way you’ll be reporting less than the actual, so you’ll be 
more than honest, and yet have a specific to use. 
 
To get those specific results from your customers, you’ll need to give them evaluation 
sheets to fill out. For each benefit you offer, ask an evaluation question to get the 
feedback you need to create testimonials. You can ask for the testimonial directly on the 
evaluation form, or you can get the evaluation forms back, and then follow-up by phone 
and ask for the testimonial. 
 
Most people will be happy to help—they love to see their names “in print”! 
 
These specifics are very valuable to you in your advertising efforts. Being specific is 
being more believable... and increases your credibility. 
 
“Believability-Builder” #5: Give your exact address, and (where feasible) 
briefly tell where you are in relation to a notable, credible location. 
 
First thing, always put your complete address in an ad, as well as on each element of the 
ad. Put it on your order coupon and in the body of the ad. If your ad ran in a magazine 
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and someone else already tore the response coupon out, your address and other contact 
information will still be in the body of the ad. 
 
In a sales letter, make sure you put your contact information on the order form, the 
letter, the lift note... on every separate piece of the mailing. 
 
Reason? 
 
Simply because some prospects will throw the letter away, but will keep the lift note, 
order form, or another item.  
 
Makes good sense, right? 
 
Using a complete address instead of a post office box enhances credibility and thus, 
believability. 
 
The next part of using your address I learned from master marketer Gary Halbert. His 
idea is to indicate where your business is located in relation to the police office, the first 
national bank, the library, the city hall, or somewhere else that’s a credible city 
landmark: 
 
“We’re located just one block east of the Police Office on Chicago’s east side— stop in if 

you’re in our area.” 
OR  

“We’re just behind the First National Bank of Salt Lake.” 
 
It “subliminally” enhances the believability of the existence of your company. Prospects 
feel more comfortable  feeling they “know” you really do exist, and that they can call 
your neighborly bank any time to check up on you. 
 
Which brings up one caveat: If you plan to use this technique on a large scale basis, 
make sure you talk to the owner or manager at the location you mentioned. Some 
people really will look up the number for the “First National Bank of Salt Lake” and will 
ask about your firm. Chances are strong that it won’t happen often—but when it does, be 
prepared. 
 
You should have the manager of the bank distribute a memo about your business and 
what’s going on. Build good relationships with these people and go out of your way to be 
nice... flowers, balloons, etc. go a long way for little investment. 
 
“Believability-Builder” #6: Put Your Office Number(s) In The Ad. 
 
Don’t just put your 800 number in the ad, put your office number(s), your fax 
number(s), and any other numbers you can - as well as your email address. 
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This makes your prospect feel more comfortable about being able to get in touch with 
you. I think that subliminally, your prospects rest a little more assured that you are “for 
real” when you do things like this. 
 
And those little “for reals” add up and go a long, long way to building your credibility 
and believability. 
 
“Credibility-Booster” #7: When You Are Doing A Direct Mail Package, 
Include Reprints Of Newspaper Or Magazine Articles About Your Product 
Or Service. 
 
Again, if someone else tells your prospect that you’re great, it’s more believable than if 
you tell them. Press coverage can be particularly powerful; as they are seen by a lot of 
people to have a totally objective view about everything—if they give you favorable 
comments, it works out nicely for you as a powerful endorsement! 
 
As a side note, (if it makes sense) you may consider running your ad in a regional issue 
of a big magazine that your target market reads... Wall Street Journal, Time, Baron’s, 
Investor's Business Daily, Good Housekeeping, Woman’s Day, etc. Why? 
 
Well, you can place that little credibility-booster stamp, “As seen in the Wall Street 
Journal” on your ads.  
 
Personally, I don’t think you should do this ‘til you’re up and running smooth and with a 
lot of profit behind you. 
 
“Credibility-Booster” #8: Have Your Ad Or Letter Come From A Well-
Known And Respected Individual Whom Your Target Market Knows And 
Respects, OR, Have Your Ad Or Letter Endorsed By that Individual 
 
This isn’t always possible. But, it’s definitely one of the very most powerful ways to 
create believability in an ad or sales letter. If you can get the endorsement of that 
“celebrity” (they’re a celebrity to your target market) you can really bump-up your 
response rate—and profit! 
 
Here are some ideas of what you’re looking for: 
 

• a respected consultant to your target market 

• a speaker or trainer to your market 

• a movie-star-type of celebrity involved with your target market 

• a top athlete who’s involved with your target market in some way 

• a noted author who’s a part of your target market 

• a popular politician who’s a part of your market 
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In short, anyone who your target market knows and respects their opinion... they would 
be a great endorser of your product or service. The only catch is this: you must be able 
to deliver! Otherwise, it’ll all backfire on you and you’ll end up out of business quick! 
 
Whenever I’m doing a promotion, trying to sell my products or services, I first look for 
an opportunity to do a venture with someone who has a lot of “pull” with my target 
market. If I can get their endorsement, I can almost guarantee myself a winner. 
 
This is what you’ll want to do. 
 
At the very least, you need to get a testimonial from these people. 
 
For example: I have testimonials from Ted Nicholas, Gary Halbert, Ted Thomas, Mike 
Enlow, and Brad Antin. Most of these names are very well known to the advertising and 
marketing industry. By using their names in my ads and sales letters, it helps me to sell 
more of my books, CDs, and services... a whole lot more! 
Without their endorsements and testimonials, I probably wouldn’t be able to sell near as 
well. If you know any of these gentlemen, you understand what I’m talking about—
they’ve really got some pulling power with my target market. 
 

A Step Better 

A step better than having their testimonial would be to have the letter or ad written 
from the “celebrity”, and signed by them. This is the optimum way to use celebrities to 
help build credibility. This is called an “endorsed mailing” or an “endorsed ad.” 
 
It is by far the most effective way to advertise. 
 
“Believability-Builder” #9: Put Your “Private” Number In The Ad. 
 
Don’t just put your 800 number and your office number in the ad. Put your personal 
phone number in the ad or letter.  
 
Tell them “this number rings right at my desk—I’m in from 9 to 5 Central Time, M-F; 
and I welcome your calls and questions.” 
 
Obviously you can only do this if you can handle the number of calls, and if you’re really 
going to be at that number during those times. If you can do this, it’ll allow people to 
“meet” you and get more comfortable with you. Plus through talking to you, they may 
become comfortable enough to order from you. 
 
An added benefit is that you’ll discover more about who’s really answering your ads. 
This will open-up a lot of doors for you... it’ll show you what lists you might want to rent, 
what magazines you may want to run ads in, and more. You’ll learn what hot buttons 
you need to push and all kinds of other information you’d probably take years to 
discover! 
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Give it a try. 
 
“Believability-Builder” #10: Be Sincere in Your Ads and Sales Letters... Go 
Easy on the Hype. 
 
Sure, you want to be (and you must be) passionate in your ads and letters. But make 
sure you don’t cross over into the “hype” arena. Hype is when you’re pushing the truth 
farther than you should. It’s exaggerating your claims and results. 
 
You need to make sure what you say is from the bottom of your heart—and very sincere. 
You see, if people don’t think you’re sincere, it doesn’t matter how “honest” you are, 
they’re just not going to believe what you say. 
 
“Believability-Builder” #11: If You’re Offering an Incredible, Almost Too-
Good-To Be-True Deal, Explain Exactly Why It’s So Good. Actually, You 
Should Always Tell Your Prospects the Reason Why (Whether You’ve Got a 
Hot Deal or Not). 
 
This is so simple, yet so powerful you’ll be amazed at how much it will increase the 
believability of the ad; and your credibility as an advertiser. Here’s how it works: 
 
Basically, you just need to be honest. 
 
If you bought too much inventory in the fall when business was hot, and now it’s winter 
and it’s the “off-season” for what you’re selling, tell them: 
 
“You get these one of a kind widgets at 75% off for one simple reason: 1) I overbought in 
the fall, and now I’ve got inventory just sitting here. If I don’t sell it, I’ll have to lay-off 4 
of the guys in the warehouse. Rather than do that, I thought I’d generate a little revenue 

and give you (my loyal customers) a great deal at the same time.” 
 
That makes sense doesn’t it? All the guy’s doing is being honest. This technique will 
work for you as well. 
 
Let’s say you’re a wholesaler who sells lawn mowers to retailers. And let’s say it’s your 
first mailing or ad—and people have never heard of you. So, you want to make an 
incredibly positive (credible) impression with your market, so you give them a buy one, 
get four free! Your reason why may be something like this: 
 
“Why such a powerful offer? Well you see, I realize that competition is tough out there. I 
figured if you could try my mowers out, you’d be impressed. Plus you’d get a taste of our 
support services, and you’d get to take a look at the marketing and advertising materials 
we give you free with each mower... this helps you to sell more. 
 
And, basically, I’m hoping that you sell these 5 mowers in no time flat with those 
materials helping you. If you do, the way I look at it is this: you’ll he back... you’ll want 
to become a permanent customer of mine. You’ll buy your lawn mowers from ABC 
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Lawn Mowers from now on. Doesn’t that make good business sense? Besides that, I got 
a great deal on these models myself—why not pass it along and build a relationship?” 
 
Do you see how much sense that makes? 
 
Being open and honest like this, and telling your prospects the exact reason why you’re 
making the offer you’re making builds credibility and believability! 
 
“Credibility-Booster” #12: Offer A No-Risk, No Hassle, No-Questions-Asked, 
Money-Back Guarantee. 
 
This is a powerful believability booster because essentially what you’re doing is taking 
the risk off the shoulders of your prospect. Most people will feel your claims to be more 
believable if you back them up with a powerful, well-articulated, and clear guarantee. 
 
How many times have you bought while saying to yourself (or your spouse) “Hey, if I 
don’t like it, I’ve got 90 days to send it back! “? Probably almost every time you buy—
right? 
 
Taking the risk upon your own shoulders is very appealing to your prospects. Think 
about it... isn’t that what you like when you buy? Don’t you like it when you know you’re 
covered by a powerful guarantee? Of course you do.  
 
We all do. It gives us a certain sense of security in a way. 
 
You need to make your guarantee as strong as you possibly can. Guarantees are covered 
in great detail in Chapter 14, “Guarantee Magic: How to Create Win-Win Guarantees 
That Take the Risk From Your Prospect & Shoot Your Response Through the Roof.” 
 
“Credibility-Booster” #13: Offer a No Questions Asked Warranty. 
 
If you sell a product your customers physically use, you may profit from a powerful 
warranty. 
 
Warranties are much like guarantees, they comfort your prospect. They let him know 
that if the thing breaks within the first year, he can return it with no hassles, and no 
questions asked. 
 
Warranties also give a feeling that “Oh, these guys will he around at least for the next 
year look at the one year warranty... they’ve gotta stay in business to honor the 
warranty.” Hey I’ve heard people say it out loud—there’s got to be hundreds more who 
say it to themselves, or who say it subliminally. 
 
No doubt about it, warranties can increase credibility and believability. 
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“Believability-Builder” #14: Have Your Prospects Post-Date Their Checks 
When They Order. 
 
This is another technique to take the risk off your prospect’s shoulders. Of course, you’ll 
be assuming more risk—but by using this technique, you’ll be building credibility and 
trust with your prospect. Here’s how it works: 
 
Essentially, you’re going to let your prospects send you a check for the amount of your 
product, but it’s dated 30, 60, 90, days out so that you can’t cash it. This gives your 
prospects 30, 60, or 90 days to give your product or service a try. Like I said, this will 
develop trust and credibility—but it does put you at risk. 
 
A lot of people feel that this technique has made them very profitable. Others haven’t 
had a good experience with this approach—those “others” are usually people selling 
shoddy products to an unreliable market. So be careful. But realize that this technique 
will really enhance your credibility. 
 
What happens is that you tell your prospect to post-date their check (as I describes 
above—30 days is the “norm”) and you promise that you’ll return their uncashed check 
if they want their money back within that 30, 60, or 90 days. 
 
“Credibility-Booster” #15: Hold Credit Card Processing for 60 Days. 
 
Here again, you’ll he taking on the risk because you’ll be sending out product or 
performing services without payment. But, remember, anytime you can reverse the risk 
like this, it will boost sales. 
 
This technique is basically the same as # 14. It works just like the post-dated check. 
 
“Believability-Builder” #16: Admit that What You’re Selling Has a Flaw. 
 
Imagine “pitching” your product hard and heavy, telling your prospect how it will solve 
their problems, and outlining all the benefits they get—and then, you shift gears to let 
them know what’s wrong with what you’re selling. 
 
What do you think happens to your credibility when you do that? 
 
It goes through the roof! People are impressed when you’ve got the courage to admit that 
your product isn’t everything to everybody. This is called “Admitting the Flaw”. 
Admitting to this “flaw” will bring you closer to the sale because it increases your 
credibility. 
 
This works especially well if your offer is really powerful—almost too good to be true. 
What you’ve got to do is honestly take a close look at your offer, determine what it’s 
disadvantages are, and talk openly about them with your prospect. 
 
Take a look at this example, from a little Mexican restaurant’s sales letter: 
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“Look, if you want to go out and have waiters and waitresses with ‘white-glove’ service, 
then you’re coming to the wrong place. No fine wines here folks... just delectable, hot, 
fresh, tasty authentic Mexican food made by a real Mexican cook.” 
 
Really, what you’re doing is taking any competitive “disadvantages” and turning them 
into positives. Another example of this is when stereo dealers, car dealers, appliance 
dealers, department stores, and other types of businesses have a “year-end scratch and 
dent sale”! 
 
If you were a furniture dealer for example, and you were having such a sale you might 
say: 
 
“Oh sure, some of the linings are ripped underneath the couches and chairs—but no one 
will ever see that. But, because of our strict standards, I can’t sell it to you at full price; 
even though the damage is completely harmless and non-visible. That’s why we’re 
holding this ‘scratch and dent’ sale.” 
 
You see, what happens is by admitting to flaw, people perceive that you’re being honest 
with them... people like that.  
 
This will bring them in again and again. 
 
I encourage you to give it a try! 
 
“Believability-Builder” #17: Don’t Ever Use Just a P.O. Box For Your 
Address. 
 
That’s a big mistake. Always, always, always use your full street address—even if it’s just 
your home address. PO Boxes are response-killers! Even if you’re not a fly-by-night 
operation, they make people suspect that you are. And that’s exactly what we’re trying to 
get rid of... suspicion and skepticism. 
 
Remember, we’ve all been burned one too many times by someone, somewhere, 
sometime! You can’t afford to use a PO Box in your ad. If you do put a PO Box in your ad, 
make sure you also put your full street address in the ad right next to the PO Box. 
 
“Believability-Builder” #18: Offer Your Customers a Double Your Money 
Back lf Not Satisfied. 
 
This is a very powerful technique—but, no matter how good your product or service is, 
you’re going to get “slime” who want double their money back. 
 
So, when should you use it? 
 
I’d use it once you’re really well known in a niche. After you’ve been around a while, and 
the prospects have all heard your name and you’ve got a good reputation. What happens 
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then, is that people are nervous to take advantage of you because everyone else will find 
out. 
 
So even though it’s powerful, be careful how you use it. 
 
One other thing... I personally wouldn’t offer such a guarantee on a high-priced product 
or service. Whether your product or service is the best or not, this could put you out of 
business! 
 
No matter what you do, make sure what you’re selling is of top quality, and does every- 
thing it says. 
 
“Believability-Builder” #19: The “Bill Me Later” and Let Your Customers 
Pay Only If They Like Your Product or Service. 
 
Here again, you’re taking the risk off the prospect’s shoulders—and they’ll show you 
their appreciation by buying from you if what you’re selling over-delivers. Yes, over-
deliver—at every opportunity. 
 
That’s what I believe in anyway—you should too. You should always over-deliver no 
matter what you’re selling and no matter who you’re selling to. It just makes good sense 
to do so. Magazines make this offer all the time. You simply send in a reply form saying 
you want to subscribe, and they bill you later. 
 
This technique is wonderfully powerful and really helps boost credibility. People like 
being able to “try before you buy”... it’s kind of like the old puppy-dog close. 
 
This technique will work well for you on one condition: You over-deliver. See, whether 
that prospect pays the bill or not depends on how pleased he is with your product or 
service. And if you over-deliver to that prospect, you can bet he’ll want to pay for the 
benefits he receives. 
 
It’s important that you understand this... you must over-deliver. 
 
“Believability-Builder” #20: How To Get And Use “Success Stories” To Show 
Your Prospects That Other Buyers Of Yours Are Getting Results With What 
You’re Selling. 
 
This is a convincing strategy that takes good follow-up skills, and good investigative 
skills, and good probing skills.  
 
The idea is to call-up or visit customers after they’ve had a while to use what you’re 
selling. What you want to do is find out how well your product or service has improved 
their life/business—and you want to get this information in measurable specifics. 
Generalities just won’t do—you want exactness. 
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• Has your product increased their productivity? If so, by how much? 

• Has your product increased their profits? If so, how much and how quickly? 

• Has your product made a task easier? If so, how much easier? 

• Has your product gotten rid of a frustration that’s bothered your customers for 
years? If so, what frustration was it, and how quickly did your product alleviate 
this frustration? 

Are you getting the picture? 
 
Admittedly, this takes some effort and follow-up on your part—you must be consistent, 
and you must get specifics. Basically, you need to make your Success Story believable 
aby deploying these four elements: 
 

1. You need to find out what problem you solved for your customer—or what benefit 
they got from your product or service. 

2. What action was taken to solve the problems or to get the benefit? i.e. Did they 
buy your course, buy your service, etc.? 

3. What were the specific results? How measurably did your customer benefit from 
buying your product, or service? You must be specific. What were your 
customer’s reactions to all this? 

4. You need to get the details: name, company name, address, phone; and you need 
to secure permission to share non-proprietary information with other prospects, 
with your customer’s name attached; and where possible, with their phone 
number, company name, and website too. 

If you have to, offer some sort of valuable free gift or free service in exchange for your 
customers actually taking time out of their schedule to measure the performance of what 
you’re selling. 
 
In its essence, your “Success Story” is a testimonial—it’s an embellished testimonial. You 
want to show your prospects that people like them have successfully used your product 
to get the benefits you claim you offer. Here’s what you must do to make this idea work: 
 
Follow-up  on  those  who  are  using  your  product or  service — make  sure  they  are 
satisfied, and then define their satisfaction in measurable terms. 
 
You must find out what difference your product or service made. 
 
You must paint a picture (in your ad or sales letter) of the context in which this success 
was achieved. 
 
Make sure you use full names in your “Success Stories”. A testimonial or Success Story 
with initials is not worth having. You must get permission and use full names. 
 
Here’s an example of a Success Story, and how I’ve worked it into the copy: 
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“Robert Blackman owns a printing company in Oklahoma. He was skeptical to pay a so-
called “pro” to write his next direct mail package for him. Before he hired Brian, his 

results were around $1.10 return on every dollar he invested in his mailings. (At least he 
was a bit over break-even!) Once Brian helped Robert, his returns shot up to $4.29 on 

every dollar he invested! That’s the difference Brian Keith Voiles can make on your next 
direct mail promotion too!” 

 
You see, it’s pretty straightforward... pretty simple. 
 
People these days are interested in measurable results. They want to see the difference 
your product has made in the past for people like them. 
 
They especially want to know this information if your product is a “high-ticket” item. 
And you know, I feel that your prospects really do have a good reason for knowing such 
detailed information. 
 
Your prospects really do want to buy if you offer the benefit they want. But, if you don’t 
do everything in your power to “prove” to them that you can deliver... it’s your fault they 
don’t buy. 
 
I understand where they’re coming from—and so do you if you stopped to consider it all. 
Wouldn’t you be more comfortable with your purchases if you could see that others who 
are like you are making gains, strides, and solving problems and frustrations that you 
have? 
 
It makes sense—and it works. 
 
So start using “Success Stories” in your ads and sales letters today! 
 

Conclusion 

These “Believability-Builders” and “Credibility-Boosters” are all tested, measured, and 
proven to work. I use them in the ads I create—you should too. Building 
credibility/believability is of paramount importance in getting your prospects to take 
action when they read your ads! 
 
And all these little things add up to build powerful, believable credibility! 
 



 

 



 

 

CHAPTER TWELVE 
Reason-Why Magic: Tell Me Why & Then I’ll Buy! 

 
Whenever you run an ad, or do a mailing to a customer or prospect, share the reason 
why. Basically, the selling scenario in an ad should go like this: 
 
1. Tell your prospects the benefits they get from doing business with you; or the 

frustrations and problems that you can solve for them. 

2. Tell them the price. 

3. Now show why your product is worth this price. 

 
Do you follow me? 
 
This is so simple, yet so powerful you’ll be amazed at how much it will increase the 
believability of the ad—and your credibility as an advertiser. Here’s how it works: 
 
Basically, you just need to be honest. 
 
Similar to the scenario before: If you bought too much stock in the fall when business 
was hot, and now it’s winter and it’s the “off-season” for what you’re selling, tell them: 
 
“You get these one of a kind TV’s at 35% off for one reason: 1) I overbought last fall, and 
now I’ve got to move all this inventory. And if these TV’s don’t move, I’ll have to lay-off 
all these hardworking people in the shop and warehouse. Rather than do that and create 
ill will between me and my employees, I thought I’d generate a little revenue and give 
you a great deal at the same time.” 
 
That makes sense doesn’t it? All the guy’s doing is being honest. This technique will 
work for you as well. 
 
Let’s say you’re a wholesaler who sells lawn mowers to retailers. And let’s say it’s your 
first mailing or ad—and people have never heard of you. So, you want to make an 
incredibly positive (credible) impression with your market, so you give them a buy one, 
get four free!  
 
Your reason why may be something like this, shared earlier in Believability-Booster #11: 
 
“Why such a powerful offer? Well you see, I realize that competition is tough out there. I 
figured if you could try my mowers out, you’d he impressed. Plus you’d get a taste of our 
support services, and you’d get to take a look at the marketing and advertising materials 
we give you free with each mower... this helps you to sell more. 
 
And, basically, I’m hoping that you sell these 5 mowers in no time flat with those 
materials helping you. If you do, the way I look at it is this: you’ll be back... you’ll want 
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to become a permanent customer of mine. You’ll buy your lawn mowers from ABC Lawn 
Mowers from now on. 
 
Doesn’t that make good  business sense? Besides that, I got a great deal on these models 
myself—why not pass it along and build a relationship?” 
 
Do you see how much sense that makes? 
 
Being open and honest like this, and telling your prospects the exact reason why you’re 
making the offer you’re making builds credibility and believability! 
 
If you have a product that costs less than your competition’s, don’t you think your 
prospects are going to be curious about why yours cost less? You bet they are— so, you 
need to tell them the reasons why. 
 
Tell them why you can sell the same product or service at a lower price than your 
competitor. 
 
Is it because you have lower overhead, or is it because you buy your product by the 
thousands? Do you buy odd-lot inventories, or do you not give all the customer services 
that other companies offer? Or is there some other reason? 
 
Whatever the reason is, tell your prospect why your price is so good and you’ll make 
more sales. 
 
If your price is higher than your competition, tell the customer or prospect why. Why is 
your price high? Is it hand stitched? Is it made with authentic cowhide and is twice as 
durable with three times the handiwork of a similar, synthetic product? 
 
Tell your prospect the reason why your price is higher, and they’ll understand and 
appreciate your reasoning. If they understand you—they’re much more likely to buy 
from you. 
 
Or, do you offer a product that’s of much better quality than your competition? Is your 
product made with surgical stainless steel that will never rust? Is your product designed 
to last 2 ½ times longer than your competition? 
 
Your prospect will say subconsciously or consciously, “Tell me why your quality is 
better. Tell me in terms that I understand and I’ll favor you with my business.” 
 
If your offer is an almost too-good-to-be-true value, tell me (the prospect) why you’re 
making this offer. Is it because I’m going to order from you for the first time, and it’s an 
exclusive offer to first-time customers? Or, is it because if you can show me how good 
your product support is, I’ll never buy from someone else what I can get from you? 
 
Or is it because you got a great deal on all of the products in the package, and you’re 
willing to pass the savings on to me in order to win my business? 
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Or, is it because you’re way overstocked, and you’ve got to get your money out of this 
slower moving inventory, so you’re willing to sell it to me at a loss—rather them have to 
lay-off three or four guys who have families to feed? 
 
Tell me your reason why! Why should I buy from you instead of your competitors? Tell 
me what you’re doing that makes buying from you better for me. 
 
Tell me all the reasons why. The more factual and believable the reasons are that you 
give me for dealing with you, the more compelled I am to give you my business. 
 
You see, people appreciate your being totally honest and upfront with them about why 
you’re making the offer you’re making. Tell them the real reasons, sometimes the deeper 
reasons why you’re making such a powerful offer, and it all becomes much more 
believable for your prospects. 
 
Really, if you stop and think about it, reason why copy is just as it sounds. Copy that tells 
your prospects the exact, honest-to-goodness reason why you’re making such an offer. 
All you do is tell your prospects the real reason why you’re offering what you’re offering, 
the way you’re offering it. 
 
If your business is slow in the winter months, tell them so. 
 
“You get the deepest discounts I’ve ever offered... 60-85% off. Why? Simply because I’d 
rather give you a great deal on these widgets and break-even, than sell nothing, have no 
cash flow, and have to lay-off 3 or 4 guys. I know you’ll treat me good during our peak 
season, just like you always do. This is kind of a “thank you” in a way.” 
 
If you overbought and are overstocked, tell them: 
 
“You see, what happened is I bought 30% too much inventory—I’m overstocked. Since 
you’re already a consistent, good customer, I figured you might want to stock up on 
these widgets. They’re the exact same widget you pay full price for... now they’re yours 
(take all you want) for only $17 delivered. That’s a whopping 83% discount! 
 
You can even take your discount and your reason why, and put it into a headline: 

 
“Smith’s Brothers Is Overstocked 30% and Because You’re On My Mailing List, 

I Thought I’d Give You First Crack At Helping Me Reduce My Inventory By Offering You 
These 1st Class Widgets At An Honest, True, 83% Discount! I’ve 

Got to Make Room For the ‘18 Models—Help Me & I’ll Save You a Small Fortune!” 
 
Reason-why advertising copy is some of the most powerful you can create. 
 
Most advertisers just say “Buy from me” in their ads. They hardly ever say why. They say 
“Ours is the BEST!” yet they fail to support what they’re saying with reasons why theirs 
is the best. 
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Let’s say you’re a ski reseller. And, once winter is over you’re left with a huge stockpile of 
9,000 skis gathering dust, and you have $97,000 tied up in them, but no one wants to 
buy skis now because the ski season is over. 
 
Well, rather than pay storage fees for eight or nine months, you should tell your 
customers and prospects the truth. Write a letter, or display ad that tells your 
customers and prospects that. 
 
Think about it… there’s no way anyone can appreciate value in a vacuum. You can’t 
appreciate anything until you understand it. Most people forget this when it comes to 
advertising, and they lose millions of dollars. 
 
Let’s say you have a huge inventory of skis and… 

1) The skis are the best kind you can get and are guaranteed for life 

2) You are interested in selling them retail 

Then tell people what other retailers or wholesalers would normally offer these or 
comparable skis for, and tell them the price you’re willing to sell a pair of skis or a 
certain quantity of skis for. 
 
Tell your prospects why you’re selling the skis to them so cheaply—the real reason—but 
with a cute embellishment. 
 
For example, tell the prospect the truth—that you have 9,000 skis in your store’s ware- 
house, and the real rush is over until next fall, so you’ll sell them for what you’ve got in 
them… your actual cost, or even for cost less 25%. But add to that explanation an 
exclusive qualifier like: 
 
“But we’re only offering this value to our best customers as a reward for your past 
business.”  
 
Or... 
 
“But we’re only making this offer to new, first-time customers who buy an equal amount 
of other ski gear such as poles, hats, gloves, etc.”  
 
Or... 
 
“We’re only making this offer available to people who buy a season pass at our ski lodge.” 
 
(Or some other specific product). 
 
Remember, your customers and prospects won’t understand or appreciate the value, or 
the bargain, or the service, or the benefits you’re offering them unless (and until) you 
first educate them to appreciate it. 
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Merely offering a product or service at a specific price (even the best price) doesn’t 
motivate a response until you tell your prospect what a value it is compared to other 
products and services, and the reason why you can offer such value. 
 
Tell Them The Reasons Why And Your Prospects Will Be Putty In Your 
Hands! 

 



 

 



 

 

CHAPTER THIRTEEN 
Testimonial Power: How To Get And Write  

Testimonials That Will Increase Your Business! 
 
If you’re like most businesses, you’d like to get more recommendations and testimonials 
from your past and present clients, because you know that… 

 
Testimonials Are Worth Gold! 

 
Why? Because testimonials transform a hesitant prospect into an instant buyer. By not 
getting testimonials you are throwing away certain income that you foolishly let slip 
away... there’s no reason for this to be happening. 
 
How can you stop losing these “letters of gold?” 
 
That’s what this chapter is all about. But more than that, there is a specific winning 
formula to writing a testimonial which will help you get rid of your prospect’s hesitation 
and fear of buying from you. This formula is discussed in detail in this chapter... you’ll 
love it! 
 
This advice is practical—I use it most every day. There’s rarely a month that goes by 
where I don’t get another 5 to 15 testimonials to use in my advertising. Once you’ve 
studied this section, the same will hold true for you. 
 
I’ll also be telling you different ways to use testimonials in your ads and sales letters that 
will help generate more business for you. 
 
Testimonials are a great support element for successful marketing. They build 
believability and credibility. You really do need to have them. 
 
My testimonials number in the hundreds. Having testimonials from a variety of 
industries and sources is a powerful selling tool, almost as good as a word of mouth 
referral. It may take some time for you to get this many testimonials, but it is well worth 
it. 
 
Testimonials are valuable in both the business to business sales environment and the 
consumer world. 
 
After you’ve had the opportunity to read this chapter, study it and put its ideas to work, 
please write me to let me know how the ideas are helping you to make more money in 
your business. 
 
These ideas will make money for you, hundreds of dollars over the cost of the entire 
course. I want to hear about your successes with testimonials. 
Most businesses never bother to get testimonials. This is the typical scenario: 
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It’s been three months since you closed the deal. The customer is absolutely thrilled with 
his new purchase. The person that bought from you comes up and says, “This thing has 
saved us 57% on our paper bill, cut down time by 88%, and is so simple to use, it’s simply 
amazing. Thanks John.” So you jot down a note to call them for hopefully repeat 
business sometime down the road, right? WRONG! 
 
Listen. You spent a lot of time and a lot of money trying to get this customer. They were 
once very worried about whether or not to even buy your product or service. 
 
Now you’ve got to help other new prospects to understand that there’s no risk in doing 
business with you. 
 
So you ask previous customers for the testimonial. 
 

How To Ask For (and Get) a Winning Testimonial? 

It begins with realizing that, if you have a good product or service, you deserve the praise 
in the form of a solid testimonial. You must first believe that you deserve these 
testimonials and then you’ll have what it takes to ask for them! 
 
Most business people find asking for and getting worthwhile testimonials a burdensome 
and undesirable task. They hate confronting people and asking for their help. 
 
You need to realize that if you’ve done a good job, you should have no hesitation in 
asking for a testimonial. 
 
Succeeding in this area starts with you becoming mentally resolved to get these quality 
testimonials to which you are entitled. 
 
My biggest “secret” for getting testimonials is to just ASK! 
 

Why Bother Getting Testimonials? 

Most people don’t bother to get testimonial for two basic reasons: 
 

1. Testimonials focus on the prospect and his thoughts, and not on the advertiser. 
Most advertisers are terribly self-focused. 

 
2. It can be a time consuming task to bother to get testimonials, especially good ones. 

 
Getting testimonials that are of tremendous value can be challenging. But, it won’t be 
that bad if you have a system for it—which you now hold in your hands. 
 
Your contact with a new buyer shouldn’t end the minute you get their payment and the 
deal is done. Money should never be all you want! 
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To get the types of testimonials that are going to be useful in your marketing you’re 
going to have to do these things: 
 

1. Contact your current and past customers 

2. Ask for testimonials from every new client you get 

3. Keep up with all customers and clients to find out what further benefits were 
derived from buying your product or service, if there were any 

 
If you succeed in these things, you can get testimonials that will help you sell more of 
your product or service faster. 
 
A good testimonial really is worth gold to you— and it’s no wonder. Just take a look at 
what a good testimonial will do for you. 
 
You see, people work hard for their money (or at least they think they do) and they want 
to spend it. They really do want to spend it. But, because of past foolish spending, people 
find themselves very hesitant to do so. They are nervous about letting go of their money 
because they’re afraid of being “taken” again. 
 
A good testimonial will help you overcome both of these problems. A testimonial can get 
your prospect excited about buying (which is something he wants to do anyway) and it 
also reduces their anxieties about buying from you because he can read (or hear) about 
the success you’ve had with someone like him, through a testimonial. 
 

Who Needs Testimonials? 

No doubt, anyone who has any type of business could do better with testimonials. In my 
business I serve both small business owners and Fortune 500-type accounts; and I 
equally encourage both to set up systematic programs for generating and gathering 
testimonials. 
 
Testimonials, both on video and on paper, have helped me close more than one deal—
and thousands of dollars worth of writing and consulting business. 
 
The fact is, you need testimonials whether you are a computer manufacturer or a 
janitorial service. It doesn’t matter what kind of business you’re in—you’ll make more 
money from your advertising with a long list of satisfied clients, and an ad stuffed with 
benefit-specific testimonials. 
 
For each market you’re selling to, it will help to have relevant testimonials that include 
benefits specific to this market. Different people buy for different reasons, and so will 
different markets buy for different reasons. 
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Good & Bad Testimonials 

There is a big difference between a good testimonial and a bad one. Too many 
testimonials go something like this: 
 

• “We enjoyed your product.” 

• “Your salespeople are really incredible.” 

• “I really liked how your product worked” 

These testimonials at first may look all right. But you see, they’re not pointing to any 
specific benefit that your prospect is hoping for when they buy your product or service. 
 
Good testimonials come directly from benefits. And good testimonials reinforce specific 
benefits. 
 
A wonderful exercise to do is this: List every benefit your prospect gets from your 
product or service and then get a testimonial for each of these benefits. 
 
OK. OK. I can hear you yelling, “How am I going to do that?” Not to worry. Read on to 
find out how. 
 

Getting a Testimonial for Every Major  
Benefit That You Offer 

There are other ways, but this is the simplest. I make an evaluation form that asks 
(among other things) my customer what they thought of each benefit. After every time I 
provide a service I give the customer a postage paid evaluation form to fill out. 
 
Evaluation forms are wonderful. If your service or product is good, then evaluations are 
a real balm for the ego. 
 
But, better than that, if you word them right they tell you why your prospects buy... a 
nice side benefit to be sure! For example, in a copywriting evaluation form I would put in 
questions like these: 
 
1) Please rank in order of importance WHY you used my professional copywriting 
services: 
 ________ I don’t have time to write advertising 

 ________ You make my job easy by doing all of the writing for me 

 ________ I heard you were the very best, and I wanted only the best for this mailing 

 ________ Other. Please specify: ______________________________  

 
You get the picture? 
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We’ve talked about questionnaires before. Understand though, this questionnaire is one 
that will evaluate the performance of you, your products or services. You’ll learn a lot 
about how you’re perceived by your customers. Plus you’ll learn a whole lot more. 
 
Now this stuff is nice to know, because it tells you why your customer bought from you. 
Or at least, the biggest reasons why. BUT, let’s relate this to testimonials. 
 
Later on in the evaluation, you want to include this question for your customer to answer: 
 
“In question #1, you ranked the main reasons why you took advantage of my services. 
Please explain how I “delivered” on these benefits. Include any praise or suggestions for 
your reason # 1, reason #2 and reason #3. (Refer to question # 1 if needed)” 
 
Then you leave a big blank space for them to tell you how great you are concerning each 
specific benefit. 
 
Does this work? 
 
YOU BET IT DOES! 
 
I use it constantly and so should you. 
 
On the evaluation you should always end with a question along the lines of this: 
 
“IMPORTANT: Please summarize your feelings about my 100% guaranteed copywriting 
services and give any additional comments, suggestions, or praise:” 
 
Then you leave another large blank space for them to write in their comments. This will 
sometimes be left blank.  
 
But more often than not, if you approach this correctly… 
 
This Is Where You’ll Get Your Really Strong Testimonials. This Is Where 
Your Customer Will Sing Your Praises! 
 
After that question, have a place for them to sign the evaluation, and after they sign it, 
have two little tick boxes with a yes or no response alongside them and ask, “May I 
quote you?” 
 
That’s all there is to it. And if they check “yes”, you can quote all day! 
 

What a Good Testimonial Will Do For  
You & Your Prospects 

A good testimonial gets the prospect excited about buying from you because he sees the 
benefits that a person like himself achieved by using your products or services. 
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When a prospect reads a testimonial about you (or hears or watches one) he needs to 
know immediately what kinds of benefits he gets from buying your service. Your 
prospect needs to see that the endorser is someone that he can relate to, someone that 
he has things in common with. 
 
As your prospect reads the testimonial he needs to say to himself: 

 
“Hey, this person is like me. It must be a good decision to 
buy this product because it worked well for this person and 

they are like me.” 
 
When your prospect reads this, their hesitancy to spend their money with you 
diminishes significantly. They also get more excited about the possibility of you, your 
product or service, doing an equally good job for them as well. 
 
And, as we’ve discussed, testimonials increase the credibility and believability of your ad 
or sales letter. 
 

Getting Good Testimonials Even If  
You’re Just Starting Out 

As long as you are “in business”, you need to be in the business of gathering testimonials. 
Whether you’re just starting out or have been in business for years, you need 
testimonials. 
 
If you’re just starting out, I suggest you get testimonials about yourself. These are better 
than nothing, but really can’t possibly have specific benefits focused on your service. For 
starters though, they may help build credibility. 
 
Another option would be to provide your product or service to some prospects either free, 
or at a discounted rate in exchange for some testimonials. 
 
If you’ve been in business for a while then it’s a simple matter to gather testimonials—if 
you believe you deserve them and you overcome any fear of asking for them. 
 
The very simplest way to get testimonials is when a customer comments about your 
product or service, simply ask… 
 
“May I quote you?”  
Then write down what they said, send it to them with a short note and a self-addressed 
stamped envelope and ask them to sign it granting permission to use it in your ads and 
marketing communications. 
 
Remember to ask for specific information from them, name, business, title, etc. The 
more specific these comments are, the more value in what you have to show other 
prospects. It’s people just like themselves have bought from you—and gained the exact 
benefit a new prospective buyer is seeking. 
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Another way to get testimonials is to give each client an evaluation form (as we talked 
about earlier) after you perform your service, or about 3 weeks after they’ve had a chance 
to look at and use your product. 
 
Make it easy for them to fill out and return so that the likelihood of getting it increases. 
Pay the postage for them, and put the evaluation in letter form. You may want to offer 
them some sort of discount or gift for taking their time to fill out the evaluation form. 
 
Make sure you ask questions that are going to be valuable to you like: 
 
“How did my service compare with other services you’ve had?” and “On a scale of 1 to 10 
how would you rate...” 
 
You want comments that you’re going to be able to use in your sales letters, web pages, 
brochures and flyers—not just general comments that are unspecific about benefits 
gained. 
 
As long as you make it easy for them, most people love to help out and do you a favor. 
Let them know that you’ll be putting their name in your brochures and flyers. People 
thrill to see their names in print—or on the web page of a hot product! 
 
7 Ways to Use Testimonials PLUS… A Few More Testimonial Tips 

For You 

Here are a bunch of tips, hints and ideas about using testimonials: 
 

1) Testimonials can be used effectively in any advertising format: 

• Brochures 
• Flyers 
• Business Cards 
• Voice Mail Messages For Incoming Calls 
• DVD Demonstrations 
• CD Demonstrations 
• Cover Letters 
• Advertisements 
• Posters 
• Press Releases  
• Online Sales Pages 
• Landing Pages 
• Email Messages 

 
Basically, testimonials can be used anywhere to induce prospects to take an action which 
will lead to a sale. 
 

2) As a very general rule of thumb, use about two testimonials per page in each of 
your marketing documents. 



Advertising Magic:  The Complete Guide to Creating Hot Ads & Sales Letters That Work! 

213 

3) Always get testimonials at every chance you can. 

4) Never stop gathering testimonials. 

5) Use evaluation forms for EVERY MARKET that you work. 

6) Get testimonials for every benefit that you offer to each market. 

7) Testimonials will help you excite your prospects about the benefits that you have 
to offer, and lower their anxieties about buying from you, because they know that 
people just like them have received the promised benefits from you. 

 

The Winning Testimonial Formula 

Winning testimonials are benefit-packed. They help reduce prospect anxieties and get 
them excited about buying from you. Winning testimonials show a prospect that 
someone just like him has received real benefits from what he is now considering buying. 
That is what a winning testimonial does. 
 
Now let me tell you the winning formula that will make sure you get winning 
testimonials. Here’s what it says to your prospects: 
 
 
“Dear Prospect, 
 
I am like you. We were concerned about getting a _______that would really do a good 
job. We were worried about this and this and this. 
 
We decided to give  ________  a try. Now we know that ________does a great job! 
He delivered this benefit and this benefit, and most of all this benefit. 
 
We highly recommend that you use  ________  if you want these same benefits. If you 
have any questions about what he did for us, call me at (555) 123-4567.” 
 
 
Here is the formula stripped down to its bare bones: 
 

• I’m like you. (This is important—your prospect wants to know that it works for 
his type of business or industry) 

• I had a problem like you and wanted to achieve the same benefits that you do. 

• Like you, I was concerned about what I should do, wondering if anyone could 
really help. 

• Well, now I know (your product or service) provided (the benefit I desired). Just 
like it will do for you! 
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This is a simple formula that works. It works well enough that I suggest you actually give 
this outline to any customer of yours that’s crazy about how good a job you do—or how 
great your product performs, and have them follow it when they write your letter. 
 
It is benefit-packed and tells your prospect that someone like him is out there, that has 
used you with great success. 
 

Conclusion on Testimonials 

Now you know what a winning testimonial says and you know how to use them and how 
to get them. You are on your way to winning with testimonials. 
 
But, let me warn you. This information only works if you use it. You must be prepared on 
a daily basis to use these ideas. Therefore, take some time to prepare the necessary 
evaluation forms and other documents you need to gather testimonials in a time efficient 
manner. Here are the documents that you need: 
 

1. The basic winning testimonial formula 

2. An evaluation sheet for each target market you sell to 

3. The evaluation sheets should help you gather testimonials for each benefit that you 
offer 

4. Ads and marketing documents to use your testimonials in 

 
Remember, testimonials have two main purposes: 
 

1) They make your prospect less nervous about buying from you because he sees that 
people like him have used your product or service with success... so they build 
credibility. 

 
In a testimonial, a third-party is endorsing your product or service in their own words. 
This “endorsement” is much more credible and convincing than you praising your own 
product! 
 

2) They get your prospect excited about buying your product or service because they 
see that a person in their same type of field got specific benefits from what you’re 
selling—it’s in their testimonial. 

 
You need to get testimonials. And you can get testimonials—and it’s not a difficult thing 
to do. But it’s up to you. 
 
You can keep letting these “letters of gold” slip through your fingers, losing hundreds of 
dollars in business, or you can start acting like an advertising professional and get the 
testimonials that your quality product or service deserves. 
 
You decide. 
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Your most powerful business-getting ally is a customer who loved your service or 
product. But they’ll never go to work for you in print if you don’t capture what they have 
to say.  
 
You must get those testimonials. 
 
I’ll be honest with you: you’ll make a lot more money if you follow the simple suggestions 
in this chapter—and you’ll see these letters help fill your bank with gold! 



 

 

CHAPTER FOURTEEN 
Guarantee Magic: How To Create Win-Win Guarantees 
That Take The Risk From Your Prospect, & Shoot Your 

Response Through The Roof! 
 
You know credibility is important to the success of your ads. In my opinion, there aren’t 
many things as powerful as a guarantee for increasing the credibility of your sales copy. 
If you’re not offering a guarantee on your products and services, you need to start doing 
it right away! 
 
A powerful guarantee is a key opportunity for increasing both sales and profits. 
 
The challenge for most businesses is believing enough in their products to offer a 
guarantee, and announce it in all the ads they create. What happens is this: they’re 
scared to use a powerful, “obvious” guarantee because they’re worried about being 
ripped off. 
 
They end up not even having a guarantee—or they don’t tell people about it. If you do 
this, I will guarantee you’re losing sales left and right that you could’ve had! 
 
Don’t do it! 
 
Offer a powerful, no-questions-asked guarantee. It will boost your credibility and take 
the risk from the buyer and put it on your shoulders… and that’s a good situation! 
 
It’s so important to take the risk of the purchase onto your shoulders—this makes it so 
your prospect has no reason not to buy. 
 
They are motivated when they’re on the border line of ordering. You know, they’re 
thinking of buying—but they’re just not sure if the risk is worth it. Without a guarantee 
of any kind (or worse yet, a wimpy guarantee!) —they won’t order. 
 
But... what if there had been a powerful guarantee like this one: 
 
“Remember, you have absolutely NO RISK when you order—try these ‘Magical Health 
Insoles’ for 90 solid days. If by that time you haven’t seen health miracles in your life, 
simply return them to us. You will immediately get a complete, no-questions-asked 
refund! No hassles, no headaches, and we’ll part friends!” 
 
This guarantee out and out tells the prospect in no uncertain terms, they have no risk. 
People like that very much. 
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They want to feel confident that the decision they’re making is right... and the guarantee 
appeals to their logic. Your ads must appeal to both the emotional side and the logical 
side of your prospect’s buying decision. 
 
The emotional side is where all the passion comes in—where you get your prospect 
excited and picturing himself using your product and enjoying the benefits of it. 
 
The logical side is based mostly on your guarantee. The prospect sees the guarantee and 
says, “Besides, if I don’t like it, I can get my money back with no hassles... there’s no 
chance I can get ripped off!” This really appeals to the logical side of your prospect’s 
decision to buy—it helps him to “justify” the purchase to others. 
 
I’ve found myself doing this with my wife. She’ll ask me, “Why’d you buy that?” And it’s 
easy for me to come back with reassurance like this: “Oh don’t worry about it—if we 
don’t like it we can send it back—it has a 90 day guarantee, so just relax.” 
 
If you position your guarantee the right way, it will offer a tremendous amount of 
credibility to your ad, and thus increase response. 
 
But, as I mentioned earlier, you must feel that your product is good enough to guarantee. 
If you don’t feel that way, why should a total stranger feel it is good enough to buy? 
 
You must understand that people are almost scared to buy today—especially when it 
comes to large purchases of $100 or more online or through the mail. 
 
Your prospects are afraid of making the wrong decision. By offering a guarantee, and by 
reversing the risk of buying, you’ll get double or triple the business you’d get without 
taking on that risk. 
 
Consider this: if a customer brings your product back and wants a refund, wouldn’t you 
give him back his money anyway? If so, why not announce it in every ad, flyer, brochure, 
business card, etc. that you use? It makes sense doesn’t it? 
 

Risk Reversal 

Now, let’s take a quick look at what I mean by “risk reversal”. 
 
When a prospect looks to buy your product or service, someone takes a risk—either you, 
or the prospect. 
 
I believe that you or your company should take the risk, not the prospective customer. 
By taking all the risk off the buyer and assuming it yourself, your offer is about 20 times 
more powerful than otherwise. Honestly, when a company reverses the risk and assumes 
the risk for the customer, double or triple sales increases are the typical result. 
 
People today, in general, are better/smarter buyers than they used to be. 
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I think, in a lot of ways, people have come to expect that if they don’t like something 
they’ve purchased, they can get their money back. I know here in Sandy, Utah, if you buy 
anything, from a toy gun up to a car, there are many businesses who will give you your 
money hack without question. 
 
It’s a powerful policy to have—and it keeps me coming back to those stores time and 
time again! 
 
If your product is “shady”, get rid of it. There are so many other things out there that you 
can sell. There’s absolutely no reason anyone has to settle for selling shoddy or shady 
merchandise when you can make money offering quality products and services. 
 
Also—if you do sell a shoddy product (especially if it’s over $100) you’ll get dozens and 
dozens of returns… you know, people wanting their money back. And that gets expensive! 
 
I recommend you start with a powerful product in the first place, then you won’t have to 
worry about a high return rate. 
 
Oh sure, you’ll get a few returns no matter what you sell—there will always be those 
types of people who will take your book or course, copy it, and send it back requesting a 
refund—plan on it happening! 
 
But, a powerful, no-risk guarantee will always increase your response to the point that it 
more than pays for those who want to take unfair advantage of you... so don’t worry 
about it. They’ll “get theirs” in the end. 
 
Besides that, I have a strong feeling that people who do swipe information like that will 
never succeed to any noteworthy scale. Those who steal are the scum of the earth; and 
being scum, unless they change their ways, they’ll never amount to much of anything. 
 
Onward. 
 
Strong, no-risk guarantees will bring you:  
 

• More Sales  

• More Profit  

• The Ability To Charge More  

• Greater Competitive Advantage 

• Paradoxically, Fewer Returns 

 
But of course, there are risks. 
 
First, there is the honest risk of your product being returned for a refund because it 
really should be. That is a risk that any business person should be willing to take. After 
all, if a customer came to you with a detective product and asked for a refund you would 
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More probably give it to him, right? So why not profit from it by telling people in 
advance that you will do so? Say it like this: 
 
“However, I understand that our products aren’t for everyone—that’s why I’m giving you 
this 60-day guarantee. Give my product a try—test it out to see if it’s for you. If it’s not, 
no problem, I understand. As my guarantee states: “If for any reason you’re not 
completely satisfied, you’ll get every penny back!” 
 
I think the real fear that most of us have is that a dishonest person will take advantage of 
you, like I mentioned before. Please try to understand that it really doesn’t matter. 
Because, for every person who takes advantage of you, many, many more will buy from 
you because of your guarantee. Guarantees are that powerful. 
 
I believe (and I’ve seen it happen) the numbers are in your favor for three reasons: 
 

people are honest than dishonest. (If that’s not true in your line of work, perhaps you 
should consider a new line of work... Seriously!) 

1. Most people are forgetful. They will forget whether you offered them a 6-month 
guarantee or a 12-month guarantee. Or, exactly when they bought it from you. Or, 
even that you offered a guarantee. It’s not that you are trying to make them 
forget—they just plain forget! 

2. People tend to be lazy and busy. Because people are lazy and busy, most people 
won’t take the time and effort needed to look for their sales receipt, package up 
your product, and return it to you. 

Understand, too, that just like in my example above, about the home improvement 
store—most businesses don’t make a big deal out of letting people know their policy on 
guarantees. 
 
That’s crazy! 
 
Can you imagine the profits places like this home improvement store lose each day... 
simply because they fail to announce such a powerful guarantee? Their building should 
constantly he stuffed with buyers! They shouldn’t be able to close their doors at night! 
 
They could be so busy and so profitable—but, since they don’t really “YELL” their 
guarantee around to everyone in the valley, they continue with a good, strong, solid 
business—but not half of what it could be! 
 
Don’t you do that! 
 
Take your guarantee and use it! 
 
Put it on every postcard you send, every letter, ad, flyer, brochure... everywhere! Let 
people know that they can buy from you with no risk—you’ll be shocked at how much 
your business increases! 
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Guarantees also help induce immediate action. You prospects are probably very hesitant 
to buy (most prospects are these days) and a guarantee can be the little “push” that gets 
them to buy. 
 

Guarantee Strategies That Work 

1.  Make your guarantee as strong and as risk-free as you can. Your confidence in your 
product will result in increased sales, increased royalty, and more repeat business. For 
example: 

“If you don’t get all the benefits I promise and more, simply return the Life-Saving 
Miracle Health Series Videos and receive every penny back—including shipping. I’ll 
pay for the return postage as well! The way I figure it is this: if you’re not satisfied, 
that’s my fault—not yours! Why should you have to pay anything for it? You have 
absolutely NO RISK WHATSOEVER!” 

2. Make the guarantee period as long as you can. A 10-day guarantee does nothing to 
increase your response. A guarantee with that short of a period shows how much you 
believe in your product... not very much! Even 30 days is questionable... people just 
don’t trust a guarantee like that. Besides that, studies have shown that returns usually 
drop when the guarantee period is lengthened. I recommend at least 90 days—but if you 
can, go 6 months or more.  

Example: 

“Try ‘Get Fit’ for a full 6 months—if it doesn’t do everything you hoped, simply request a 
full refund and the $120 in bonuses are yours to keep... no hassles!” 

3. Set up your policy and procedure for “normal returns”—refund requests for honest, 
valid reasons. Make your refunds quick, easy, and hassle-free for your customer. If you 
do that, they’ll remain happy customers and chances are they’ll continue to buy from 
you in the future. Studies have proven that if an unsatisfied customer is handled in a 
kind and considerate way, they almost always becomes a loyal, lifetime customer. 

4. Try putting your guarantee in the headline! This really grabs your prospects by the 
throat—just make sure you can deliver on your guarantee! 

5. Somewhere along the way, after you have made tons of money from your new 
guarantee—someone will try to rip you off. Don’t worry about it... let them. Your extra 
profits are already in the bank. Just refund their money, or whatever your guarantee is, 
and delete them from your database. This reminds me of a cute little story: 

There was once a fellow who bought a DVD from a client company. After about 2 weeks 
the DVD was returned along with a note requesting a refund. 

However, the DVD that was returned was a copy of the original! Apparently this 
fellow copied the video, and was going to send back the original to get his money back—
but instead, he returned his “black market” copy! 
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My client couldn’t decide whether to send the customer’s money back or not. After some 
deliberation, he determined what he would do... he sent the fellow his money back! 

Well, sort of. What he did was, he took the money he was going to send back to the 
customer, and copied it on the copy machine—and sent that money back! 

Isn’t that a hoot? Onward... 

The Elements of a Money-Making,  
Risk-Free Guarantee 

1) First of all, your guarantee must be risk-free—and it must state that it’s risk-free. 
 

For example: 
 
“You’ll get everything you see listed here, totally risk free! What do I mean by risk-
free? Simply this: If our product isn’t everything I said it was and more, simply return 
it for a complete refund including shipping! No hard feelings, no questions asked.” 

 
2) You must let your prospects know that if they request a refund, there will be no 
hassles, and no questions asked—regardless of the reason they’re returning the product. 
 

For example: 
 
“Try out our system for a full 6 months. If at that time you’re not absolutely certain 
you can make money with it, simply return it for a complete, no-hassle, no questions-
asked refund of your purchase price! We respect your opinion and realize that our 
quality products are not for everyone.” 

 
3) You must state the time period of the guarantee. 
 

For example: 
 
“You have up to one full year to put our profit-making system to the test! If you’re not 
totally pleased with the results, simply call our toll-free number and arrange for UPS 
to swing by and pick it up. We’ll drop you a check just as soon as we get your package 
back!” 
 

4) You should tell them the reason why you offer such a powerful guarantee. There are 
all kinds of reasons for offering such a powerful guarantee: 
 

• Tell them: “Why such a powerful, no-risk guarantee? Well, I know this is the first 
time you’ve ever done business with XYZ company—and I want to make sure it’s 
a good experience. I know that if you’re totally satisfied, you’ll become what we 
call “a regular” around here. That’s a win/win situation for both of us: I can stay 
in business, you can get quality office supplies at dirt cheap prices. When I put it 
that way, it sort of makes good sense to offer such a strong guarantee, doesn’t it.” 
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• Or, try this: “Am I crazy for offering this one-year, no-risk, 100% money-back 
guarantee? Maybe. Maybe not. The way I look at it is this: if I were in your shoes 
and looking to do business online or through the mail with such a high price tag, 
I’d want to rest assured that if I wasn’t comfortable with the product, I could get 
my money back—makes sense, doesn’t it?” 

• Or, this is one I’ve used a lot: “You’ll notice that none of our competition offers 
such a strong guarantee. I think that tells you a lot about how confident they are 
with their product and how well it delivers. You get a no-risk guarantee from us 
for one simple reason: you must be satisfied—or I don’t deserve your business.” 

• Or, how ‘bout this one: “The way I look at it is this: why should you have to 
continue to pay for a newsletter you don’t want to get. If you’re not satisfied, you 
get your money back.” 

Here are some other “risk-reducers” that work well in or with your guarantees: 
 

• Unconditional Money-Back Guarantee 

• Life-Time Guarantee 

• No-Risk Trial Offer 

• No-Hassle Return Policy 

• Cancel At Any Time 

• Full-Year Warranty 

• Send No Money Now 

• Money-Back Guarantee Plus $10 For Giving It A Try 

• Get Your Money Back and Keep the Bonuses! (A $125 value!) 

• Double Your Money Back 

• Send No Money Now—Will Bill You Later 

• Pay In 3 Easy Monthly Installments 

• Order By Credit Card To Get 30 Days FREE 

• Postdate Your Check or Money Order For 40 Days From Now—I Won’t Cash It 
Until That Date 

Your guarantee should be as liberal and risk-free as you can make it. 

Examples of Different Types of Guarantees 
 
Here are a few examples of guarantees that are proven effective with skeptical 
marketplaces. Adapt them to your own usage however you’d like: 
 
1)  The “Standard Guarantee”. This is where you simply offer your customers their 
money back if they return your product within a given time period. 
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2) The “Pay Only If It Works Guarantee”. This is where your customer is able to take 
your product and put it to the test. If it does all you say it will, the customer is obligated 
to pay either the outstanding balance, or buy it, depending on how you set it up on the 
front end. 

3) The “Better Than Risk-Free, Lifetime Guarantee” has got to be the most powerful 
guarantee you can use. This is where you not only offer to give them their money back, 
but you also let them keep all the valuable bonuses that you gave them for making their 
purchase before a given deadline. Ideally these bonuses cost you very little, but have a 
very high perceived value. Special reports often fall into this “ideal” category. Obviously, 
the customer gets to keep the bonuses even if he returns the product. You may want to 
put it this way: 

“These incredible bonuses are worth more than $85 themselves, so even if you do decide 
to get your money hack, you’ll be $85 ahead just for trying our product!” 

Don’t pass this technique by as being too much risk for you to take. This type of 
guarantee can really shoot your response through the roof. 

4) The “We’ll Beat Any Of Our Competitor’s Prices By x% Guarantee” is one that you see 
retailers using all the time. It’s usually referred to as a “low-price” guarantee. If you’re in 
a cutthroat market, this may be what you’ll want to use.  

It goes something like this: 

“Go ahead and shop around for your next computer. I guarantee that there are no other 
computers that are better built, better serviced, with a lower price. But, if per chance you 
happen upon a computer with the same or better quality than ours, and its price is 
lower... we’ll beat their price by 15% and pay you $20 for bringing it to our 
attention! Even if you’ve already bought your computer from us and had it for up to 6 
months... we’ll still honor this guarantee!” 

Pretty strong isn’t it? I haven’t seen this technique put to work much in the space ad or 
direct-mail industry. It’s something worth testing—and a very powerful proposition! 

 
Conclusion 

When it comes right down to it, your prospects have two worries on their mind: 
 

1. Am I going to get what I think I’m going to get when I place my order—do you 
deliver on what you say you’re going to deliver? 

2. If I don’t get what I want, will you give me my money back with no long waits, 
with no hassles, immediately? 

 
Remember, today’s prospects are more skeptical and jaded than ever. We’ve all been 
burnt by unscrupulous corporations, politicians, and advertisers. It’s only natural that 
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people are skeptics these days. Using a guarantee is one of the easiest, but most 
powerful ways you can boost your credibility. 
 
A well-positioned guarantee shows that not only do you have real confidence in what 
you’re selling, but also that your prospect has no risk in becoming a customer. It seems 
to take the edge off the buying decision—and as I mentioned earlier, it appeals to the 
logical side of your prospects buying mind... which is of critical importance.  Start using 
guarantees in every ad or sales letter you create, and you’ll see an immediate increase in 
your response! 
 



 

 



 

 

CHAPTER FIFTEEN 
The Magic Question Your Prospects Want Answered: 
“Why Should I Do Business With You Instead Of Your 

Competition?” Finding Your “Unique Competitive 
Advantage” And Blending It Into All Your Advertising And 
Marketing To Boost Immediate And Long-Term Response! 

 
Most advertisers don’t have a clue about the advantages of having a UCA. I’ve even had 
some who say to me, “You know, I don’t get this UCA thing—what’s so powerful about it 
and why should I have one? What is a UCA anyway? UCA stands for: 

 
“Unique Competitive Advantage” 

 
Simply put, your UCA, or “Unique Competitive Advantage” is the feature or benefit that 
makes your product or service stand out from your competitor’s. 
 
It’s what makes your product a better buy than all of your competitors, of and by itself... 
it’s the “something different” that your prospects can’t get anywhere else... it’s only 
available from you. 
 
Some people call it a “USP” (unique selling proposition)—and others call it a “SOB” 
(statement of benefit). Whatever you choose to call it—you need to know what a UCA is, 
and how it can benefit your advertising in a big way! 
 
Without a UCA, the average Tom, Dick or Harry has no way of knowing why he should 
choose your product or service over all of the others that are available. And it’s your 
responsibility as an advertiser to tell your potential customers why your product is more 
desirable. 
 
If you don’t tell them, they’ll never know... it’s that simple. Never assume that your 
prospects know anything—take the effort needed to tell them! 
 
UCA-based advertising is the most effective, wallet-fattening advertising there is. With 
very few exceptions, all truly effective advertising is UCA-based advertising. 
 
Let me take you on a short “walk” outside of the direct marketing world for just a 
minute, and see if I can illustrate more clearly the magic of UCA-based advertising. 
 
Television ads offer some of the best possible examples of UCA-based advertising there 
is. Because of the brevity of TV commercials, the UCA must come across clearly and 
succinctly. And thus, in a good television ad, the UCA’s are easy to spot. Let’s take a look 
at how it works: 
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Years ago, Chrysler Corp. finally started to use the power of a UCA. Maybe you 
remember their TV commercials and maybe you don’t. What Chrysler did was feature 
it’s then chairman, Lee Iacocca, standing next to one of his latest models, and boldly 
stating… 
 

“You won’t find air bags as standard equipment in those Japanese cars. Only in 
Chryslers.” 

 
You see, Iacocca was telling people that “safety” was the Unique Competitive Advantage 
of “today’s Chrysler” —in comparison to Japanese cars on the road back then. 
 
In other words, unlike those Japanese tin-cans-on-wheels that you kept seeing wrapped 
around telephone poles all over the highways, Chrysler claimed to put your safety first, 
by building sturdier cars, and including air bags as standard equipment—long before it 
became mandatory. And those ads worked wonderfully well! 
 
In short, when you find out what that “certain something” is that sets your product or 
service head and shoulders above the rest, then you should use it in your advertising. 
And it should be a continuing theme throughout all the rest of your advertising and 
marketing as well. 
 
How about those (now much older) TV ads for that fast-food place known as Del Taco? 
The running theme of their ads was this: “Del Taco is not the same place, not the same 
thing.” In other words, their UCA was the wide variety of different food dishes they 
offered, as opposed to the usually limited menu found at most other burger joints. You 
wouldn’t have to worry about having to eat the same old thing—day after day—if you ate 
at Del Taco. 
 
Arby’s built a reputation along those same lines. “Different is good” they said. 
 
Again, the point is that no matter how simple the pitch, UCA-based advertising 
is absolutely tops when it comes to effectiveness. 
 
Are you starting to catch on to this UCA stuff? It’s really not all that difficult once you 
get a feel for it. Just remember that: 
 
Your UCA is that one distinct, appealing benefit that sets you apart from every 
competitor you have... it’s something special—something that makes you unique. It’s 
how you position yourself as compared to the competition. 
 
There are different kinds of UCAs... any one of which may be the one you’ll want to use 
for your business. Or, you may want to come up with your own. 
 

• Some companies position themselves as having the best selection or widest range 
of options. Their UCA is “having a broad choice.” 
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• Other companies might have a more limited selection, but their UCA is “low price” 
or “low markup”... and they can get almost phenomenal results by combining a 
guarantee with their UCA. For example: 

 
Here’s a brief example for you of a company who took their UCA, and positioned 
themselves as the absolute best and largest in the country after a short while. Remember 
the haircutting chain, “Supercuts”? A while back, they mass marketed their uniqueness 
with ads that ran like this: 
 
“In this world, there are only two kinds of haircuts—Supercuts, and all the rest. The 
difference is in our exclusive cutting technique.” 
 
By capitalizing on their UCA (their exclusive cutting technique) —Supercuts became the 
single largest haircutting chain in the entire country, and the model for a great number 
of others who have popped-up everywhere. 
 
OK... one last example: 
 
Here in my neighborhood, a new home improvement store recently opened. I’m tellin’ 
you, this store is almost always, day or night, jam-packed with happy customers with 
happy faces! 
 
What’s their UCA? 
 
Well, they offer fantastic service, but that is not their UCA. They offer an incredible, 
mind-boggling selection... but that is not their UCA. They offer the lowest prices around 
on most anything for your home... but even that is not their UCA! 
 
Want to hear their UCA? 
 
It is a two-fold, guarantee UCA: 
 
“If you can’t find exactly what you’re looking for, we guarantee that we will pay you ten 
dollars right then and there—on the spot—and then we’ll rush order it in for you if you’d 
like. PLUS, if you find any of our competitors, regardless of their size, who has a product 
that’s less expensive than ours, we’ll not only match their price, but we’ll also beat the 
price by 5% and we’ll give you ten dollars... right there on the spot.” 
 
Wow! 
 
That’s an incredible UCA! And guess what? I don’t go anywhere else to buy my home 
improvement products! These guys are great! But they do have one problem: 
 
They Don’t “Headline” Their Powerful UCA In Any Of Their Advertising  
 
Can you believe it? 
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I’m blown away by this! 
 
These people have an incredible “following” after only 3 months in business; their 
product selection cannot be beat; their prices are fantastic; and to top it all off, they have 
a no-lose guarantee that you rarely see any retail business actively announcing... yet 
with all this going for them... 
 
They Barely Mention It At The Bottom Of Their Front Page On Their 10-Page Ad-
Stuffer In The Sunday Papers! 
 
It simply amazes me. Think of it—they could probably double or triple their business 
just by changing the thrust of the advertising from where it is now, to a UCA focus! 
 
That, my friend, is the awesome power of an UCA—and that is why you must have a 
UCA to build your business on if you are to be successful! 
 

Formulating Your Own UCA 

Coming up with your own UCA can be very simple. What I’m about to share with you, is 
a really easy method for formulating your UCA. It’s a new method I recently learned at a 
Jay Abraham Marketing Mastermind Conference. 
 
It is, by far, the simplest way of coming up with your UCA that I’ve ever come across: 
 
Here’s what you do: 
 

1. Get a couple of sheets of paper. 

2. On the top of one page, write, “You know how...” 

3. On the top of the next page write, “Well, what I do is...” 

 
Next, you simply fill in the blanks. Let me give you a couple of examples, and then 
you’ll catch on rather quickly.  
 
Let’s say you’re a Kitchen Remodeler—here’s what your UCA might look like: 
 
“You know how most kitchen remodelers are always behind schedule, leave your house 
a mess, and charge you 20% more than their bid price? Well, what I do is guarantee that 
your kitchen will be finished by a date that you and I agree upon, and I always take the 
extra time to clean up at the end of each day because I’m sensitive to the fact that, even 
though your kitchen is being remodeled... you’re still trying to live there! And my price 
is always guaranteed to be the exact same as my bid, or else I’ll do any work past the bid 
amount, free of charge!” 
 
Do you see how the steps above work to help you get a handle on what’s so unique about 
you? 
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Let’s do a couple more examples here just to make sure you know how to formulate your 
own UCA: 
 
Let’s say you’re a Window Cleaner. Here’s how your UCA might end up: 
 
“You know how window cleaners are usually very messy, and they look and act like 
slobs—and half the time they leave streaks on some of the windows? Well, what I do is 
make sure that not one drop of water gets on your carpets, or I’ll pay to have them 
cleaned... no questions asked. 
 
I dress in nice, clean, white overalls and I look sharp as a tack. My work is 100% 
guaranteed so that if you do see a streak, you may get half your money back, or you can 
have me come immediately back out to your home and clean it up again—all at no 
charge.” 
 
Boy oh boy! Is that powerful, or what? Provided you’re in the market for a window 
cleaner, who wouldn’t be interested in having a window cleaner like that? That’d be 
fantastic! 
 
OK. 
 
Let’s say you’re a Moving Service—here’s what I think your UCA might look like: 
 
“You know how most moving services charge you an upfront fee for reserving their truck, 
then they charge you a $35 gas fee, plus a “scratch and dent” premium of $75 just to 
make sure you’re covered if they break something… and then they throw your boxes 
around like bags of garbage just because they think if they get your job over with quicker, 
they’ll make more money? 
 
Well, what I do is this: I make sure the moving crew treats all furniture, boxes, and 
everything as if it were their own and they were getting paid a king’s ransom for moving 
it. There are also no added fees of any kind. You pay a flat rate of $125, and that 
includes everything—and I even buy dinner for your family.” 
 
Wow! Where was that guy when I was moving a few months back? Are you getting the 
idea? 
 
This method is so simple, it’s beautiful. It’s power is in its simplicity. I’ve had this 
UCA/USP thing explained to me time and time again, but nowhere have I found such a 
simple (yet thorough) way to formulate a UCA so quickly and easily. 
 
Let me do another example—this time we’ll pretend we’re a Custom Computer 
Programmer: 

“You know how most computer programmers will charge you an hourly rate of $95 per 
hour—minimum— to create the kind of accounting program you need—and then you’re 



Advertising Magic:  The Complete Guide to Creating Hot Ads & Sales Letters That Work! 

231 

usually stuck with it, whether you like the program or not—because they offer no 
guarantees whatsoever? 
 
Well, what I do is make sure you’re completely satisfied by checking on you with a 
personal visit on a weekly basis for 6 weeks following the completion of my program. 
And to make sure you get exactly what you want and need, we go through my exclusive, 
10 step questionnaire to make positively sure you and I are headed in the same direction. 
 
PLUS, if your needs change, I come out and will update your program for only $200 
anytime within 2 years of initial installation.” 
 
I don’t know about you, but I could feel extremely comfortable doing business with a 
programmer who has a policy (UCA) like that! 
 
And that is the power of a UCA. A well-formulated UCA will accomplish several things 
for you: 
 

1. It will lay out in precise detail what your prospects/customers can expect from 
your relationship—there are no hidden surprises, and this gives you more 
credibility! 

2. It gives you an overall focus of where the rest of your advertising and marketing 
should go. Once you have your UCA on paper, all you need to do is take those 
words and tuck them into every ad you do, wherever possible! 

3. It’s highly unlikely that any of your competitors will have anything even remotely 
like an UCA; and so yours will have an incredible knockout blow to anyone else 
who is a competitor. They don’t stand a chance, because they can’t clearly, and 
succinctly express the reason why their prospects should do business with them, 
instead of you! That’s a powerful position to be in! 

Realize, however, that your UCA can’t be formulated in a vacuum. Though they may not 
have clarified what their UCA is, undoubtedly your competition is positioning 
themselves in one way or another—maybe out of ignorance. 
 
So, before you settle on your UCA you must first take a close look at how your 
competition is positioning themselves. Then, you find out what needs are going 
unfulfilled for your prospects. 
 
For example, in our Moving Service example above, the service positioned themselves as 
one who treats the customer's furniture and other property as their own. 
 
Before you would make that decision, you would need to find out from people who’ve 
recently been moved by such a service, if in fact that is a major concern. If it is, you’ll 
want to put it in your UCA. 
 
What I’m saying is, before your put your UCA “in stone” you should find out what needs 
aren’t being met by your competition, and then offer to meet those needs in your UCA. 
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The real key to creating a highly successful UCA is to focus on the one little need, or gap 
that is lacking the very most. (Of course, you’ll got to make sure you can keep the 
promises you make!) 
 
By finding the one little problem that no one else in your industry is taking care of, and 
building your UCA around it, you can profit enormously. 
 
How enormously? 
 
Consider Domino’s Pizza’s UCA: 
 

“Hot Fresh Pizza Delivered to Your Door Step In 30 Minutes or Less” 
 
Domino’s Pizza have dominated the pizza home-delivery service for years now. Of course, 
they have ran in to some litigation problems because they’ve had a hard time keeping 
their promise without running over people! But, that’s beside the point. Just make sure 
you can keep your promises and there’ll be no such problem for you! 
 

Putting Your UCA Down on Paper 

Before you jump in and start throwing your new UCA all over the place, you need to, 
focus and say it as clearly and crisply as you can, with impact. And, whatever you do… 

 
Do Not Try to Be Cute or Clever! 

 
Doing so will defeat the entire purpose of your UCA, which is to clearly and crisply state 
the reason why your prospects should do business with you instead of your competition. 
Think it through carefully. 
 
Take the time you need to so you can articulate it in one unquestionable, crystal-clear, 
compelling paragraph or less. 
 
It may take a few tries to get it down clearly... but it’s well worth it. 
 
And believe me, if you use the method I outlined above, coming up with your UCA is 
going to be 10 times easier than it was for me back before I found out about this method! 
Use it! 
 

What Do I Do If There’s Nothing Unique About My Product, Or 
How I Do Business? 

Well, my first advice to you would be to get out of what you’re selling and find 
something that is or can be unique!  
 
But, since that’s not realistic for everyone out there, I feel obligated to answer this 
question. 
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Well, for one thing, you could add something to your current product or service that 
would make it uniquely desirable. But if that’s not practical either, why not try to come-
up with your own UCA? 
 
For instance, you can do it just like the folks that make Pace Picante Sauce did it. To the 
average American, all Picante sauces taste just about the same. So how can one popular 
Picante sauce differentiate itself from the other brands on the market? 
 
Pace has done it by geography! 
 
You see, through testing, Pace discovered that the majority of the competing Picante 
sauce manufacturers are located in New York City. But Pace makes its Picante sauce in 
Texas—where Picante sauce (allegedly) originated. 
   
So Pace capitalizes on that fact rather brilliantly in their TV ads. In essence, the UCA of 
Pace Picante Sauce is this: 

 
“You know how most Picante sauces are made in New York City, but it originally came 

from Texas? Well, what we (I) do is this: we are from Texas, where Picante Sauce 
originates from. Now you tell me—who’s gonna make a better Picante sauce... a bunch of 

New York sissies... or some Texas-folk who really know what it takes to make a great 
Picante sauce?” 

 
Here are two more ways in which you can easily create a UCA (Unique Competitive 
Advantage) for virtually any product or service, even if it really isn’t much different from 
what your competition has to offer: 
 
1) Use Cut-Rate Pricing as Your UCA. That’s right... slash your price to the bone—

if necessary. 
 

Make sure that your product or service is absolutely the lowest priced in the market. 
 
And capitalize on that fact in all your advertising.  
 
This type of UCA makes a great headline: 
 
“70% OFF ALL BLUE JEANS, FACTORY DIRECT!” 

 

“Why Are We giving Away These Famous-Name Graphite Fishing Rods For Only $10 
Apiece?” 

 
“Get A Subscription To This Famous, $177 Per-Year Investment Newsletter For Only 
$27!”  
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“My Accountant Said I Was Crazy To Give Away These Brand New Weed-Whackers For 
Only $46 Delivered...” 

You get the picture, don’t you? When it comes right down to it, if you can afford to slash 
your price dramatically, you’ve got a ready-made UCA for your product or service that’s 
proven to work! 

2) Write an Unusual Guarantee as Your UCA. This is probably the single-easiest 
way there is to create your own UCA if your product or service doesn’t already have 
something special to capitalize on. 

Your product or service might be just like anyone else’s on the block—but by highlighting 
a unique, attention-grabbing guarantee, you’ll instantly boost the perceived value of your 
product over that of your competitors! 

For instance, one financial publisher I’ve seen running ads uses the following guarantee 
for a headline, in order to differentiate his, investment advisory newsletter from the 
hundreds of others like it being published across the country: 

“Read my investment advisory for one full year. If, at the end of one year you’re not 
completely satisfied that it offers the best investment advice money can buy, I’ll refund 
you DOUBLE the subscription price—plus interest—guaranteed!” 

Do you see how incredibly powerful that is? Basically, this fellow’s UCA is his guarantee... 
and there’s nothing wrong with that! That is a GREAT UCA! 

With a UCA like this, the perception in the mind of the reader of this guarantee would be 
something to the effect of, “Gee, with a guarantee like this, the guy really must be better 
than everyone else—no one else offers a guarantee like this!” 

You see… the prospect is convinced because the guarantee sets apart this advisory 
newsletter from all of the others. 

 
Conclusion 

Your UCA will be one of your very most powerful advertising weapons, and it needs to be 
a part of every ad you create. That being the case, you need to take the time necessary to 
come-up with your UCA today! 
 
If you have any questions about this subject, I urge you to call me—I understand it, 
because this was one of the topics I struggled to grasp the most. (801) 255-5548. 



 

 

 



 

 

CHAPTER SIXTEEN 
Word Magic: Using The Proven Magic-Words That Sell, 

And How They Should Flow In Your Ads & Letters! 
 
 
In this chapter I’m going to share with you some very appealing words that you should 
employ in your ads and sales letters. You’ll learn my favorite phrase to use to pump out 
hot ads easily. We’ll take a close look at some of the “salt and pepper” phrases you’ll 
want to work into your ads and sales letters. You’re also going to learn why all ads, sales 
pages, and letters are effectively “salesmanship in print”—and how to use this truth to 
your benefit. 
 

Magical Words 

There are all kinds of words that are proven to out-pull others when it comes to writing 
hot ads. Four of the very best words you can use in your ads are YOU, YOUR, YOURS, 
and FREE. 

These are strong words because your prospects like to hear you talk about them. This 
brings us to a big key rule for creating hot ads: 

Always Turn “I” Statements Into “You” Statements, Whenever Possible. 

Here’s an example of a “ME” statement: “I’ve been writing ads for over 20 years.” 

Now, here’s how you’d change that into a “YOU” statement: 

“You get the benefit of an ad writer who’s been writing for over 20 years!” 

Example of a “ME” statement: “I’d like to tell you about some of the benefits you get 
from doing business with me…” 

Now, here’s how you’d change that into a “YOU” statement: 

“Look at all the benefits you get from doing business with me…” 

Once you think you’re about done with your ad, one of the best things you can do is go 
through it and find all these words: 

 
“I” “Us” 
“We” “Our” 
“Me” “Ours” 
“My “Mine” 
 

Once you find each word, try your best to turn it into a “you” focused statement. 
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I admit it... sometimes there’s no way around it. But more times than not, there is. 
 
If you use a word processor to create your ads, do a word search for each one of those 
words, and ask yourself if there’s any way you can turn that sentence around to focus it 
on your prospect. 
 
If you have to, break the sentence up into two statements. Whatever it takes... it’s worth 
it to put the spotlight on your prospect. Turning “I” statements into “you” statements is 
an important key you must not forget. 
 
Onward. 
 
Here are some words that have a time-tested, proven appeal. You should sprinkle them 
throughout your ads: 
 

Words and Phrases That Sell 
 

suddenly challenge special offer 100% money-back 

announcing compare ultimate boost 

introducing bargain wanted increase 

improvement hurry plus startling 

amazing improved power practical 

sensational sure-fire challenge profitable 

remarkable  easy discount  guarantee 
revolutionar

 
money-making instantly no-risk 

startling money-saving important hassle-free 

miracle secret trusted  

magic surprising valuable  

quick warning insider-secrets  

 offer bonus  

 

Yale University Psychologists also did a study that revealed what they called the “most 
persuasive” words in the English language— here are the words they identified: 

you new 

money  health 

results safety 

save easy 
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love  guarantee 

proven  discovery 
 

These lists should give you an idea of the words to use that’ll have some emotional 
impact on your prospects. 
 
Now let’s take a look at a special technique which will help your ads and sales letters 
seem more “human” to your prospects, and build more rapport with them, too. I call it: 
 

"Salt and Pepper Magic" 

 
I want to talk about making your ads more human, more conversational and more 
believable, so you can get more response through the use of figures of speech. 
 
If you sprinkle phrases like these throughout your copy, you’ll find that your ads are 
much more readable, much more human, and much more relaxed and conversational. 
And they’ll help you gain better rapport with your prospects. 
 
That’s exactly what you’re after. You want your ads to be conversational... relaxed. You 
want your prospects to be as comfortable as possible while reading your ads. The more 
relaxed and comfortable they are with the “conversation” you’re having with them, the 
more chance there is they’ll take the action you want them to take. 
 
With that in mind, here are just a few of the figures of speech you should try and work 
into your advertising: 
 
“cute as a bug” “It’s as easy as fallin’ out of a chair” 
“higher than a kite” “Sharp as a tack” 
“hard as a rock” “smart as a whip” 
“flat as a board” “crazy as a loon” 
“older than dirt” “black as night” 
“bright as day” “dead tires” 
“soft as a baby's bottom” “nutty as a fruit cake” 
“wet as a noodle”  “happy as a lark” 
“weaker than water”  “phony as a $3 bill” 
“straight as an arrow”  “slick as snot” 
“strike a chord”  “as thick as mud” 
“best of the best” “…up in the night!” 
“why try and reinvent the wheel?” “eat your heart out” 
“bigger than life” “fits like a glove” 
“serious as a heart attack” “busy as a bee” 

“sour as a lemon”     “pretty as a picture” 
“knee-high to a tadpole”    ...threw him out “on his ear” 
“faster than a speeding bullet”   “cute as a bug’s ear” 
“cute as a button”     “time flies when you’re havin’ fun” 
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“that rings a bell”     “shop ‘til you drop” 
“he has the “eyes of a hawk”   “dead broke” 
“flat busted”      “dirt poor” 
“not a penny to (his/my) name”   “go for broke” 
“no stone left unturned”    “it’ll make your head spin!” 
“I hate to bust your bubble, but...”   “he’s sure in a pickle” 
“tighter than the lid on a pickle jar!” “it puts food on the table” 
“that’s just the tip of the iceberg”   “it started to snowball into avalanche” 
“get on the fast-track”    “take you under my wing” 
“cut to the chase”     “cut your losses”  
“paying through the nose” “cut to the bone”    
“don’t sweat it” “leave no stone unturned”   
“he’s a sitting duck” “get in gear!”     
“once you boil it all down...” “I don’t have a dollar to my name!” 
“once the smoke/fog has cleared...”  “he/she/they came out smelling like a 

rose!” 
 
You’ll hear phrases like these in cafes, in restaurants, at the grocery store, the barber 
shop, coffee shops... basically anywhere the common man goes. And these phrases are 
hot to use in your ads and sales letters! 
 
Whenever you hear a phrase like this, jot it down. These are priceless... and I call them 
the “salt and pepper” of advertising. 
 
Why? 
 
Well, these phrases add “spice” to your copy. They make your copy sizzle with the down-
to-earth, down ‘n dirty, real-life language everyone can relate to—including the average 
prospect. 
 
And if there’s one thing you must learn, it’s to learn how to write ads that communicate 
to common folks. 
 
I am complimented by clients when they tell me I relate to the average prospect or 
common man, and that I’m able to communicate clearly with them. I admit I have a 
heck of a lot more to learn, but I do seem to have a sixth sense when it comes to 
communicating with “average” people.   
 
I always keep my ears open for phrases like these.  (Many of these “figures of speech” 
are officially known as “similes”.) 
 
These are the reasons I feel these phrases work so well. They communicate in the 
common man’s language... they’re the same the phrases he uses every day. 
 
I also believe these common phrases develop trust in your prospect. They start to think, 
“Hey, these folks aren’t big stuffed shirts—they’re just like me... they understand me and 
how I think.” And thus, they build credibility. 
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There are books available that are full of these phrases. I personally never have 
purchased one—I like to stick with the ones that I hear in daily life. Those are the ones 
that get used. Those are the ones my market is using. 
 
When you look through one of these books, you’ll see hundreds of phrases like these. 
But, I’d say a good 60% of them are phrases that you’ve never heard... yet they’re used 
by specific industries, or in different areas of the country. 
 
If you’d like I’m sure you could pick up a version of one of these books at a local chain 
bookstore like Barnes and Noble, Walden Books, or online at Amazon. 
 
But, as I said, I like the idea of jotting down the phrases I hear when I’m out and about, 
or when I’m on the road doing a presentation or a seminar on advertising. 
 
I feel that you’ll be able to make better use of the phrases you hear in your day to day 
life than the ones you’d pick-up from a book. 
 
Here are some examples of how you could use these phrases in your ads: 
 

“Phony as a $3 bill”: 
“Oh sure, you’ll see products that look like ours, that are packaged like ours... but, 
if they don’t carry our official seal—they’re rip-offs, and they’re as phony as a $3 
bill!” 
 
“Higher than a kite”: 
“Once you try our new herbal formula, your outlook on life will have you flying 
higher than kite!” 
 
You may find it appropriate to use two of these salt and pepper phrases in one 
sentence. Here’s an example using two phrases in one sentence: 
 
“Cute as a bug” and “Look like a million dollars”: 
“Let me tell you, these 24 carat gold teddy bear ear rings are cute as a bug, and the 
glimmer they give off will make you look like a million dollars!” 
 
“Soft as a baby’s bottom”: 
“The Scott Bodell Skin Care System will rejuvenate your skin, and have it feeling as 
soft as a baby’s bottom in 30 days or less or you get your money back!” 
 
“Serious as a heart-attack”: 
“I’m serious as a heart attack when I say this money-making system will 
make you wealthy in 90 days, or you get your money back!” 
 

These examples should get you going. You can at least see how you might put these salt 
and pepper phrases to work for you. I usually will not use more than two of these 
phrases in an ad or sales letter. If you overdo it—it’ll quickly lose its impact.  
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But, I can’t tell you what a powerful concept using these phrases is. Your copy will be 
more human, more down-to-earth, more conversational, and because of all this, your 
ads will pull in more results because of… 
 
Salt and Pepper Magic! 
 
Now I want to take a minute to shift gears, and talk about a powerful concept when it 
comes to making the words you put on the page, flow: 
 

Salesmanship in Print 

Years and years ago, a relatively unknown copywriter by the name of John E. Kennedy 
sent a not to A.L. Thomas, the head of the Lord & Thomas advertising agency at the 
time. The note read: 
 
“I am in the saloon downstairs. I can tell you what advertising is. I know you don’t 
know. It will mean much to me to have you know what it is and it will mean much to 
you, if you wish to know what advertising is, send the word ‘yes’ down by the bellboy. 
“ Signed—John E. Kennedy 

Well, turns out that the note would’ve ended up in the garbage if it wasn’t for a young, 
rising copywriter at Lord and Thomas named Lasker. You see, Lasker had been 
searching for the answer to that question for 7 years. He didn’t know, to his satisfaction, 
what advertising was. 

So, Lasker, starving for the answer, was quick to get Kennedy up to his office. In that 
historic meeting three words were whispered that changed the face of advertising forever. 
What exactly were those words? 

“Salesmanship In Print” 

That thought was so basic and so effective that no one has ever been able to improve on 
that idea since then! 
 
Salesmanship in print. Think about that. If advertising is “salesmanship in print”, then 
we need to define what salesmanship in print is. 
 
I’d say it’s taking your top sales people and putting their words and sales strategies on 
paper. Makes sense doesn’t it? 
 
If you have no salespeople, I understand... I don’t either. So what you need to do is I 
study sales techniques and strategies. It probably wouldn’t even hurt if you took some 
sales courses, read some sales books, and go to some sales training seminars. Maybe 
even get a part-time job selling home electronics— because it can be among the most 
difficult sales to make. 
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There’s one sales trainer that you’ve absolutely got to get to know; his name is Bill 
Brooks. Bill’s IMPACT TM Selling System is fantastic. I recommend it highly.5 Bill is a 
great guy with a big heart—his techniques have been used in the top corporate 
boardrooms for the past 17 years. Bill delivers... I just love the guy! 
 
Other popular sales trainers that I’ve learned from include: Brian Tracy, Zig Ziglar, and 
Tommy Hopkins. Check their books out from the library, read them—then if you like 
these treasures, go out and buy them. 
 

Remember To Use A Conversational Tone In  
Your Ads & Sales Letters. Use Easy-to-Read Language & Write 

Your Ads the Way You Talk 

If your ads and sales letters should be a “salesperson in print” then this is one of the 
basic rules you should follow to accomplish that task. 
 
This is a big part of what makes your ads and letters “human.” If you can communicate 
in a conversational tone on paper, as you do face to face, you’ll do well. 
 
All you do is take that conversational tone and mix it with simple sentence construction 
that includes short sentences and short paragraphs. Use short, simple words. So simple, 
in fact, that… 

 
You Should Write Your Ad So That A Sixth Grader  

Could Read It Without Stumbling. 
 
If you have access to a sixth grade child who can read fairly well, they’d be thrilled to 
earn a couple of bucks and read you your ad out loud. Anywhere they stumble or don’t 
understand your ad or letter, you need to make a note of and either change it, or simplify 
it. 
 
Otherwise, all word processors these days have grammar checkers, and at the end of the 
check they often give you a summary that tells you at about what grade level you’re 
writing at. 
 
You need to shoot for right around sixth grade level—eighth grade max. 
 
Now, I can hear many of you lashing out in disagreement with me saying, “My prospects 
are different—they are more sophisticated!” 
 
Maybe they are more sophisticated—but guess what... they’re still human. And studies 
show that writing at the sixth to eighth grade level is the smartest way to go. 

                                                            
5  Bill Brook's phone number is (910) 282-6303. His address is 1903 Ashwood Court, Suite “C”, Greensboro, NC 27455. At the very least, I 
recommend you get his book: High Impact Selling. Tell him I sent you! 
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But, I don’t expect you to take my word for it. So, here’s what I want you to do if you 
disagree with me on this point: 
 
Run one ad “your” way, with sophisticated words and grammar on the level you think 
your prospects talk. Then run a second ad with a more conversational tone at a 6th to 
5th grade level. See which ad pulls the best. If your sophisticated conversational tone 
works, please call me at (801) 255-5548. I’d like to hear your results! 
 
The warmer and more conversational your ads and letters are, the more you’ll disarm 
your prospect’s resistance to your “pitch”. Remember, people don’t want to be sold 
anymore—we’ve all had more than our share. Making your ads conversational is what 
salesmanship in print is all about! 
 
Understand, people do want to be shown how your product or service will help them get 
what they want quicker, easier, and better than your competition. 
 

The Magic Phrase Prospects & Customers 
 Love to Hear... “‘YOU GET” 

“You get” is a magic phrase few advertisers use. It’s too unsophisticated for advertising 
agencies, and too straight-forward for “top” copywriters. “You get” is so simple and yet 
so powerful, you’ll find it woven throughout most of my copy... I love to use it. 
 
Here are some ways to use the magic phrase, “You get...” 
 
When you’re stumped and can’t think of anything else (which is something that happens, 
even if you’ve done all your homework) simply write the words “You get…” and start 
filling in everything your prospects get from buying what you’re selling. 
 
Sound too simple? 
 
Hey, some of the most powerful, money-making copy I’ve ever written was based on the 
phrase “you get”. “You get” is a phrase your prospects love to hear. 
 
You see, your prospects want to know what they get from your product or service, and 
what they get are benefits. And, as you know, you must always lead with the benefit, 
and follow with the feature. “You get” is the perfect phrase that forces you to lead 
with the benefit and follow with features. 
 
Here’s a winning formula for money-making copy: 

 
You Get + Benefit = Winning Copy 

 
This formula is basic to creating successful ads. I use it to fill my ads and sales letters 
with motivating, compelling copy that makes money for my clients and for me. 
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If you have any doubts about this “too simple” of a formula, just pick up some of my ads 
or letters and take a look.  
 
You’ll see that a good majority of the letters or ads are built on this basic formula. 
 
Why does it work so well? Well, the way I figure it, people are interested in getting 
something for themselves... you know, it’s the “what’s in it for me” question answered. 
“You get” is the perfect phrase to address the question, “what’s in it for me?” —and that’s 
why I believe it works so well. 
 
Earlier in this chapter I revealed to you some “power-words” to use in your copy. But 
really, it’s not the words themselves that make the copy work, it’s how you put them 
together. 
 
“You get” is the simplest way to “gel” your words together for maximum impact. 
 
“You get” is the base formula for powerful copy. You can use other words to substitute 
for the “get” part of this powerful word combo. Here are some of the other words you can 
use when writing your own ads: 
 

you earn you win 
you keep you benefit from 
you’ll become you profit from 
you have you use 
you’ll reach you obtain 
you attain you make 
you secure you garner 
you find you uncover 
you discover you’ll come to know 
you achieve you’ll find out 

 
All of these terms are “action” verbs. 
 
So, all you do is use them and you’re on the road to writing killer copy and headlines that 
work. 
 
Don’t overlook this, and put it off as being “too simple.” 
 
I’m telling you it’s true. Look at the copy I write, and you’ll see me using this simple 
strategy over and over again. 
 

Here’s A Powerful Way To Put The Magic Phrase “You Get” To 
Use For You 

People get so darned frustrated about writing; they really make it out to be much more 
difficult than it is. They get nervous and they get “stuck” and they don’t know what to 
write. As I mentioned, “you get” overcomes this problem. 
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Whenever you’re stuck and you “can’t” figure out what to write, you can always write 
over half of your next sentence by using “You get...” and then telling your prospect a 
specific benefit that they get. Or try something like, “You learn...” and tell them a big 
benefit they’re about to discover. 
 
Here are some simple examples: 
 

• You get 5, step-by-step action plans that’ll show you how to make money using 
your computer starting tomorrow! 

• You learn what it takes to make big money within 3 days of getting your system! 

• You’ll discover the inside-secrets to sales success! 

• You’ll come to know what it means to be a successful, money-making 
entrepreneur in no time! 

 

Writing ads and sales letters with the help of “you get” makes it all simple! 

 
Creating Conversational Ads & Sales Letters  

That Clearly Communicate 

Advertising works, sells, and makes you money when it is easy to understand. In other 
words, you make a heck-of-a-lot more money when you write clear copy. Now, this may 
sound elementary, but you’d be surprised at how many “experienced” advertisers can’t 
communicate (make their ads work) simply because they don’t know how to make their 
ads clear, and readable. 
 
Plainly put, most advertisements don’t communicate as effectively as they could. That 
being the case, here are: 
 

Tips For Writing Clear, Exciting, & 
Motivating Copy 

1. Your Prospect/Reader Is Top Priority. 
 
When you sit down to write, get a picture of your ideal prospect in your mind. Picture 
him or her as clearly as you can. You can even get a picture of someone you do know 
who’s like your prospect to inspire you. Then just write your ad to him or her. Think of 
the prospect. To make sure your ad is focused on your prospect, sit back and ask yourself: 
 

• Will my prospect understand what I have written, and be motivated by it? 

• If I’ve used industry “jargon”, am I positive I know he understands any special 
terminology I have used? If in doubt, I should leave it out without question—or at 
least define exactly what I mean when I use such jargon. 
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• Does my copy tell something that’s important or new, or useful to my prospect? 

• If I were this prospect, would this copy motivate and persuade me to buy this 
product, or take the action I’m asking them to take? 

 
One technique to help you write for the reader is to keep it simple. When I say keep it 
simple, again, what I really mean is write your advertising so that a 6th-grader could 
read it with ease. 
 
You can find free programs online to check the reading level of anything you’ve written. 
A quick Google search found this site: https://www.perrymarshall.com/grade/. Simply 
visit the page and paste your copy in the box provided. Then click the button and you will 
instantly discover the current grade level of your copy. 
 
Onward. 

Read ALL Your Advertising Out Loud! 
 
I’m not sure where this idea came from, but I believe it goes way back, and has been 
shared by dozens of others. Yet it’s a technique everyone ignores. I’ve said this before 
and I’ll say it again... 
 

You Must Read Your Ads and Sales Letters Out Loud lf You Want to Make 
Sure They’re Easy to Understand, Smooth, and Will Keep Your Prospect 

From Stumbling Over Your Words! 
 

Reading your copy out loud will tell you whether your ad is clear, and communicates to 
your prospects. 
 

• By reading your ads out loud, you’ll find all the little snags that need to be fixed. 

• You’ll find misspelled words. 

• You’ll find paragraphs that don’t make sense. 

• You’ll find page breaks that don’t flow. 

• You’ll find words, phrases, and sentences that don’t fit. 

• You’ll find things that are not important. 

• You’ll also find out if the copy is written at a 6th grade level (especially if you have 
a 6th  grader read it—or check it online!) 

 
Use Short Sentences, Short Words, and Short Paragraphs! 
 
Sound silly? 
 
Well, it’s a powerful truth I’ve proven again and again. 
 
Your ads need to be broken up into short, digestible “bits”. Use one word paragraphs like 
this: 
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“Seriously?”  
 
Yes! Short ones. 
 
No matter what type style or type size you’re using, and no matter if you’re creating a 
web page, sales letter, or an ad, you should be very leery about having more than 4 lines 
in any paragraph. It’s OK if you have a widow. (A widow is a word on a line all by itself... 
ad agencies hate widows!) 
 
If you have a paragraph with four lines, and one widow, that is OK and can he effective... 
but no more words on that 5th line. Four lines max... and a widow is optional. 
 
Why? 
 
It simply makes your ad more readable, less intimidating, easier to digest... and 
unmistakably clear! Your prospects don’t want to read long, intimidating, large blocks of 
text. 
 
If your ad or sales letter looks tough to read (even if it’s not) it will not get read. That’s 
why you’ll want no more than 4 lines per paragraph... with maybe one widow. Any more 
than that looks too hard to read. 
 
The idea is to break the text of your ad or sales letter up into easy-to-read pieces. 
 
Long sentences tire and confuse your readers. By the time they get through to the end of 
a long sentence, they won’t even remember what was at the beginning... that’s when they 
drop the whole thing... and quit reading. 
 
Short sentences are easier to read than long sentences. You need to make sure you write 
crisp, short, snappy sentences. 
 
Some of the experts say the best average sentence length for business writing is 14 to 16 
words. If you use more than 40 words per sentence, your ad becomes unreadable, and 
intimidating. 
 
Of course, there are exceptions to these rules. Just today I was reading a letter by a 
masterful ad writer, Bob Serling—and Bob actually had a paragraph that was a whopping 
10 lines high! Plus, it was all in courier font! 
 
That’s incredible! 
 
But, you must understand that Bob knows his multi-buyer list like the back of his hand—
and he’s got a track record that probably tells him that he can get away with paragraphs 
like that because he knows his list will read every word. 
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When you’re in this situation, you can make “the exception” with confidence. But, 
probably not until then! 
 
Now, let’s take a look at how you can cut sentences down to size, as well as paragraphs: 
 

1. First, you should take a look at any long sentences and see if you can break them 
into two or more separate sentences. You can almost always turn a long sentence 
into two shorter ones. 

2. Next, go through your letter and divide paragraphs into smaller sections. If a 
paragraph is more than 5 lines, chop it up into at least two paragraphs. This can 
almost always be done. 

 
Here’s another little key for writing short sentences and paragraphs: You should vary 
the sentence length of your paragraphs. Your copy will be very dull if all your sentences 
are the same length. To make your writing flow better, use different lengths of sentences. 
 
By throwing in an occasional short sentence, or a fragmented sentence, your copy will 
flow better and communicate more clearly. It’ll feel more “human”... more like a 
conversation! 
 
Practice “boiling” your sentences down into crisp, short sentences. 
 
When you edit your ad, you should look for places where the paragraphs are long or 
where sentences can be broken in two. 
 
Here Are Some Suggestions For Breaking Your Ads Up Into More 

Readable, Less Intimidating Pieces Of Copy 

• If you have a series of copy points where one point follows logically from the 
previous one, or where the sales points are listed in order of importance to your 
prospect, why not use numbers, and put the information into a list? 

• Remember to use graphic “emphasizers” such as • bullets, * asterisks, or—- 
dashes to set-off your copy and pull more attention to it. 

• Indent a few of your more import paragraphs. 

• These bullet points are an example of an indented paragraph—notice how this 
section stands apart on the page. That’s exactly what you want to do when you 
have something important to point out. 

• Use subheads (like the ones in this course). 

• Keep paragraphs short. 

• Put important copy points in boxes. I will sometimes put the guarantee in a box 
on the page: 
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You get a full, one-year money back, no questions asked 
guarantee. Try our system for up to one full year, an if you’re not 

totally pleased, simply return it for a complete refund! 
 

• Use bold, italics, underlining and double underlining to emphasize important 
benefits that are of interest to your prospects. These emphasis devices should be 
used sparingly. 

• Use Energetic, Exciting Action Words. I realize the “professionals” do it 
differently. They write ads and sales letters as if they were writing a term paper. 
Here in front of me is a very boring brochure. On the front it says “Spirit & 
Vision.” OK. Great. “So what!” is my response... what’s in it for me? 

Does “Spirit & Vision” motivate me to open the brochure and want to find out more? No 
way! Yet I’m sure they thought this “headline” was brilliant. Don’t fall into this image 
trap! It’s boring... and it will cost you in lost business. 

If your copy is boring, your prospect will be bored. And do you think that a bored 
prospect will become an excited buyer? No way! If your copy is boring, dull and 
unexciting, your prospect will rightly determine that YOU are boring, dull and 
unexciting! 

Make your copy dance! Make your copy sing! Break up the page with these short 
paragraphs and highlighting techniques. 
 
Let your prospect know that you are concerned for them, that you are here to solve their 
problems and to save the day for them! Show your prospect that you’re willing to help in 
any way you can. This is what works. 
 
This is action-oriented copy. 
 
This is copy that moves your prospect to action. The action that solves his problems—
and gets you the money! 
 
All of these different tips and tricks will help your copy be clearer, more understandable. 
 

List All Benefits, Prioritize Them,  
and Present Them 

Like we’ve talked about before... when you sit down to create an ad, you write down your 
benefits and prioritize them in a logical, persuasive, clear fashion. Prioritize them in 
order of importance according to your prospect’s desires. 
 
You can use this same order in your copy. Use bullets, a list of numbers, or a list of 
indented paragraphs. 
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Use Simple Words 

Simple words will always communicate more effectively than big words. 

People use big words to impress others. But big words in your ads or sales letters will 
just intimidate your prospect.  

What really happens is that the big words bother your prospects and distract them from 
what you’re really trying to say. 

The sad thing is, advertising agencies are always using fancy words, or “big” words in 
their ads. I think the reason people keep using big words is because it makes the writer 
feel important. 

Silly? 

Yes... but some people just don’t have the self-image that allows them to not use big 
words. 

Let me make something perfectly clear: 

When You’re Creating an Ad, You Want Your Prospect To Take Action! But 
You’re Not Out To Impress Your Prospect—You’re Simply There To Offer a 
Solution and Motivate Them To Take Action Now! 

You’ve got to stay away from big, fat, chubby, pompous words and fancy phrases. 

What follows is a list of some “big” words, and their simpler equivalents. It’s certainly 
not all-inclusive and complete, but it gives you an idea of how you can (and should) turn 
big words into simpler words. 

assist  .................................  help 
automobile.... ....................  car 
container  ..........................  box, bag, jar, etc. 
continue  ............................  keep on, keep it going 
contribute  .........................  give to 
database  ............................  customer list 
do not  ................................  don’t 
due to the fact that  ...........   since 
eliminate  ...........................  get rid of 
employ   .............................  use 
facilitate   ...........................  take care of you 
facility  ...............................  at our business 
finalize  ..............................  finish-up, bring it all together 
garment ..  .........................  your clothes 
indicate  .............................  point out 
obtain ..  .............................  get 
operate  ..............................  use 
optimum....  .......................  maximum, the best 
parameters   .......................  guidelines 
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prioritize   ...........................  get things in order, set priorities 
procure   ............................   get 
perspiration  .......................  sweat 
purchase  ............................  buy 
substantiate.. ......................  prove 
select ..  ...............................  pick 
superior..  ...........................  best 
utilize  .................................  use 
terminate..  .........................  end, finish 
visage   ................................  face 

Get the idea? 

There are so many “big” words or phrases out there—consider them all a roadblock to 
the success of your sales copy. 

If you’re stuck on a big word, and want to make it shorter, grab a good thesaurus and 
look it up to see what other words there are that you can use. Usually there will be more 
than enough good options to choose from. 
 
Once you’re about finished creating your ad, make sure you go through it and look for 
these “big” words and replace them—it will help your results tremendously. 
 
More Tips For Writing Clear, Conversational Ads 
 

• Indent the first line of your paragraphs. I usually will indent paragraphs in a 
letter 3 to 5 spaces. In a space ad (depending on how much room I have) I may 
indent paragraphs only 2 or 3 spaces at most. 

• Make your writing sound like a conversation between you and another person 
(your prospect)— make it personal and one-on-one with your prospect. This is 
the kind of writing that gets results. Here’s another way of looking at it: 

• Write your ad or sales letter just like you’d say it to someone, face to face. This is 
a major key to writing ads that work. Write it how you’d say it... this is a 
powerful concept. You see, most people don’t write how they talk. For some 
reason they feel they need to sound more “official” —or something— on paper. So 
it’s important that you go through your ad once it’s written and read it out loud. 
You’ll soon find out if you’ve written it like you talk! 

• Understand, you cannot overuse the words “you”, “your”, “yours”, and “you get”! 

• When writing your ad or sales letter, ask this question about every word, every 
sentence, every paragraph: 

Is this focused on me, or is it focused on my prospect and what he/she gets 
from what I’m selling and from doing business with me? 
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This is a powerful question—if you really go through your ad or letter and ask this 
question. It will be very revealing if you’re honest with yourself. This is a secret that I’ve 
used for years to make sure my copy has the focus it should have—you probably won’t 
read about this anywhere else. I’ve used this strategy successfully for years. 
 
I think the simplicity of the question makes you honestly step back and consider each 
little word in the ad. This is what you’ve got to do to make sure your ads and sales letters 
have the right focus. 
 
Remember, you must demand accountability from your copy—whatever the format. 
 
Asking this pointed question will make sure your ad or letter is accountable before it 
gets put in the mail, runs in the magazine, or goes “live” online. 
 
Now let me remind you of a principle we’ve talked about before: 

 
Be Dramatic—Be Passionate! 

Most ad writers worry that they are being too dramatic when they’re really not being 
nearly dramatic enough. Understand, your message is competing with 1500 other 
messages each day! So don’t be subtle—be dramatic—and be passionate! 
 

Adding Passion to Your Advertisements Will Increase Your 
Response 

Here’s a proven fact of advertising: 
 

People Buy Based on Emotion... Then They Justify The Purchase With Logic! 
 
This is a truth that will help you to make the difference in how “hot” your copy is. 
 
And let’s face it, boring copy is boring... it doesn’t motivate anyone to take action. In 
order for your ads to succeed they must be full of Passion…Belief… and Conviction! 

 
PASSION! 

 
Now, when I say passion I’m not talking about pictures of half-naked men and women 
drinking beer and kissing each other. That’s not what I mean at all. I’ve never used that 
kind of garbage in any of the ads or sales letters I’ve ever created—and I never will. 
 
What I’m talking about when I refer to passion is feeling.... energy, etc. 
Let’s take a look at what Webster says “passion” is. This will help us understand more 
clearly how passion applies to the success of your advertising: 
 
My Webster says: “Great enthusiasm.” Then, for synonyms it has listed: fervor, fire, 
ardor, and zeal! Let’s check out what those words mean... 
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• Fervor: Emotional Intensity 

• Fire: Great Enthusiasm & To Arouse the Emotions 

• Ardor: Warmth of Emotion 

• Zeal: Enthusiastic 

 

WOW! What a bunch of compelling definitions! You see, passion is really the spice that 
makes your sales piece exude energy and excitement—and it’s really what keeps your 
readers reading (or listeners listening/viewers viewing, etc.). 

There’s nothing like passion in an advertisement! 

Advertising is no place for boring, cold, technical writing. I’ve met many a technical 
writer who thought they could piece together an ad. What a joke! Technical 
advertisements don’t stand a chance against passionate advertisements! 

It really doesn’t matter what business you’re in or who your prospects and customers are, 
they buy on emotion and then they justify their purchase with logic to their spouse and 
friends. 

Think about it... even if your business is a technical, logical-type of business, the 
successful sales professionals in your field aren’t cold, dry, and boring. 

I bet the most successful people in your industry are passionate, enthusiastic, friendly 
people. They are what you’d call “people-people”... they relate well with others and enjoy 
being around others. 

If you step back and read between the lines in that last paragraph, you’ll discover that it 
makes sense if enthusiastic, passionate, “people-people” are the big successes in selling 
(and they almost always are) —than your advertisements should be as much like these 
“people-people” as possible! 

Your advertisement has a personality—and it better be an enthusiastic personality that’s 
pumped full of passion or your ad is not going to be as powerful as it could’ve been! 

“Enthusiasm makes the difference!” a great sales trainer has often said. And the same 
holds true in your advertising. 

An ad needs an enthusiastic personality. And since sales pages, letters and space ads are 
just paper and ink (or pixels) —and not a real, live, talking sales person—it has to “work 
harder” at being passionate and enthusiastic. 

I’m telling you: no matter what kind of business you’re in, and no matter what your 
product or service is that you’re selling... you can find something to get excited about! 
You can find something that will get the reader excited about owning your product or 
service and the benefit it offers them! 
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The Secret I Use to Easily Put Passion into My Ads 

I don’t remember where I got this idea—or how it started. But I do know it works like a 
charm! Here’s what you do: 
 
Grab whatever audio recorder you have on hand (any smart phone will do). Sit down and 
begin recording. Now, act as though you’re selling your product to the one you love, who 
is about to die from some dreadful disease—and your product or service is their only 
hope. You know with all your might that your product will save them; but you’ve got to 
convince them to use it! Sell them your product as if their very life depended upon it. 
 
I’m telling you, this is a very effective technique for putting passion into your ads! If 
you’re not comfortable recording yourself, then just think it “out-loud” in your mind and 
type it out as you go along. I prefer to record—that’s the easy way to do it, and there’s not 
as much of a chance you’re going to lose an important thought. 
 
You must put passion in your ads! 
 
Passion and enthusiasm are contagious. Passion, energy, and enthusiasm are critical to 
the success of ads in all formats. And now you have a simple way to add passion to your 
advertisements. I suggest you start using it immediately! 
 

Creating the Picture in Your Prospect’s Mind 

As I mentioned a minute ago, people buy based on emotional choices, then they justify 
their purchases with logic. That’s why you must sell to not only their emotions, but to 
their logic as well. 

Some people call this the: 

“Left Brain, Right Brain Selling Theory” 

I call it “sensible.” 

It makes sense to sell to both the logical side and the emotional side. 
In this section, I help you paint a picture in your prospect’s mind of the emotional 
rewards he gets when he buys from you. The basic idea of this is to get your prospects to 
see themselves already using what you’re selling, and enjoying the benefits of doing so. 
The goal, then, is to help people imagine how what you’re selling will enhance their life. 
 
For example, if what you’re selling saves homeowners money, help them picture what -
else they’ll be able to use the extra money for once they have it: 
 

“Maybe you should take that dream vacation you’ve been wanting to 
take for the past 15 years. The money you’ll save using our programs 
will give you that much extra money and more! Why not go to the 
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crystal white sandy beaches of Hawaii? Or how ‘bout the shimmering 
blue waters of the Caribbean?” 

 
Getting the picture?  
 
Remember what people want: 
 

• They want to be rich  

• They want to be beautiful  

• They want to be powerful  

• They want to be happy 

• They want to be admired  

• They want to be smart 

 
Paint a picture of them achieving all of these things with your product or service and 
your advertising will be successful! 
 

Long Copy vs. Short Copy 

If your product or service has a lot of qualities, characteristics, facts, figures, and benefits 
to tell about—write long, interesting copy. There’s a big misconception out there that 
says people won’t read long copy. Well, I’ve got one thing to say about that: It’s Pure 
Baloney! 
 
Your ad copy can never be too long—only too boring. Think about how this applies in 
your life. 
 
If you’re interested in fishing, golfing, designer clothes, shoes, make-up, baseball, 
football, basketball, sewing, needlepoint, cooking—whatever. If you’re interested in that 
subject, you probably read almost everything you can get your hands on about it, don’t 
you? 
 
Well, that’s exactly the way your prospects are. 
 
Provided your product is “hot”, and it offers unique benefits or solves various problems 
for your prospects, and you’ve targeted your prospects precisely, they’d read an entire 
encyclopedia about your product IF you’ve done your research correctly! 
 
Why? 
 
Simply because they’re interested in the topic... your product. Advertising is either 
boring, or it’s interesting. 
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If it’s interesting, your prospects will read page after page after page of your copy. And 
you should write as much as it takes to make a complete case for what you’re selling—
whether that takes two paragraphs or ten pages... do it! 
 
You should include valuable information in your ads whenever feasible. Include useful 
advice and make sure you’re unselfishly giving, to your target prospects. 
 
And remember, write your copy in “human” language—don’t make it flowery. Again, 
use conversational language. Don’t use the stuffy business jargon most businesses use. 
 
Use a lot of short words, short sentences, short paragraphs, and thoroughly personal 
copy—no matter how long the copy is, and no matter what you’re selling. 
 
Copy should always be written in the everyday language your prospects are used to. 
 
And please don’t try to bore people into buying... it just won’t work. You’ve got to be 
interesting. Keep this key rule in mind: 
 
Your Advertising Can Never Be Too Long, It Can Only Be Too Boring! 
 
Long copy outsells short copy as long as it’s interesting and as long as you have a lot of 
interesting information you need to convey. But the goal isn’t to write an essay. You 
must tell your prospects the advantages of doing business with you. 
 
Why should they do business with you instead of with your competition? 
 
You’ve got to answer that question, “What’s in it for me?” And if it takes you 24 pages to 
answer that question, more power to you! 
 
I often hear objections to long copy from people who  claim that “no one reads it.” 
 
I know that’s not true—I’ve written letters with as many as 18 pages that have made 
money hand over fist... they’re very profitable. 
 
The average length of the letters I write is probably 8 to 12 pages. Believe me, my clients 
don’t pay me $35,000+ to write long sales letters if “nobody reads them”! 
 
People do read long copy! But, like I’ve said, it can never be too long, only too boring. So 
your long copy must be very benefit-packed, prospect-focused, and it must be 
interesting to your prospects! 
 
Think of it like this: if you were a salesperson selling a product or service, would you 
stop after the first page of your sales pitch? Of course not! Especially not if you had a 
targeted market who were interested in what you were selling! 
 
You’d keep on going practically until they kicked you out! You’d go as long as they 
wanted to hear... as long as they were interested, right? 
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The same holds true with your ads and sales letters. 
 
The general rule is as follows: 
 

• a two page sales letter will out-pull a one pager 

• a four page sales letter will out-pull a two pager 

• an eight page letter will out-pull a four pager 

• a twelve page letter will out-pull an eight pager 

• a sixteen page letter will out-pull a twelve pager 

• and the numbers keep going up. I know some of the “big-boys” who’ve tested as 
high as 26 page letters that have out-pulled everything under it! 

 
Leading People to a “Close” 
 
Because print advertising is nothing more than salesmanship in print, it follows that 
good, sound sales strategies should work in your copy. 
 
It’s true. 
 
But, since there’s no one-on-one interaction in an ad, you can’t use all the strategies. 
However, there is one strategy that’s very powerful that can be used here and it’s the ‘ole: 

 
Get ‘Em Nodding Their Head “Yes”! 

 
If you’ve not heard of it, the “Get ‘cm nodding their head yes” technique is a proven 
tactic for closing more sales. The idea follows along the line that, if you can get your 
prospect to say “Yes” to some of the smaller commitments, you can get them to say “Yes” 
to the big commitment... the order. 
 
The idea is to get your prospect reading along, and mentally (or physically) saying “yes” 
to the ideas, thoughts, and benefits you’re presenting in your ad. All these little “yeses” 
add up to motivate your prospect to the big YES! 
 
For example, if you’ve just presented one of the powerful benefits that you know your 
prospects want based on your research, you could follow that statement up with: 
“Isn’t that a benefit you really want?” 
 
They’ll nod their head “yes” either physically or in their mind’s eye. Well, here are some 
other “yes-building” phrases you can use to get the same effect: 
 

• “Right?” 

• “That makes sense doesn’t it?” 

• “That makes sense to you doesn’t it?” 
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• “Isn’t that a problem you really want to get rid of?” 

• “Based on what I know about your industry, I think you’d agree with me on that 
point.” 

• “The fact is, you need to solve this problem right away—right?” 

 
Getting your prospect agreeing with you and saying “yes” throughout your ad or sales 
letter will make it easier for them to say the big “YES” when you ask for their money. 
 
Try it! 
 
Other Tips, Tricks, & Techniques to Use For Creating More Word 

Magic 

As I’ve stressed throughout this course, the foundation of hot ads is research. If you 
research and study the product or service you’re selling, as well as the market you’re 
selling it to—you’re more than half way home to putting down words that’ll work like 
magic. 
 
Here are some random thoughts and ideas on how you can make your words even more 
effective. When you’re writing a newspaper or magazine ad, it’s a good idea to make the 
first letter of the body copy be what’s called a “drop letter.” 

 
his drop letter increases readership in a space ad because the reader’s eye is 
drawn down from the headline, and over to the left where the body copy starts. 
The chances of you getting your prospects to read the first sentence is much 
better. 
 

When you write copy, make sure your first sentence has power. It must be, so powerful 
it could be a headline itself. It should also “deliver” on any promise you make in the 
headline, or lead them to get the promise. Spend time on that sentence... it’s critical that 
you do so. 
 
 
 
There are three important reasons for doing so: 
 

1. This opening sentence helps set the tone of the rest of the ad. 

2. The headline is reinforced by the first sentence. 

3. The reader is induced to read the second sentence. 

 
The next paragraph and the rest of the copy builds on the headline and amplifies the 
headline theme. 
 

T 
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A great exercise to do for learning how to put words together that sell (on paper and 
digitally)—is to find the benefits and features in successful ads, and then write them 
down. 
 
The other great way (as mentioned earlier) to learn how to write words that sell, is to 
copy (by hand) a successful ad you know is working. Take ads or sales letters that got 
you to buy or respond. Those are good examples of  an ad or letter  that’s proven—after 
all, it worked on you! 
 
Hand write the whole ad out. Don’t type it... write it with a pen. There’s something 
magical about handwriting successful ads. 
 
You’ll start to get the feel for the sentence construction and flow of hot copy. Long 
sentences.  
 
Short sentences. Bullets. Subheads. You’ll actually start thinking the way the original 
writer of the letter did when it was first written. 
 

Make Sure You Use the Right Font Style 

Either Serif or Sans Serif typefaces can be used for the headline. But the body copy of a 
space advertisement (and some sales letters) should be a Times Roman font... the same 
style as this text is typeset in. Times Roman is easy to read. 
 
You should never use a Sans Serif typeface in body copy for print ads or sales letters. 
Sans Serif is like this: 

 
Sans Serif. 

 
This type of font style is harder for the eyes to flow across. It’s as if the eyes get “stuck” 
on each letter because they don’t flow together well on paper. But that’s not the case 
with online sales pages where a clear Sans Serif font works well. In any format, Sans 
Serif works well as a headline, since it makes your prospect’s eyes “stick” to the 
headline’s words—and the message it conveys. 
 

Layout Tips 

In my opinion, the best way to layout an ad for a magazine or a newspaper, etc. is to try 
to make it look like an editorial ad in that publication. Try to match the publication’s 
font sizes and styles. 
 
Sure, people know it’s an ad. But there’s just something about it that lends credibility to 
your copy. It’s not that you’re trying to “trick” anyone into thinking your ad is an article 
placed by the magazine. It’s just that for some reason, people give more credibility to 
your ad when it looks like it’s an editorial. 
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The ad should appear to be an article in the magazines or newspapers in which your ads 
will run. This kind of ad is called an “advertorial.” Five times as many people read 
editorials than read regular ads. If an advertorial is prepared to look a lot like the 
publication it’s running in, it can do 500% more in sales. 
 

Sales Letters & Fonts 

When it comes to printed sales letters, I have used two different fonts, depending on the 
target market. I’ve tested them and have had success with both. 
 
The first font, which is my first choice when doing a sales letter, is the Courier font. It 
looks like a typewriter font. This is my first choice when doing a sales letter. 
 
But, if the letter is getting long, and it’s going to end up being over one ounce, I’ll often 
change it back to a Times Roman font. 
 
Like I said, I prefer to use Courier for letters. But if my letter is long and I need to keep 
the mailing under one ounce, I’ll go to a Times Roman. That’ll usually save me from 
going over the one ounce mark. 
 
Sometimes though, you can change the size of the Courier font and be able to stay under 
an ounce. I’ve seen letters with the Courier typeface as low as 10 point in size. I’ve never 
used it at that size myself, but I’ve seen it done. 
 
About the smallest I’ll go with Courier is a 10.75 or 11 points. 
 
In a sales letter where I use Courier for the body copy, I’ll often use an... 

 
“Enlarged Times Roman for the Headline! “ 

 
My  personal  opinion  is  that  Times  Roman  is  the  best  headline  font  there  is  for  
doing  large headlines. Though I’ll sometimes use Helvetica, or Arial font... a Sans Serif 
font. 
 
Also, sometimes I’ll just use a... 

 
“Bold Courier for the Headlines.” 

 
I do this especially when I’m mailing personalized letters. The headline will be 
something like: 

“At last, A Proven Way Mike Jones Can Make More Money In His 
Sleep!” 

(I know we’re not talking about writing headlines right now—but I just wanted to point 
out and remind you to use quote marks around your headlines. I find myself doing it 
here in this text out of habit. This increases the believability and recall-ability by 28%.) 
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When it comes to putting your words together on paper, don’t try to be clever or creative. 
Remember that the simpler your message is, the better it’ll sell. Creativity basically does 
nothing to sell your product or service. 

You’ll learn a lot about putting the layout of ads and sales letters together by studying 
the ads and letters in the Appendix. 

Conclusion on Word Magic 

Making your words blend together so they read like a smooth, flawless conversation is a 
great way to get your prospects on your side. They begin to feel that you are real... you 
understand what they want and need... and you have empathy. 

 
Using easy-to-read, conversational ads and sales letters makes your prospect feel like 
they’re sitting across the table from someone who really has a concern for their well-
being. 
 
They feel that you’re a real human who’s concerned, and not just some guy or gal who’s 
out to get into their wallet.  That’s the power of putting words on the page—in the right 
way. 
 
The tips and techniques revealed in this chapter will help you make your ads and letters 
get more response, help your prospects get the benefits they want, and help you fill your 
bank account. 
 
I challenge you to take action on these ideas now. 



 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

SECTION II: 
“PUTTING WHAT YOU’VE 

LEARNED TO WORK IN 
SPACE ADS AND SALES 

LETTERS!” 
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Introduction to Section Two 

In this section, I’m going to touch on some specifics related to space ads and sales letters 
I’m not going into incredible detail here, simply because Chapter 22 “My System Makes 
It Easy” will teach you the procedural flow your sales letters and space ads should follow. 
 
What I’m covering in Chapter 17 and 18 are some details specific to space ads and sales 
letters. 
 
After that, in Chapter 19 you’re going to learn the biggest direct mail mistakes to avoid. 
 
I believe that this chapter alone will save you many times more than the cost of this 
course. It’s stuffed full of tested information that will make sure you don’t goof-up big-
time on your mailings. 
 
Next, I’ll give you a great reference to use for all your ad writing in Chapter 20, “The 
Checklists You Need To Help You Create Ads & Letters That Sell”. There are several 
checklists that I’ve developed for you to use to make sure all the “right” things are going 
into your ads and sales letters. I think you’ll find them extremely valuable. 
 
In Chapter 21 I’ll share with you information I’ve learned from doing over 400 
advertising evaluations and critiques:  

 
“Tips, Tricks, & Bits to Make Your Ads & Sales Letters Work Better Than you Ever 

Thought Possible!” Now, let’s dig-in to Chapter Seventeen! 
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CHAPTER SEVENTEEN 
Space Ad Magic: How To Put All You’ve Learned Up ‘Til 

Now Into A Money-Making Space Ad Of Any Size Or Type 
That Pulls In The Response You’re After! 

 
Introduction 

In this chapter we’re going to get down to the nitty-gritty of what it takes to piece all that 
you’ve learned together to create a winning space ad (also known as display ads) of any 
size, shape, or kind. This includes, but is not limited to, using this information to create 
your: 
 

• Magazine Ads 

• Newspaper Ads 

• Yellow Pages Ads 

• Small Display Ads Postcards 

• Card Deck Cards 

• Newsletter Ads 

 
(Examples of most of these are in the Space Ad Appendix) 
 
When I talk about space advertising, I’m referring to the ads you see in magazines, 
tabloids, newsletters, newspapers, and other publications which will allow you to 
advertise. You know—some are full-page ads, others are half. This can go all the way 
down to much smaller 1-inch  x 1-inch classified/display ads. 
 
Also included in the “space ad” category are postcards. 
 
You can use space ads to get leads, get orders by phone, or by mail... no matter what 
your product or service. If there’s a magazine, newspaper, tabloid, newsletter, or 
anything else that goes to your target market, you can use space ads to make money. 
 
All sizes of space ads can be effective. 
 
My usual process is to test small, and “roll-out” big once you’ve proven that the medium 
works with a small ad. 
 
One bit of key advice when it comes to creating space ads: 
 
You Must Offer An Incredible, Risk-Free Proposition That’s So Irresistible 

To Your Target Market That They Can’t Help But Respond! 
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This can be quite a job—but if you’ll follow the steps outlined in this section and the rest 
of the course, there’s a great chance you’ll come out smelling like a rose with powerful, 
profit-making ads! 

 
Creating Your Winning Space Ad 

Now, I’m going to tell you what it takes to make your ad succeed. Some of these tasks 
are covered in greater detail in other sections of this course. Feel free to refer to past 
chapters as needed when creating space ads. 
 
STEP ONE: First and most important: you’ve got to do your research. Study your 
product, your prospects, and your competition as we discussed in Chapter 6, “Research 
Magic”. 
 
STEP TWO: Create a Massive List of Every Benefit & Feature You Can Think 
of For What You’re Selling 
 
Take the time to write down all the major benefits your prospect gets from using your 
product or service; all from the prospect’s point of view. 
 
Once you’ve got your list, prioritize each item in order of importance to your prospect. 
Some people like to write these benefit lists on 3x5 cards, but I always just use my 
computer. Do whatever you’re comfortable with and whatever seems to “jive” with your 
creative process. 
 
A lot of people claim that using the 3x5 cards really enhances the case of putting the ad 
together—because you can SEE what’s going on in the ad by the layout of the cards. 
 
Anyway... 
 
Write down everything you can think of… every little detail, every little benefit. Even if 
you don’t use this information for a headline, they will inspire you and lead you to your 
headline. Besides that, there’s another wonderful benefit of gathering all this 
information: you’ll need it all when it comes time to create bullets and subheads for 
your ad. 
 
And, quite often, you will uncover your best headline from going through this process. 
 
Make sure you take the time to turn features into benefits—this is important Remember, 
your prospects don’t buy features, they buy benefits. 
 
STEP THREE: Be Totally Honest. 
 
Maybe this sounds too “goodie-two-shoes” to you—but I can’t stress it enough. If you’re 
playing the advertising game for the long haul, and trying to build yourself a solid 
business based on solid relationships (and you should be) then honesty is the best 
policy! 



Advertising Magic:  The Complete Guide to Creating Hot Ads & Sales Letters That Work! 

268 

 
Not only can you get in trouble with the FTC, the Post Office and other authorities, 
you’re cheating yourself in the long run. What goes around comes around... it’s a 
universal law. If you’re taking advantage of people, someone will eventually take 
advantage of you in a bigger way. If you’re stealing from someone, someone will 
eventually steal from you in a bigger way... guaranteed. 
 
Let me give you a quick example of a “border-line-honest” test mailing I did when first 
promoting this course. 
 
Now, I’ve read everything from all the “big-boys” about running a classified to get leads 
to call a voice mail box, or sending out a postcard, or running a lead generation ad 
offering a free report to get qualified prospects. 
 
So I did. I mailed out a postcard. And I got a 16% response—people wanting me to send 
them my free “report”. Not a bad response I thought! 
 
Now, the “big-boys” all said to offer this special free report—but what the free report 
really was, was a sales letter “disguised” as a free report. 
 
Now, I should’ve gone with what my heart was telling me in the first place: “It’s not 
right... if you’re offering a free report you need to deliver a free report! Otherwise, I 
should tell them they’d get more information, or sales literature.” 
 
Well, it ends up that I went with what I had learned from the “big-boys” and I went 
ahead and sent out my disguised sales letter—and the whole deal was a complete flop. 
Not only that, I didn’t have a clear conscious about the whole thing. 
 
So what I did to rectify the situation was, I printed up a real special report and mailed it 
out along with a letter explaining that the sales letter they got was indeed, a sales letter 
and not a special report. Well, I still haven’t gotten any sales from it... I can’t help but 
think maybe I would have gotten some business had I sent out a real special report first. 
 
Your heart, or you “gut-feeling” will tell you when you’re doing something wrong. When 
you get that feeling, stop and get away. 
 
STEP FOUR: Check Out Where You Can Run Your Ad, What Your 
Competition Is Doing, and Where They’re Running Their Ads. 
 
A great place to find out where you should advertise is the Standard Rate and Data 
Service Directory of Magazines and Newspapers. It’s available in bigger libraries—and 
it’s a goldmine! 
 
Not only does it list every publication in the country, it can also be a great idea-jogger 
when you’re trying to come up with a direct marketing product to sell. (Another subject!) 
If you don’t have access to the SRDS, you might want to write to them at their address: 
3002 Glenview Rd., Wilmette, IL 60091, and tell them what you’re interested in... or do 
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like I did and tell them your local library doesn’t carry it, and have them call the library 
to get a set! 
 
Another company that has a comprehensive bunch of directories is Gale Research Co., 
835 Penobscot Building, Detroit, MI 48226. 
 
By reading and browsing through these directories you’ll find all the publications that 
you’ll want to find out more about. Write down the magazines you think you’d like to 
run your ad in, then call, email, or fax them requesting their “Media Kit”. 
 
The media kit usually includes one or two copies of current issues of the magazines so 
that you can see what the articles are focusing on, who’s advertising in the magazine; if 
any of your competition are there—and you’ll find out a lot more about whether you’ll 
want to advertise in it or not. 
 
The best magazines to run an ad in are those who have plenty of direct mail or mail 
order ads in them. Don’t think that just because a publication has no direct response ads 
in them that they’re going to work for you... usually they don’t have ads in them because 
they don’t work! So be careful, and watch out! 
 
If your product is going to be sold to consumers, publications like “The National 
Enquirer” and “Popular Mechanics” still seem to be good for testing a product or service. 
I’ve never used either, but, there are obviously a lot of people who do. You should pick-
up a copy of each and browse through the ads, responding to those that appeal to you—
it will be a good education for you, as most of the ads are fairly good. 
 
STEP FIVE: Create Your Offer—Including Your Guarantee 
 
This step is covered in step by step detail in Chapter 8, “Offer Magic”. In a space ad, 
your offer, guarantee and your headline are critically important. All of the elements 
work together to make the whole thing work—but response will thin out if you don’t 
have a powerful offer, a no-risk guarantee, and a strong headline. 
 
STEP SIX: Grab the Attention of Your Target Prospect In the Super-Head, 
or In Your Headline... or Both 
 
Now, you can do this either in your super head (a small headline above your main head- 
line) or you can do it right in your headline. I will often put this attention-grabber right 
at the top as a super head. 
 
Turn back to the space ad section of the Samples Appendix. You’ll notice that most of 
these space ads have what are called “super heads” above the main headline. Super 
heads are a wonderful way to call out to your specific target market. For example, if I 
were selling a pest control service, this could be my super head: 
 
Attention Home Owners With Termites... 
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See how that calls out exactly to the specific target audience I want to attract? Your ad 
should do the same. I typically will use the same font style for the super head as the 
headline; it’s usually a 12 to 16 point size, depending on the overall size of the ad. I 
almost always set my super heads to be “left justified” and in italics. 
 
STEP SEVEN: Create Your Headline & Your Opening Sentences 
 
This step is covered in specific step by step detail in Chapter Nine, “Magical Openings”. 
 
STEP EIGHT: As You Begin to Write Your Body Copy, Remember To Use A 
Conversational Tone In Your Copy. Use Everyday Language & Write Your 
Ads As You Talk... and Don’t Forget to Use “Word Magic” 
 
This step is covered in detail in Chapter 16, “Word Magic”. 
 
STEP NINE: Get Out Your “Idea File” and Start Looking For Ads That Have 
Sold to Your Target Market—Ads that Sold You and Ads that You Wish You 
Could Order From—then Take These Eight Steps to Help You Get Going 
 
Now, take your list of features and benefits and begin building your case with them. Let 
your Idea File take the lead if you have to. If this is difficult, you need to follow the 
instructions in Chapter 3 “Empathy”, Chapter 4 “Ad Primer”, and Chapter 5 “Motivation 
Magic”. 
 
The “Audio Recording Technique” is a well-known technique that not many advertisers 
take seriously. It’s really a no-lose way to at least get an ad started. Let me share it with 
you again right here: 
 
 

1. Record all of the conversations you have with prospects and customers. Use a smart 
phone device or portable, digital voice recorder—it really doesn’t matter. Record 
these conversations about a dozen times. Anytime you find yourself pitching 
someone where you’ve totally forgotten the recorder was on, that’s the pitch you’ll 
want to use... especially if you closed the deal. Any technology store has all the 
wiring you need to record off the phone line for a small price. There are also apps 
that can record conversations on your smart phone or tablet. 

2. Have all these recordings transcribed. 

3. Then number each selling point you make in your conversation. 

4. Give each selling point a priority number on a scale from 1 to 10— with 1 being the 
most desired thing you offer your prospects. 

5. Cut out each selling point with a pair of scissors and divide them into three groups. 
The first group contains the selling points that talk about the benefits of what 
you’re selling. The second group contains interesting facts about what you’re 
selling. And the third group contains those selling points that don’t really say 
anything worthwhile about what you’re selling; or that don’t really help to advance 
your presentation. 
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6. Throw the third group away and arrange the other two in prioritized order from 10 
on down. 

7.    Next, throw out all selling points with a rating of 5 or less. 

8. Now, forget that you’re writing an ad or sales letter. Instead, concentrate on writing 
a memo... a long memo to a good friend of yours. Don’t try to be cute or clever. 
Concentrate on selling just like you did in your conversations with your prospects 
and customers. 

 
Follow these eight steps and it’ll at least help you get going. 
 
By following these steps, I’ve often been able to create the whole backbone of a winning 
space ad. This system really works. I remember reading about the idea in John Caples 
book, then in Jay Abraham’s stuff, and then in Gary Halbert’s newsletter. With 
“endorsements” like these I suggest you take serious heed and use this technique to your 
advertising advantage. Paying attention to your offer is also what’s really going to help 
you get a handle on what to write. You see, your copy should logically lead to your 
powerful offer. 
 
STEP TEN: Sprinkle Your Ad With Credentials, Testimonials, Case Studies, 
Success Stories, Proven Facts &Figures PLUS Anecdotes 
 
The basics of this step are covered in detail in Chapter 13, “Prove It Or Lose It!” Right 
now, I’d like to give you some more insights as to how to make this information work in 
a space ad. 
 
Usually when I put testimonials in a space ad, I’ll italicize them, and then put the name 
of the person giving the testimonial in regular bold face, justified right. (You’ll see this in 
some of the space ads in the appendix.) In a one-column ad, a testimonial section might 
look something like this: 
 
“I was amazed at how much Brian was able to put in a simple 8 page letter. Needless 
to say, this letter has out-pulled any other one we have every used! “ 

— Robert Blackman 
Diversified Enterprises 

Norman, OK 
Now, here’s how that same testimonial looks in an ad that has 3-columns: 
 
“I was amazed at how much 
Brian was able to put in a simple 
8 page letter. Needless to say, 
this letter has out-pulled any 
other one we have ever used!  
 
Robert Blackman 
Diversified Enterprise Norman, 
OK 

This is an example of an “in-
column” testimonial; this text is 
here to make the testimonial fit 
into only one of the columns.  
This is an example of an   “in-
column” testimonial; this text is 

here to make the testimonial fit 
into only one of the columns. 
This is an example of an “in-
column” testimonial; this text is 
here to make the testimonial fit 
into only one of the columns 
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This is my own feeling on how you should use testimonials in your space ads. If you’re 
not going to follow the traditional 3-column space ad, here’s another way to make a 
positive impact with your testimonials: 
 
“One of the things that has given me great confidence in Brian is the fact that he is 
honest. He always delivers what he promises. And given that we are virtually on 
opposite coasts, and all of our dealings have been via telephone and mail, trust is a 
very important aspect of our relation- ship. Frankly I wish all of my business 
acquaintances were like the one I have with Brian. “ 

— Eric Nemeyer  
Jenkintown, PA 

 

This is called a “Callout Box.” Callout boxes can work very 
nicely in ads, catalogs, magalogs, and even in typeset sales 
letters. Here’s another version of a callout box: 
 
Basically it’s the same thing, just a different size. It follows the 
same basic formatting as the others. You know, italicized 
quote, with bold name, title, and location in regular type. 
 
I don’t use callout boxes very often. I usually just include the 
testimonials in the body copy and let it flow along with the 
message as a whole. When you put your testimonials in call-
out boxes you’re kind of taking a gamble... betting that your 
prospects will read the information in the call-out box. 
 
If you put your testimonials in with the flow of the rest of the copy, they’re pretty hard to 
miss. However, Bill Myers is quite successful at using callout boxes and graphic 
elements. 
 
But remember, Bill is selling to a very dedicated “following” of people... his people will 
read just about anything he puts out. His list consists mostly of past buyers, and 
multiple buyers. Bill puts out great information, and his people know that. 
 
One last point concerning testimonials and other “credentializers” in your ads: I tend to 
be of the school that people are skeptical. In your ads, you need to overcome this 
skepticism as soon as possible. To do this, I suggest you put your testimonials, case 
studies, success stories, and the like right upfront, towards the beginning of your ad. 
Even put them in the headline. 
 
This is power. And if you can get a testimonial that tells of how your product helped this 
guy overcome the biggest problem or frustration your prospects have, you’ve really got 
something strong going... use it! 
 
STEP ELEVEN: Finish Putting Together Your Rough Draft—Wait 2 or 3 
Days to Let It All Bubble In Your Subconscious, Then Come Back and Start 
the Whole Process Over Again Until Finished 
 

“Brian offers the least 
expensive copywriting 
services I have yet come 
across amongst the ‘big-
boys’... which is amazing 
for perhaps the best copy 
writer on the planet. “ 

— Jefferson Georg  

West Palm Beach, FL 
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Yep. That’s right. 
 
I want you to stop the creation process completely, and let things sort of percolate in 
your mind. This will do you an incredible world of good. 
 
Go out and get yourself a milkshake or another favorite treat. I do this regularly with my 
clients (that’s why I’ve gained so much weight!). I’ll bust my butt on an ad or sales letter 
for 3 or 4 days straight, and then I’ll just set it aside completely for 2 or 3 days and then 
come back to it. 
 
It’s amazing what a fresh viewpoint you’ll have after doing that. Things will pop into 
your mind that you never even considered before. Once you get all those ideas down, 
and others that are sure to happen—you need to rest again, put it aside again... and 
come back to it a few days and work on it some more. Keep going through this process 
until you’re able to finish it up. 
 
Now, let’s take a closer look at some of the other elements of your space ads. 
 

The Opening of Your Ad 

The first letter of your space ad should be what’s called a “drop-cap”... which stands for 
“dropping the capital letter”. 
 

sing a drop-cap (Like the “U” on the left) can increase the readership of your 
space ad because it makes your prospect’s eye fall down to the left, right where 
your opening sentence starts after the headlines. Thus, the likelihood of your 
opening sentence being read is much higher. 
 

Now that you’ve got your prospect looking at the first sentence, you can bet your bottom 
dollar that the sentence had better be a good one. 
 
As a matter of fact, I believe that first sentence should be the headline you voted to be 
second best, but didn’t use (if it fits the same theme). You know, your “second most 
powerful headline”... the one you decided not to use. 
 
What you do is take that “discarded” headline, and modify it so that it becomes a 
powerful opening sentence. That opening sentence is so important, it should be strong 
enough to be a headline. 
 
Why? 
 
Because if you can get your prospect to read the headlines, then drop over and read the 
first sentence and hold him there, chances are very much in your favor that your 
prospect will keep on reading through ‘til the end of your ad! 
 
Your first sentence is critical for your ad’s success. If it’s not right on target, you’re going 
to lose your prospect.  

U 



Advertising Magic:  The Complete Guide to Creating Hot Ads & Sales Letters That Work! 

274 

 
That’s why I feel you should use a sentence as strong as a headline. 
 

The Overall Look of Your Ad 

The most successful space ads are usually those that “match” the editorial look and feel 
of the magazine. For example, if you were going to run a full-page ad in Entrepreneur 
magazine, you’d want to get a couple of issues of it, and lay your ad out to look like an 
editorial story the magazine is doing. 
 
If you were going to run a one-column ad in the Wall Street Journal, you’d want to get 
some back issues and take a close look at how they lay it out, and try to match it as 
closely as you can. 
 
The size of the columns in your ads should be approximately the same size as the 
editorial columns where you run the ad. 
 
Ted Nicholas has tested having the right side of your paragraphs “justified” or not and 
found that the results were basically the same either way you choose to do it. It really 
depends on what the magazine or newspaper you’re running your ad in does. It makes 
since that if they justify everything “right”, you probably should, too. 
 
Obviously matching your ad to the same fonts, columns, and layout is a bit harder to do 
if you’re going to run anything other than what I’ve just mentioned. With a small 
classified display ad for example, you wouldn’t be able to do anything like that. 
 
Understand, it’s not that you’re trying to deceive people and make them think your ad is 
actually an article.  It’s just that ads that look like “editorial content” get a much larger 
percentage of the readership than an ad that looks like an ad. Five times as many people 
read editorials than read regular “ads”.   
 
To put it clearer, you’ll get 500% more response with an editorial ad. That’s a big 
difference when you consider how much response you usually need to just break even 
these days. (Jay Abraham, Gary Halbert, and Ted Nicholas all believe in these editorial 
ads—there must be something good about them!) 
 
My experience is, that the ads don’t always have to match the layout of the publication 
it’s running in to work well... not that closely anyway. I’ve had people respond to 
newspaper ads I’ve ran that didn’t match the layout of the rest of the paper that closely 
who said, “Yes, I’m responding to your article here in the Enterprise, could you tell me 
more about it?” 
 
However, even though the ad didn’t really match the rest of the content of the 
newspaper, it still had an editorial look and feel to it. 
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Caption Under 
Head Shot 

 

Using Pictures, Illustrations, &  
Photographs In Space Ads 

Photos often will lift response. Studies  show  that  illustrations don’t elicit  the  response  
that photographs of people, or your product “in action” do. 
 
I don’t like to use computer clip-art for example. I do know that some people like Bill 
Myers use it with success in almost every ad (and sales letter) they run. 
 
Really, what it boils down to is the fact that you’ve got to test your ad with a photo, and 
without one. 
 
If your ad is selling a service that you offer, there’s good reason to put a headshot of you 
in the ad. Usually either to the right of your headline, or in-between and overlapping 
two columns like this: 
 
 

 

rian Keith Voiles announced his 
newest publication today called 
“Advertising Magic: The 
Complete Guide to Creating 
Hot Ads &Sales Letters That 

Work.” The reviews have all been 
wonderful from people around the 
industry. Ted Nicholas calls Brian 
“The brightest up and coming 
copyrighting star of the 90’s… he 
shows real talent!” Gary Halbert 
heralds   Brian as writing “some of 
the best copy I’ve ever seen.” Robert 
Allen, world renowned, best-selling 
author calls. Brian “My Secret advertising 

weapon.” And Stephen R. Covey has found 
Brian to be “a thrill to work with and learn 
from—I never knew there was so much to 

understand about advertising. 
Brian has helped my business 
boom over the last 9 months that 
I’ve known him” Advertising 
Magic is just over 300 pages long, 
and is jammed with step by step 
procedures to creating hot ads 

that work... every tid-bit of 
information Brian could jam into it 
is there. Study this guide and you’ll 

soon be writing ads like the pro’s! For 
more information, contact Bill at (xxx) 8 

B HEAD- 
SHOT 
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It’s important to put a caption underneath any picture that you put in your ad. Next to 
the headline, that caption will be read more than anything else. And if you’ve got room to 
put in a great selling caption, I always will do it. Here are some examples of what I mean 
by a selling caption: 
 
Picture of Author of new Book, etc. 
 
“Brian Keith Voiles, author of a new advertising course, offers pure “how to” information 
that’ll get you making money with your space ads and sales letters in no time—read on 
for details!” 
 
This works too: A Picture of Your Product in Action Benefiting the User 
 
“The amazing new Godzilla Knives cut, slice, and dice food with ease. You can get them 
with a full-lifetime guarantee for only $32.77! Read on for complete details!” 
 
Your caption is another ad for your ad. As a matter of fact, a lot of people will read your 
captions before they even read your headline! So you must make sure you never run 
photo without a caption. If you do, you’re losing a great selling opportunity and an 
opportunity to pull your prospect into the rest of the message. 
 

Using Graphics in Your Ads 

When I say “graphics”, I’m talking about the overall look and feel of your space ad—not 
just graphic elements like clip-art, the order form, the border, etc. Graphics really goes 
deeper than that, and they can improve your response if you can get with a great 
graphics person. Whatever you do, remember this: 
 
The Best Graphics Person You Can Get Is One Who Understands That Copy 
Is More Important Than Graphics. 
 
If you don’t believe me on that one, take a close look at one of Jeff Paul’s full-page ads in 
Entrepreneur Magazine. This guy has got about 8 point copy (if that) and no graphic 
elements of any kind! 
 
 
Your graphics can help “set the mood” for your ad and your offer. But, avoid the big 
advertising agencies who waste all your money on graphics that don’t do a stitch of 
selling, let alone support your copy. 
 
My graphics guy lives here in Sandy just a mile or so away. He’s the best I’ve ever found. 
If you’re interested, call Graham Ambrose at (801)571-9115. (He’s got one of those 
wonderful British accents that sound like music to your ears.) 
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More Important Things to Consider  
Regarding Space Ads 

Never run your space ads without taking a really close look at what your competition is 
doing. If they’ve got the Advertising Magic course, you’ll especially need to see what 
their approach is! Once you’ve monitored them closely, then you can determine how you 
can beat them! 
 
If you’re looking to run an ad in an expensive, nationally published magazine or 
newspaper, I can almost guarantee you it’ll be best to keep your costs low by using a 
“two-step” approach. 
 
What’s the “two-step”? 
 
What you do is this: run a small, inexpensive ad designed to get as many leads and 
inquiries as possible. Then follow-up those leads with a hot sales letter that goes for the 
close. If it’s a profitable venture after you’ve done all this, then and only then should you 
consider running a larger ad. 
 
There’s also something magical about those magazines. Most people are scared to run 
ads in them. They’re afraid of the risk—as well they should be! 
 
But, if you do this two-step approach first, and you find that you’re profitable; you can 
go ahead and ran a larger ad with confidence in the same publication. Now, don’t go 
overboard and jump-up to a full-page ad overnight.  
 
Remember: always test small. 
 
Most people won’t advertise in any of these publications because they’re expensive. Well, 
let me tell you a little secret: 
 
The Ads in These Magazines are Expensive Because They Work! You 
Should Go Where The Smart Money Goes! 
 
If you want to appeal to the trade show market (businesses who exhibit at trade shows) 
contact the trade publications in the trade show/exhibitor field listed in the SRDS. 
 
Then, write or call those publications and request the last 12 issues. (You’ll have to pay 
for anything more than a sample copy—this is money well spent.) Not only can you read 
the ads that are written for your market and get to know them, you can also go through 
them and call the people who’ve run ads in these publications (as long as they’re not 
competitors). Tell them you’re thinking of advertising in the publication, and ask them 
how their ads did. 
 
It’s cheap insurance to find out how others’ ads have pulled before you lay your money 
on the line. You’ll usually learn a lot from these advertisers.   
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Of course you have to take into account the fact that your ads may pull better now that 
you’re learning how to create ads that work. I’m confident you’ll find a bunch of cute, 
clever, image ads in most any trade publication or industry magazine you look at... and 
you probably won’t find near as many direct response ads. 
 

The Ideal Size of Your Ad 

Next, you must consider the size of your ad. 
 
In space advertising, my rule of thumb is this: 

 
You Want To Pay The Least Amount Of Money That Will Get You The Most 

Impact. 
 
You should use only as much space as you need to tell your prospects the benefits they 
get from doing business with you and motivate them to respond to your ad. If you can 
get by with one-fourth or one-eighth of a page—great! 
 
Whatever you do... don’t buy more than you need, and don’t put it on your credit card 
when you’re testing! Going into debt to test is not good advice! Don’t do it. 
 
A full-page ad is worth running only when there is enough meaningful copy and 
graphics to fill the entire page, and only if you have first tested that magazine and made 
good money with smaller ads. 
 
Remember this key rule: If you only have enough copy for a one-quarter or one-half 
page ad and you blow it up to a full page, you will be more likely to double the cost of 
every lead or sale than to double your response. 
 
A full-page ad with no color is expensive in most publications. I don’t think you should 
start there. Again, you should always test small before going with a bigger ad. 
 
Trust me—I’ve been there. It’s prudent to test first, no matter how hot what you’re 
selling is. 
 
Your idea or product may be the hottest thing you’ve ever seen—but what if the 
publication you’re about to run a full-page ad in has lied to you? 
 
What if they don’t really have 500,000+ circulation? What if they only have 50,000 and 
there was a typo on their fact sheet? (Hey, it’s happened!) 
 
You’ll lose a lot less money testing small. 
 
Onward. 
 
A “Double-Truck” Ad 
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A “double-truck” ad means two full-page ads, side by side. Studies have shown they 
don’t usually pull twice as many responses. The only time you should even consider such 
a big ad is when you have a lot to say, and when you’ve got tons of tested copy to put into 
such an ad. 
 
Though others have probably done it successfully, Jay Abraham is the only one I’ve ever 
seen make this work for a profit. Understand though... if he loses money on an ad, he’s 
got the money to lose! Most likely, you or I don’t! 
 
Before you jump into any big advertising commitment like this, you’d want to make sure 
you’ve got a winner going—that you know your market inside and out. It’s also 
important to go in with tested copy to a magazine you’ve tested with smaller ads, and 
already made money—hand over fist. 
 
Even then, you’re better off running smaller ads (a half page ad, four times instead of 
one two-page ad). 
 

Space Ad Buying Tips 

Always ask the publication you plan to advertise in if they offer a “stand-by” or remnant” 
rate. (It can save you up to 40% of the cost of your space ad.) If so, you can send your 
camera-ready ad in advance, with a purchase order to buy space at these reduced rates. 
The magazine or newspaper won’t guarantee placement, but it’s a great way to save a lot 
of money on the cost of your advertising when they have that “leftover” space available. 
 

Other Tips, Tricks, & Hints Concerning  
Making Money With Space Ads 

Newspaper Ads 
 
Remember, people read the newspaper to get news. If you can present what you’re 
selling in an editorial-looking ad with a headline that has a “newsy” angle, you can 
capitalize on the state of mind your readers are in. Make your headline sound like news, 
and yet capture your target prospect.  
 
Example: 
 

• “New Pasta Machine Makes Serving & Slicing Pasta a Snap Critics Say” 
• “Is Your Job Teeter-Tottering? New Book May Save Your Job and Career—Book 

Review 
 
These headlines not only have news appeal, but they also target your prospect fairly 
effectively. 
 
Regional Zone Editions 
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Many of the “big-name” newspapers like USA Today, Wall Street Journal, New York 
Times, etc. are now offering what they call “zone editions” which will not only save you 
money over running a blanket ad that covers the nation, but will help you target a 
geographical area. This especially helps if your business is only generated from a certain 
local area. 
 
Basically, the  zone  editions   are  regular   newspapers   with  special   sections   targeted  
to   small geographic areas around the country. 
 
For instance, let’s say the cost for a column inch of advertising space in the Wall Street 
Journal is $117.97. To run an ad two columns wide and five inches high (ten inches 
total—not especially large), you’d have to spend $971.70 to run it. And to make it even 
worse, most of the people reading your ad would be too far from you to generate any 
business for you. 

But now, with the zone editions, the cost for the same size ad would be around $150. 
 
And the big benefit would be that almost everyone reading it is now in your 
geographically proven area of business.  Make sure you always ask if any national 
newspaper you’re thinking of running an ad in has zone editions—it can save you a lot of 
money and give you a more accurate test. 
 
Positioning Your Newspaper Ad—Where Should It Go In The Paper 
 
If you can get the front or back page of a section, that will be best. If your ad must go on 
the inside pages, try to get it placed on the right page, placed above the fold. One way to 
make sure this happens is to run a one-column ad that is long enough to have its 
headline above the fold. That way, if it gets placed below the fold, your headline will be 
above the fold no matter what. 
 
Magazine Tips 
 
Magazines can be a powerful space ad medium if the readership is a dedicated 
readership. What I mean is this: if the subscribers can’t wait to get the magazine each 
month so they can “devour” it when it comes. 
 
This type of hungry subscriber base can be a gold mine for you. Just hope your target 
market is one of them! 
 
Magazines tend to get read. Why? Simply because the reader is paying good money for it 
to come each month. 
 
A powerful advantage to you of running your ad in a magazine is credibility. You know, 
the credibility the readers attach to the magazine is sort of “passed along” to you in an 
unconscious kind of way. People really perceive you as “Boy they’re serious about their 
business... they must be for real.” 
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That brings up another reason to consider using magazines for your advertising—their 
powerful reprint value. The magical, ongoing value of a magazine ad is that you can 
run a full-page ad and continue to mail the reprints of it for years to come. Now that’s 
getting the most for your money! 
 
Each of your ad reprints should have printed on it, “As seen in Time Magazine” or what- 
ever other magazine your ad was originally run in.  
 
Reach Your Target Market 
 
Magazines can really help you target your market. There are magazines in all sorts of 
different niches. Some niches, you’d never think of actually have monthly, full-color 
magazines! The same applies to newsletters. 
 
Bingo Cards 
 
Also, you can increase your ad response quite a bit by running your ads in magazines 
that offer “bingo cards” at the back. I’m sure you’ve seen them. You know, those 
cardboard, perforated postcards with a bunch of numbers on them? Prospects fill out 
their name and address and circle the number of each advertiser they want to get more 
information from. 
 
More Tips 
 
What follows are guidelines that estimate the amount of increase in results you might 
expect from different size ads.  
 
This all comes once you have proven, tested copy with a market... not before that. 
 
A double-page ad will pull approximately 140% more than a one-page ad 
A full-page ad will pull approximately 140% more than a one-half page ad 
A half-page ad will pull approximately 200% more than a quarter-page ad 
 
“Long Copy” vs. “Short Copy”—long copy out-pulls short copy because readership falls 
off very little once your prospect has read the first 50 words. Get him to read that far, 
and you’ve got ‘em! 
 

Conclusion on Space Ad Magic 

I’ve given you a lot here to consider. It’s a lot to mold together to use to create a winning 
space ad. But you can do it. 
 
I did it—and I’m not a real bright guy. 
 
This chapter alone is not your “complete guide” to creating winning space ads. What I 
do consider an almost complete guide to creating space ads is all the chapters in the first 
section combined. Those chapters are the real “meat” that will teach you to create hot 
ads that work. You’ve got to study them again and again with pencil in-hand. 
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This chapter has given you some insights specific to, and unique to space ads themselves, 
and it’s given you some step-by-step guidelines for creating them. But really, the entire 
process of creating space ads (as well as sales letters), is the entire process this whole 
course covers. 
 
Pay careful attention to “My System” here in a couple of chapters. This system is the step 
by step procedure your space ads should follow. It’s a powerful combination. 
 
My system will be the “blending element” which takes everything you’ve learned and put 
it all into the right order for you. There’s not anything like it. 
 
Good luck—you can do it! It just takes application of these ideas. Go For It! 
 



 

 



 

 

CHAPTER EIGHTEEN 
Sales Letter Magic: How To Put All You’ve Learned Up ‘Til 

Now Into A Money-Making Sales Letter That Gets Your 
Prospects To TAKE ACTION NOW! 

When I talk about a sales letter, what I’m referring to is any communication from one 
person to another to try and get them to respond in one way or another. Your sales 
letter may be as short as one page, or as long as twenty-four pages... it really depends on 
what you’re selling, and at what price you’re selling it. 
 
Higher ticket sales tend to need longer sales letters, and even multiple sales letters. 
 
Inexpensive items don’t need as much copy, and will require maybe one page to 4 pages. 
 
Your sales letter may have other components that ride along with it, including, but not 
limited to: 
 
• A Buck Slip—this is a slip of paper which is 8.5” wide x 3.3” high. 

• Buck slips have several uses. They’re used to extend a bonus offer not found in a 
letter—or to remind your prospect of a deadline bonus that is in the letter. They’re 
used to test an appeal you didn’t want to put in your letter. Some buck slips are the 
order form—others are testimonials. Personally, I don’t like to use a buck slip as a 
testimonial sheet... though some mailers do. 

• Tickets or Seminar Passes—some mailers include tickets in their letter mailings 
to get prospects to come to a seminar... at the seminar you are educated as to what 
they’re selling and what benefits are in it for you, and they try to “close” you there. 

• Fake Checks that Look Real—Some mailers include a check that shows through 
a window envelope enticing the prospect to open the letter to find out what’s going 
on. I’ve received dozens of these from one mailer over the past 3 years. This tells me 
that their approach is working, otherwise why would they keep mailing again and 
again? An associate of mine is now mailing 250,000 letters per year, all of which 
have a check peeking through a window envelope! It’s very enticing, and very 
inviting to open. If he’s mailing that many per year, you can rest assured it’s making 
money for him! 

• Order Cards/Forms—Most letters include an order form of some sort. It’s usually 
the size of a buck-slip, or is 1/2 of an 8.5”x 11” page, or are a full page. They are 
usually yellow or white. Black printing is best, with process blue signature. (See 
Chapter 8 ‘‘Offer Magic”) for complete details on how to create an order form that 
works.)  

• A “Grabber” of Some Sort—“Grabbers” are used to get your attention. We’ll talk 
in detail about them shortly. 
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• A Free Report or Gift—Sometimes mailers will include a free report or gift to 
make a positive impression with you. The report must have valuable information in 
it, and be relevant to what you’re selling. The same applies to the gift. 

• A Lift Note—Lift Notes are used to “lift” the response of a mail package. Usually the 
lift note is authored by someone other than the letter writer. I’ll go over lift notes 
with you in great detail shortly. 

• A  Brochure  or  Flyer —Though  I  don’t do  this  much,  many  mailers will  tuck 
their standard brochure or flyer in with their package. 

My own personal feeling about this is that when you do a mailing, the brochure you put 
in (if you’re going to put one in) should be specific to that mailing, and not your typical 
brochure that you’d hand out in your store, or during a sales call. I prefer them to be 
specific to your mailing. 
 
You’ll see examples of most of these items in the Sales Letter Appendix at the back of 
this course. 
 
Now, let’s shift gears and go through the steps you need. 
 
STEP ONE: Research & Rest 
First, you must do your research. By now you understand how critical this is to the 
success of any sales letter or ad you create. And once I’ve done my research, I like to 
“rest and gel”. Sometimes during the “rest and gel” part, I’ll thumb through my Idea File 
looking for ideas to use, approaches that might work, etc. (See Chapter 6, “Research 
Magic”) But usually, I’ll just relax. 
 
STEP TWO: Make Your List of Benefits & Features 
Remember, once you’ve created an extensive list of features, they must be turned into 
benefits, and then prioritized according to your prospect’s interests. The very process of 
creating this list will help you solidify your research about the product. This is key to 
your success, especially if you’re a freelance writer like I am. 
 
These benefits will also help you uncover and formulate your headline. As an added 
benefit, most of these benefits (the good ones at least) will become the backbone of your 
bullets. And you know me and bullets—I just love to use them in a sales letter! 
 
STEP THREE: Determine What The Goal of Your Letter Is, How Much You 
Have to Invest, Where Might You Get Your Lists 
Maybe this sounds too obvious to you, but based on my experience critiquing other 
people’s letters, I’d say it’s not too obvious! You’d be shocked at the number of people 
who’ve taken the time to create a sales letter, and they really didn’t know what the goal 
of the letter was, who they were going to mail it to (most people are very unspecific about 
who they’re sending their letter to—which shows a lack of research) and where they’re 
going to get their list to mail to. 
 
Sure it sounds foolhardy... but it’s true. You have got to be different. 
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You need to sit down with yourself and determine exactly what the goal of your letter is 
before you lift a finger to write it. Once that is done, you need to decide how much you 
are willing to invest in this letter to reach that goal. Then you’ll have to uncover what 
lists will match the criteria of your target prospect the closest. 
 
STEP FOUR: Create Your Offer 
Refer to Chapter 8, “Offer Magic” for more on this. Remember, your offer must be so 
compelling that your prospect will feel crazy if he doesn’t order! Your offer can include 
what I call “Bonus Overload” where the bonuses your prospects get for taking action 
before the deadline, are actually valued at more than the product they’re buying. 
 
An offer like that is extremely hard for your prospects to turn down IF you’ve taken the 
time to determine what bonuses would have enough perceived value to your market, yet 
cost you very little to produce. 
 
STEP FIVE: Create Your Headline—Try to Integrate Your Unique 
Competitive Advantage 
Refer to Chapter 9 “Magical Openings” for this. You must get your headline right. And 
your opening sentence and paragraph must suck your prospects on in. For if you can get 
them to read the first 50 words, chances are very strong that you’ve got ‘em if you 
continue to tell them what’s in it for them. 
 
Remember, almost any headline can be improved with the words “quickly and easily”. 
Also, consider tacking this phrase (or a version of it) onto the end of your headline: 
“100% Guaranteed!” 
 
STEP SIX: Create Your No-Risk Guarantee 
Refer to Chapter 14, “Guarantee Magic” for this. It’s important that you have a guarantee. 
I know this sounds fundamental, but I’m surprised at the number of advertisers these 
days who don’t even offer a guarantee. 
 
True, there are some who offer a guarantee and basically don’t let their prospects know 
that they do. But I’m talking about businesses who don’t even offer one. 
 
You must be different. 
 
Not only must you offer one, you must offer one that takes the risk completely off the 
buyer, and puts it onto your shoulders. Now, that’s only if you want maximum response 
from your ads. 
 
For maximum impact, your guarantee should be at least 90 days. You should never offer 
a 10-day or 7-day guarantee as that tells your prospects you don’t really believe in what 
you’re selling. And it’s actually worse than offering no guarantee—which isn’t an option 
for you! 
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STEP SEVEN: Create Your Bullets 
Refer to Chapter 10, “Bullet Magic” for details on how to create hot bullets that sell. The 
sales letters I write almost always have dozens and dozens of bullets. Bullets, done 
correctly, can do a real selling job in your sales copy. 
 
Bullets touch on the various benefits that your product or service delivers to your 
prospects once they buy—and one prospect will buy for an entirely different reason than 
another prospect will buy. That’s why covering all of the benefits in bullets can be so 
powerful. 
 
STEP EIGHT: Create Your Opening Paragraph 
Again, refer to Chapter 9, “Magical Openings” for details on this. If you can get your 
prospect’s attention with the headline, this will keep them from throwing your letter out. 
Now, the next trick is to get them to keep reading. That’s where your opening paragraph 
comes in. 
 
It must continue on the idea you presented in the headline, or it must promise a strong 
benefit for continuing to read the letter. 
 
When you really know your market well, you can often open with a question. This can be 
tricky though, and I suggest you only do it when you absolutely know your prospects 
inside out. Let me give you a quick example: 
 
“Dear Dr. Benson, 
 
Wouldn’t it be a comforting feeling to know that you can be protected from lawsuits 
without expensive malpractice insurance? How much money could you put back into 
your practice (or back into your pocket) if you didn’t have to carry a malpractice 
insurance policy? 
 
Well, if you’d like to …” 
 
Do you see how powerful that can be? 
 
It can really draw your prospect on in. 
 
And that’s exactly what you’ve got to do: you must work hard on getting the opening of 
your letter “right”, because if you can get your prospect to read the first 50 words, 
readership doesn’t fall off much after that. 
 
STEP NINE: Create Your Close 
Refer to Chapter 8, “Offer Magic” and Chapter 16, “Word Magic” for details on crafting a 
persuasive close. Your close has got to be powerful. It’s got to remind them that if they 
remain “status quo”, they’re going to continue to be frustrated with the challenges you 
are proposing to solve. 
 
You’ve really got to make them feel this... deeply. 
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Then once you’ve made them feel it (again), you tell them that the solution to their woes 
is simple... all they have to do is get your product/service into their hands and they’ll 
have no more worries! 
 
When you read part two of Chapter 23, “My System Makes It Easy” —you’ll see the kind 
of power a letter’s close can deliver. 
 
STEP TEN: Create Your P.S. 
Your P.S. is a powerful selling tool. Studies consistently show that when a person opens a 
letter, they almost always will flip to the last page to find out who the letter is from... and 
while back there, they’ll read the P. S. —especially if it’s an attention-grabbing P.S. that 
says something they’re interested in. 
 
My favorite P.S. is a hand-written P.S. printed in process blue (your printer will know 
what this is). 
My P. S.’s are usually a repeat of the offer made in the letter, along with a reminder of 
the deadline. However, I will often have more than one P. S. When I do, in the first P. S. 
I’ll basically repeat the headline. 
 
Then, in the P.P.S., I’ll remind them of the offer and the deadline. 
 
Sometimes I’ll go on to a third P.P.P.S. and remind them of the bonuses they get when 
they take action before the deadline. It varies from letter to letter. In the “Samples” 
Appendix you’ll see several different types of P.S.’s. 
 
STEP ELEVEN: Pull It All Together With Layout Tips & Tricks 
The best way I can teach you how to lay out a sales letter, is to have you study the 
examples in the “Samples” Appendix in the back of the book. If we can’t be sitting down 
together one-on-one, there’s no better teacher than this. 
 
In the back you’ll see sales letters that look typewritten; you’ll see some that are typeset- 
looking; and you’ll even see one or two that are in a two-column format. 
 
When you study these examples, look closely at all of the layout elements, from top to 
bottom. Ask yourself detailed questions that take thought, digging, and consideration... 
questions like these: 
 
• “How is the super-head done on the letter? Is it justified left, right, or centered? (left) 

Is it small? (It’s usually the same font as the body copy—italicized.) Can it be two 
lines?” (Yes) 

• “What font is the headline done in? Are there other fonts that can be used?” (Yes) 

• “What kind of spacing is there in the body copy?” 

• “Are the paragraphs indented on the first line—how much are they indented?” 

• “How far over are the bullets indented?” 
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I think you get the idea. 
 
Get curious about each letter you look at. Study them hard, as all of the letters in this 
book have made money. And that’s the best kind of letter to study! 
 

More On Sales Letters 

I love sales letters. They can be so flexible if you work them right. You have so many 
options with them, you can really find out what makes your market tick. 
 
Sales letters can be totally customized. This really takes extra work, but sometimes this 
can pay off handsomely.  
 
When I say “customized” what I really mean is personalized. 
 
For example, if you were selling a special report on how to do home teaching with your 
children, your market may only be a couple of thousand prospects. (I have no idea how 
many there are for home schooling...) With a lower number of prospects like that, I 
almost always consider doing a personalized mailing. 
 
It might go something like this: 
 
Are you sick of the public school system ignoring your child’s special learning needs? 
Worse yet, is your child being ignored in school because they need extra help or 
because they’re too advanced for the rest of the class?...If so, here’s good news: 

 
“Announcing A Complete Home Study Program For Children Of 

All Ages Through High School! 
You See Karen, All You Do Is Follow The Daily Lesson Plans, and 
In 4 Hours A Day Your Children Can Learn More Than They Do 

In Seven Hours At Public School! PLUS, You Know Exactly What 
Skill Levels They’re At, and You Get To Spend Great Quality Time 

With Your 3 Kids Every Day!” 
Dear Karen, 
 
Doesn’t that sound nice? Your 3 kids deserve an empowering education, not just a “get-
through-it” and move on program. 
_________________________________________ 
 
See the power in that headline? Not only does it have the prospect’s name in it, it also 
shows the prospect that we know how many kids she has, and that we know she’s 
interested in home schooling. 
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Of course, to take full advantage of these types of techniques you have to know that 
information. But, even if you didn’t know how many kids Karen had, you could still 
create a powerful headline by putting her name in it. 
 
You could go a step further and do something like this: 

 
“Announcing A Complete Home Study Program For Children Of 

All Ages Through High School!” 
You See Karen, All You Do Is Follow The Lesson Plans, and In 4 

Hours A Day Your Children Can Learn More Than They Do In 
Seven Hours From the Chicago County School District! PLUS, 

You Know Exactly What Skill Levels They’re At, and You Get To 
Spend Great Quality Time With Your Kids Every Day! 

Dear Karen, 
 
Doesn’t that sound nice? Your kids deserve an empowering education, not just a “get-
through-it” and move on program like they’re getting at the Chicago County School 
District. 
 
Boy, that really packs a specific wallop doesn’t it! A customized (personalized) sales 
letter has got to be my favorite way to mail. 
 
It’s so powerful. 
 
Usually, you aren’t able to customize a sales letters so carefully as the example above, 
unless you can get your hands on this kind of information. 
 
Getting this information takes phone calling, interviewing, surveys & questionnaires, 
and really digging. But once you’ve captured that information, there’s nothing more 
powerful than a personalized sales letter which hits every single hot button your 
prospect has ever felt! 
 

Conclusion to Sales Letter Magic 

You’ll want to really study “My System” here in a couple of chapters. That system is the 
step by step procedure your sales letters should follow. It’s a powerful combination that 
will win you sales. 
 
Again, I don’t consider this chapter the “end-all” of sales letter know-how. It just offers 
specific advice for sales letters. 
 
You will learn more about creating winning ads and sales letters by 
studying Chapter 23 and the first section of this book than you will 
anywhere else. 
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The truth is, you can do this... you can create sales letters that work. Don’t think for a 
minute that you can’t. 
 
Understand, I’m barely a high school graduate. I went to Brigham Young University on a 
scholarship for 4 months, dropped out at that point, and have basically been self-
employed ever since. 
 
What I’m getting at is this: I haven’t studied marketing and advertising in school! Any 
studying I’ve done has been totally on my own. 
 
I’ve had great books, great recordings, and great newsletters teach me how to write hot 
copy. If I can do it, so can you—don’t ever forget that! 
 
Now ... do it!



 

 

CHAPTER NINETEEN 
Mail Magic: The Ten Most Common Direct Mail 

Advertising Mistakes & How You Can Avoid Them! 
 
 
Once you’ve studied Chapter 18, and then skipped to Chapter 23 (for the second time), 
you’re then ready to study this chapter. Its importance is paramount in your efforts to 
make your sales letters work. 
 
If you want to make more money in your business using sales letters, then you need to 
know how to sell your products or services by mail. Unfortunately, most business 
owners have not learned anything about direct mail marketing. 
 
They jump in head first, throwing away hundreds perhaps thousands of dollars on four 
colors, unspecific brochures, they mail out the brochures to anyone and everyone and 
just “hope” that things will work out. 
 
It just doesn’t work this way! 
 
By now you know that I believe in marketing your product or service on a daily basis. 
 
Marketing is a daily activity (except for Sundays!) And one thing’s for sure: 
 
One SINGLE Mailing Of Any Size Is NOT Going To Solve All Your Marketing 

Problems. 
 
Marketing by mail only works if it is part of an integrated activity of ongoing marketing, 
and sales efforts. If you are a bit shy about selling in person, then you must learn how to 
sell by mail. 
 
However, I do recommend that someday you take the time to overcome that timidity, 
your fear of selling face to face, because there are a lot of occasions where selling ends 
up (especially if it’s a high priced item) face to face. 
 
(Besides—it’s a great skill to have!) 
 
As I go out to my mail box daily, I bring in evidence that most businesses and 
advertisers have no idea what in the world they are doing when it comes to marketing by 
mail. All kinds of garbage, “junk” mail, and other “stuff” come in. 
 
After you read through this chapter, study it, and put the ideas to work, you will be miles 
ahead of 98% of ANYONE who is out there trying to sell anything by mail. 
 
I have seen these ideas work for me. I’ve seen them work for my clients... and they will 
work for you too. 
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You can succeed at selling your product or service by mail and/or online. 
 
I’ve seen all kinds of businesses use direct mail successfully. Restaurants, chiropractors, 
book sellers, business supply stores, fabric stores, and all types of businesses can benefit 
from direct mail sales. 

You just need to make sure you avoid the 10 worst direct mail marketing mistakes. Here 
are the 10 biggest direct mail mistakes that people often make: 
 

1. They don’t know exactly who they’re selling to 

2. They don’t make their special offers stand out  

3. They don’t write a persuasive sales letter that’s clearly laid out and nicely 
designed 

4. They aren’t picky about their mailing lists 

5. They don’t develop their own “in-house” list 

6. They don’t mail often enough... basing their mailings on a frequency process 

7. They don’t make their mailings look first class and personal 

8. They don’t understand the problems of their prospects 

9. They use bulk rate instead of first class 

10. They use labels 

We are going to go through each one of these mistakes and see how you can learn to 
avoid them. Within each of the discussions there will be a lot of little tidbits of 
information, hints that have worked well for me. Most of the ideas are not original, but 
work very well. 
 
1) They Don’t Know Exactly Who They’re Selling To 
 
Does this sound too obvious? It isn’t. I get mail every day that has nothing to do with 
any of my interests, my concerns, my passions, my goals or dreams. 
 
These “marketers” that are trying to sell to me don’t know me; they don’t know exactly 
who they’re selling to. If they did, then they could save some money by not wasting their 
efforts on trying to sell to me! 
 
I’ll tell you a secret that too few marketers are interested in hearing. Successful 
marketing is targeted marketing. Especially mail marketing. 
 
It’s directed to a specific prospect with a specific problem that your service or product 
can solve. Why then do so many people try to sell to people who aren’t their true 
prospects? 
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Because, the marketer is so excited about his/her product or service that they think that 
everyone else should be too. This is a grave mistake and more than one business has lost 
its life due to this type of thinking. 
 
You must know who you are selling too, what their problems are and how you can solve 
their problems. The surer you are about your market, the people you are trying to reach, 
the more sure you can be that your mailing will be a success. 
 
Don’t send anything out until you can definitely say who you are mailing to and what 
problem they have that you can solve. 
 
2) They Don’t Make Their Special Offers Stand Out 
 
Writing special offers could be a detailed book in and of itself. But until I get around to 
writing that book, read and study Chapter 8, “Offer Magic”. Here are some tips as well: 
 
People don’t always buy your product or service just because it sounds good and it’s a 
good price. People buy offers.  
 
If you don’t believe me, how many times has your mother, father, aunt, uncle, wife, 
husband, grandmother or grandfather—or someone else you know— let the tantalizing 
words “ON SALE NOW!” influence their behavior? How many times has it influenced 
you? 
 
Simply put, an offer is an inducement which works to get your prospect to take action 
now. 
 
It is something which persuades the prospect to justify his decision to buy because of 
something extra he is getting by acting now. (The something that they get extra often 
times, in my mailings, has a higher perceived value than the product or service they’re 
buying.) 
 
Free offers are as variant as are imaginations that think them up: 
 

• Discounted Price by calling before X date 
• Buy one get one FREE 
• Free helpful brochure 
• Free DVD 
• Free demonstration 
• Free survey 
• Free analysis 
• Free trial 
• Free newsletter 

 
I have used all of these to some degree to sell my products and services to companies. 
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The mistake that most marketers make is that they don’t make the offer stand out. It is 
often buried deep in the copy, actually hiding. Offers provide a compelling reason to buy. 
Therefore, they should be placed prominently in the document so as to help motivate 
your prospect to action! 
 
You shouldn’t hide the offer. 
Put it towards the beginning—or at the beginning—in bold letters—screaming out to 
your prospect: HEY! HERE’S WHY YOU NEED TO BUY THIS PRODUCT OR SERVICE 
NOW! 
 
Do your current offers do this? They should, and from now on they will, won’t they? 
They will if you want them to sell... and you do... so they will! 
 
3) They Don’t Write A Persuasive Sales Letter That’s Clearly Laid Out and 
Nicely Designed 
 
Copy that motivates people, copy that compels people to act is copy that grabs your 
prospect, draws them in, moves them, makes them desire the benefit your service 
provides, and then persuades them to act. Good copy will create sales for you. 
 
I have designed direct mail letters that have had powerful copy in them, so powerful that 
my client closed on 33 out of every 100 pieces that they mailed. 
 
Those are good numbers, and you should listen to what I’m going to tell you about 
writing copy. 
 
Though I can’t teach you how to write a hot sales letter right here, Chapter 18, and 
Chapter 23 will give you the inside details you need; along with the first section of this 
course. 
 
Here are some secrets to writing a persuasive sales letter: 
 

Pack Your Letter With Prospect-Focused Benefits. 

Remember, people don’t buy features, they buy what those feature gives them—
BENEFITS. So, don’t sell the features of your product or service. 
 
Sell the benefits. 
 
To find out what the benefits are of each of your features, first write down all of the 
features, and for each feature ask the question, “What does my prospect get from this 
feature?” The answers to these questions are the benefits. 
 

Motivating copy is “snappy” and action-oriented. 

Use crisp, sharp, vivid images in your copy. 
 



Advertising Magic:  The Complete Guide to Creating Hot Ads & Sales Letters That Work! 

296 

Combine all the modes of human communication: sight words, sound words, feeling 
(emotional) words. This will draw in all the different types of people that your prospects 
are. Use action-oriented verbs. Avoid adverbs and adjectives. 
 

Persuasive marketing letters speak directly to your prospect. 

Your letter should talk directly to your prospect like a real, positive, enthusiastic friend 
trying to persuade him to do something in his own best interest. 
 
Too many marketers write copy that is stuffy, pompous, and has a “we’re too good for 
you attitude” That’s really crazy when you think about. Why would you want to turn 
someone off like that if you’re really trying to get them to buy from you? 
 
Makes no sense to me! 
 
You should never be an “untouchable professional”. You can’t afford to be if you want to 
succeed in marketing! You must be very friendly and approachable... and so must your 
copy. A personal, approachable friend speaks directly, and so must your copy. 
 

It states and restates a simple but powerful message. 

Your copy should say in essence, “Here’s something you want. Here’s why you want it. 
Here’s something you can have. Here’s how you can get it. And here’s what you’ll lose if 
you don’t take action now!” 
 
If your copy breathes this message then you are on your way to marketing your product 
or service by mail successfully. 
 

Design your copy layout to please the eye. 
 

If a letter looks easy to read, then people will be more likely to read it 
because it looks “inviting”. 

 
To do this... use wider margins in your letter, and use black ink on white or yellow. Make 
key benefits stand out in bold. 
 
Use subheadings that keep the flow of the document going and moving the prospect on 
to the conclusion that they need to call you NOW! 
 
A simple yet effective test that I do to see if a letter “looks” good and unthreatening is 
this: 
 
Hold the letter out at arm’s length and look at it. If it looks easy to read—then it 
probably is. If it looks “threatening” then it probably is. 
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To get the right effect, you may have to squint a bit... I do. But maybe that’s because I’m 
getting old! 
 
4) They Aren’t Picky About Their Mailing Lists 
 
Reread number I. If you don’t know who you are selling to then you won’t know what 
list to buy, borrow or swap.  
 
Never assume that a list is good until you test it. 
 
You must spend as much time selecting your lists as you do selecting what you’re selling 
and putting your product or service together. Why would you want to do otherwise? 
 
The surer you are of your list—the surer your response will be. 
 
When you’re renting a list, keep in mind that you usually get what you pay for. Cheaper 
is seldom better. But, don’t get taken either! Here are some guidelines… 
 
You want to rent lists that: 
 
1. Are recent. You want new names that are no more than six months old. 

2. Are full of your prospects. You know this because you’ve done your homework and 
found out from your prospects which associations they belong to and how to reach 
their members. 

Finding lists of your prospects may be tough at first. You’ll have to do some digging 
that’s for sure. Get to know your librarian well! Here are two sources that are a must to 
the serious marketer: 
 

1. The Encyclopedia of Associations 
2. Standard Rate And Data Service: Direct Mail Lists 

 
The easiest way to find the lists that you need is to develop a good relationship with a 
quality list broker. A good list broker will hunt down a list for you that as closely as 
possible will match your prospects description. 
 
I have used, and recommend: 

• Karen Anderson (817) 581-3737 
Though the lists that these brokers can supply you may be good, there’ll be no better list 
than your very own “house” list: 
 
5) They Don’t Develop Their Own “In-House” List 
 
This is crazy... but more marketers than I care to think of don’t keep track of their best 
prospects: 

 
Their Current Customers or Clients! 

How obvious is this? 
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You must have a filing system that allows you to keep crack of people that have bought 
from you in the past, how much they bought, what type of product it was, their address, 
name(s), phone, email address, etc. 
 
Ultimately, of course, you need to have these names in your computer database. 
 
Your in-house list needs to contain all of the critical elements that you need when it 
comes to selling something to a customer. 
 
You should regularly go through your list and ask: 
 

• “How else could these customers possibly use my services?” 

• “Can they use the same product over again?” 

• “Could they use a different product that is related to their first purchase?” 

 
Answering these questions will help you know what other markets your current clientele 
may be able to help you jump into. 
 
6) They Don’t Mail Often Enough 
 
This is a terrible mistake, and most marketers fall into the trap.  
 
They put together 100 flyers, fold them up, address them and stamp them, they drop 
them in the mail, just knowing that their prospect is standing by the mail box waiting for 
their mailing to arrive, the prospect gets it, tears into it, reads through it and gets so 
excited that they run and pick up the phone to call and buy. And thus it is that a business 
owners life is oh, so easy! 
 
Is this funny? 
 
Sure it is... yet it is all too true. I know... I used to do it myself. I’d think that all of MY 
prospects actually read their mail! I thought that they really did open it and think, “Hey 
this sounds neat! We’ll give this guy a call. I’m sure he’s the only person on the earth that 
offers this product or service and I’d better save this!” 
 
Sorry. 
 
That just doesn’t happen. 
 
So what you’ve got to do to solve this problem is this: 

 
Mail More Frequently! 

 
One way to make yourself mail more often is to take every “success story” you get, and 
turn it into a mailing. 
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Every time you have a totally satisfied customer, you should mail a letter “showing off” 
that success to any and all of your prospects who want the same type of benefits. 
 
The rule for effective marketing is to connect with your prospects time and time again 
until such time that they realize they can’t live without your services; or they prove 
themselves to be totally uninterested and too stupid to get the benefits that you’re 
offering. 
 
Remember, your prospects aren’t just sitting at the mailbox every day waiting for your 
mail to arrive. No. They are inundated with marketing offers... some books suggest that 
people are exposed to over 7500 advertising and marketing offers each week. 
 
Do you really think that they are waiting for your offer? Don’t be crazy... it’ll cost you! 
 
Do you really think they’ll remember what you sent them? 
 
It’s doubtful. That’s why you must decide and commit to mailing more often. 
 
You cannot simply put out a single piece and wait for the orders to roll in. Even if you 
follow the rules in this marketing course on writing copy and making special offers and it 
goes to the exact right prospects... you can’t expect outstanding results with just one 
mailing! 
 
Successful marketing and advertising means hitting the right prospect with the right 
offer at the right time with the right copy—over and over and over again! 
 
If you aren’t willing to connect with your prospects over and over again like this, then 
don’t even start, as the payoff will be so minimal, you couldn’t begin to live on it. 
 
Commit yourself to mailing more often. It’ll mean more money in your pocket. 
 
7) They Don’t Make Their Mailings Look First Class And Personal 
 
Do your mailings look like junk mail? 
How do you know if it looks like junk mail? Look in your mailbox! All you have to do is 
open it up and in your face you’ll see some fine examples of junk mail... these are 
wonderful examples of the type of mailings that you don’t want to do. 
 
Make every mailing you do look first class and personal. If your mailing looks first class, 
it will be treated first class. If it looks like junk mail it will get treated like junk mail. 
 
It’s a proven fact that the post office will often “accidentally” lose bulk rate mail, as much 
as 25%! “Lose” means to throw away! How in the world are your prospects going to buy 
your services if they don’t even get your messages? 
 
Remember... 
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If it looks like junk mail, it’ll get treated like junk mail. If it looks first class and personal, 
it’ll get treated as first class and personal! 
 
You, as a small business owner should always use first class mail. 
 
There are very, very, very few exceptions to this rule—and being small business owners; 
you and I cannot afford to find out what those exceptions are. The only way to know 
what those exceptions are for us is to do costly test after test. 
 
8) They Don’t Understand The Problems Of Their Prospects 
 
Shame, shame, shame, if you don’t know the problems of your prospect! 
 
How can you sell and solve their problems if you don’t know what their problems are? 
 
By studying Chapter 6, “Research Magic” you’ll learn how to find the inside information 
you need—to know your prospects inside and out. You need to spend this time 
identifying the problems of each market you are wanting to sell to. 
 
Every market has different needs, and you’ve got to find out the specifics on this before 
you can sell effectively.  
 
Write effective copy and produce special offers that are going to compel action! 
 
Identify every problem they have, and then prioritize the problems. 
 
Again, you can find out what their problems are in a couple of different ways: develop a 
questionnaire to distribute to your customers and prospects that tells you what their 
problems are. 
 
Or, you can research your market by getting trade publications and association 
newsletters, etc., that talk about “the issues” that are happening in your market’s 
industry. (We’ve talked in detail about this subject in a previous chapter.) 
This is when a good research and reference librarian will be able to help you a lot. Make 
friends with a good librarian and you will have some wonderful, fundamental marketing 
research done for no cost! 
 
The successful marketer targets a group of people, identifies their problems within a 
precise area of their lives and then searches for the way that your service or product can 
fill that need. This is the essence of success in marketing. 
 
9) They Use Bulk Rate Instead Of First Class 
 
Reread number six! 
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This point is too important not to repeat! Time and time again I get asked the question of 
whether or not to mail bulk rate. 
 
No! 
 
Admittedly there are times when it’s cost effective to mail bulk rate... BUT… let me tell 
you a quick story about bulk mail: 
 
A fund raising group had put together a wonderful mail order package and tested it with 
a few thousand names, first class mail. (Which is smart, you should always test and you 
should always test first class.) The test went well, so they decided to go full out and mail 
all 100,000,000 pieces. A big mailing campaign! 
 
President of the then Jefferson Institute, Mark Stoddard wondered why the response 
was terrible compared to that of the test mailing. The answer was crystal clear when he 
went to Chicago and found… 
 
600,000 Pieces Of His Mail In a Dumpster Behind The Post Office! 
 
This is a true story folks. And it doesn’t stop here! There have been postal employees 
convicted of throwing away bulk rate mail, time and time again, booked in the Wall 
Street Journal! It’s CRAZY to mail bulk rate! My suggestion is DON’T DO IT! 
 
10) They Use Labels 
 
Labels don’t look first class. Labels make a first class piece of mail look like bulk, junk 
mail. 
 
Very, very seldom do I use mailing labels. The exception is when I am doing a self-mailer. 
But, when I do use a label I stamp the front TWICE with a stamp that reads “FIRST 
CLASS”. I want my prospects to know that even though they are getting a non-
personalized mailing, they are important enough to get it first class. 
 
A good alternative to labels is to run the document through your printer positioning a 
mail merge to print onto the self-mailer in the right position for proper mailing. 
Another time that I do use labels is when I do a postcard mailing. Postcard mailings can 
be very effective to use with repeat customers, letting them know that you have a special 
going on. 
 
Personalized mailings are always your best bet, and labels aren’t personal. 
 
Be Sure To Base Your Mailings On The Rule Of Seven 
 
I am now going to remind you of one of the most powerful techniques to get your 
mailings to be more effective. 
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It is this: 
 
You must never start a marketing campaign (a mailing is a marketing campaign) unless 
you are willing to finish it by committing yourself to connecting with your prospects in 
one way or another, at least 7 times within an 18 month period. 
 
This is a marketing basic that you must live by, and remember that if a prospective 
customer isn’t worth spending your time, energy and money on to connect with them 7 
times in 18 months before he’s willing to buy, then you may want to rethink your 
marketing strategy. 
 
This is the first thing I consider and ask myself before I decide to approach a market. 
 
“Am I willing to pay the price of connecting at least 7 times within 18 months to convert 
my prospect from a looker to a buyer?” If I can answer yes to this question then I know I 
can succeed. 
 
From that question you can develop your entire seven step marketing plan, paving the 
way to show you what activities (mailings, telemarketing, publicity, etc.) will connect you 
with your market and get you the money you want, the dreams you desire, and the 
satisfaction that comes from winning the game of marketing. 
 
Now you know the 10 worst direct mail mistakes and what you can do about them. If you 
live by these rules, I know you’ll succeed in your direct mail efforts. Every time you go to 
do a mailing, read through this again, and make sure you’re avoiding the 10 worst direct 
mail mistakes. 
 



 

 

 



 

 

CHAPTER TWENTY 
The Magic Checklists You Need To Help You 

Create Ads Letters That Sell 
 
Once you’ve created your offer, headlines, bullets, subheads, and the other elements of a 
winning ad or sales letter, you may want to use these checklists to improve and “test” 
your copy to make sure it’s ready to run. These checklists will help you go over your copy 
with a fine-tooth comb. 
 
These checklists have mainly come from my experience and studies. Critiquing over 
1,000 different ads and sales letters also brought some insight to me about the most 
common things people leave out when creating their ads. I’ve found that most people 
tend to forget a lot of the same elements. 
 
By using these lists every time you create an ad, you’ll learn over and over again. Before 
long you’ll have these lists internalized subliminally, and they’ll begin to affect your 
writing without you even realizing it! (I love it when that happens!) 
 
You’ll see... it just takes practice, and soon you’ll be critiquing ads better than I do! 
 
1. Does your ad focus on your prospect’s wants and desires? Or does it focus 
on you, your business or product, your accomplishments, etc.? 
 
Perhaps the most common mistakes I see every day in my mail is marketers focusing the 
ad on their company, their product, and in general, the whole ad focuses completely on 
other things except what is should focus on... Your Prospect! From the very first word 
to the very last, your ad must answer the question that’s running through your 
prospect’s mind at all times: 

 
“What’s In It For ME?” 

 
That’s all your prospect cares about. And if you answer that question in every phrase you 
present, you’ll capture their interest, and win a new customer! 
 
I’ve said it a million times before and I’ll probably end up with it on my tombstone... you 
must focus your ads and sales letters on the benefits your prospects get from doing 
business with you! 
 
They don’t care how long you’ve been in business, what your widget is made out of, the 
process you go through to create your widget, or anything else about you until you have 
answered and continue to answer the question that’s in the forefront of their mind: 

 
“What’s In It For ME?’ 
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Not only must your ad answer this question, your entire business should focus on 
answering the customers question WIIFM! To help you remember this, here’s an 
acronym you can use to put on your wall: 
 

“WIIFM” 
 

WIIFM of course, stands for What’s In It For Me. It’s the radio station everyone’s tuned 
into all the time. Everyone’s more concerned about only who? ONLY ME, MYSELF & I! 
Oh sure, people find the most joy in serving each other, but honestly, everyone’s main 
focus is on themselves. 
 
Ask these questions about every sentence in your piece: 
 

• Does this statement focus on me, the seller? If so, is it possible to shift the focus 
to the prospect’s benefit? (It almost always can be done!) 

• Does this sentence persuade the prospect that I have a great benefit for him, or 
that the prospect is facing a terrible fear or anxiety? 

• Does this statement make my prospect feel like I am more interested in him than 
in me? 

 
If you can honestly answer these questions to every statement you make in your 
advertising, and if you’ve done your research on the market you’re going after, you will 
do well with your ad! 
 

Headline Checklist 

After you’ve decided on the headline(s) you’re going to use, ask yourself these questions 
to make sure you’re on focus: 
 

• What am I trying to communicate to my prospect? 

• Am I appealing to my prospect with a powerful benefit or anxiety? 

• Am I using a powerful inducement to get them to take action now? 

• Is this a headline that provokes motivation… the desire to find out more? 

• Is my headline acting well as an ad for my ad? 

• Am I focusing on myself, my product, my service, or am I talking only about my 
prospect, what’s in it for her, and what she wants to achieve? 

• Am I specifically talking directly to one prospect? Or am I talking to “everyone” 
in general? (i.e. Isn’t this what all of you want? (Bad) Isn’t this what you want? 
(Good) 

• Is my headline interesting to my prospect, compelling? 

 
Really what you need to make sure of is that you’re focusing on your prospect, either 
with a benefit focus or an anxiety focus. And when it comes to headlines, never ever just 
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“come up” with one because you “have” to. Always put the required thought and time it 
takes into the job. Otherwise, there’s a big fat chance it won’t even work! 
 

Brochure/Proposal/Fact Sheet/ 
Broad Side Checklist 

• Are you telling your prospects exactly what your product will do for 
them? List all the ways it can help and then you may list the features... but 
remember to focus on benefits first; because only after the benefits have been 
presented does your prospect care about the construction of the product, the 
materials used, the process used, etc. 

• Are you telling your prospects exactly what your service will do for 
them? Same thing applies as above. They don’t care about your education and 
training, etc. until you have let them know what’s in it for them, and what they 
are gonna get out of the deal! They don’t care where you’ve been... they only 
really want to know what you’ve done for others like them! 

• “What specific successes have you had in the past with other folks 
like me that there’s a good chance you can replicate for me?” 
Testimonials and case studies go to work here. That’s why it’s so important to 
follow the testimonial format revealed earlier in this book. Testimonials built on 
this type of formula are extremely powerful, much more powerful than the 
typical testimonial you find in other ads and brochures. The same applies to case 
studies. 

• Are you telling your prospects what your staff/team/people will do 
for him? Tell your prospects who’s on your team. Who’s gonna help you give 
your prospect the benefits he’s after. If budget allows, include head-shots of each 
team member with captions giving names and what benefit the prospect can 
expect to get from this team member. Black and white pictures are fine. (As you 
know, I’m an advocate of keeping things as inexpensive (but sharp looking) as 
possible. 

If you can answer all these questions with “YES”, then you’re well on your way to a 
brochure that’ll have a powerful, motivating effect on your prospects. 
 
Remember all you’ve learned in this course when you create any marketing document. 
It doesn’t matter what it is, the principles apply just the same. The same rules apply to 
all of these things: 
 

1. Flyer 
2. Brochure 
3. Broadside 
4. Letter 
5. Ad 
6. Press Release 
7. Catalog 
8. Media Kit 
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9. Free Newsletter for you customers 
10. Coupons 
11. Proposals 

 
The point is that the principles behind WIIFM, listing benefits first vs. features first, and 
all the other things you’re learning in this course are eternal in nature. These principles 
will last forever and ever—as long as people do business with someone else to get the 
benefits they’re after! 

You must have a “WIIFT” attitude when you think about your prospects... what’s in it for 
them? Your focus should continually be on your prospects and customers. If you do this, 
you’ll write the hottest ads you can imagine. And those hot ads will be ads that pull in the 
orders like mad—making you very rich! 

 
 

 
So, to sum up, here’s what you do: you need to go through your copy line by 
line by line and ask yourself this important question: 
 
“Does this word/phrase/statement answer my prospect’s question 
WIIFM? 
 
Whatever elements you find that don’t answer the WIIFM question either 
need to be thrown out or changed. 

2.  Does your headline offer your prospect a BIG benefit simply for reading 
the ad? 
 
Remember, your headline is the ad for your ad. You must never run an ad without a 
headline. Sales letter headlines are one of the following, or can be a combination of any 
of the following: 
 

• Opening paragraph or sentence can be your headline. 

• A large typeset benefit-packed or anxiety-packed, attention-grabbing phrase at 
the top of the letter can be your headline. 

• A super head attention/targeting statement above your main headline can also be 
considered a headline.  

 
  

Sum-It-Up Box! 
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Example: 
 
Attention Small Business Owners 
 
This statement targets your audience, and gets their attention. It’s usually left justified 
in a letter or an ad. 
 

• A subscript or subheading is a descriptive statement below your headline.  
 
Example: 
 
...and the beauty of it is how easy you can do it! 
 
This statement describes something about the offer/product/service. And it offers 
another benefit which then catapults your prospect into the opening paragraph. (Where, 
again your prospect will be bombarded with benefits!) It’s usually right justified or 
centered in a letter or an ad. 
 

• A typed phrase (using the same type as in the body of the letter—except maybe 
it’ll he bold, italics, etc.) at the top of the letter can be your headline. 

 
• Teaser copy on the outside of your envelope can be one of your headlines. 

 

 
3. Does your copy deliver on the promise made in the headline… or does it 
build on the anxiety presented in the headline? 
 
It’s critical that your body copy answer the promise or the anxiety presented in your 
headline because, if you don’t, your prospects will feel cheated. If your prospects feel 
cheated—you lose. 
 

 

So, to sum it up, you should ask and answer these questions: 

• Does my headline target my ideal prospect? 
• Does my headline promise a BIG benefit which is desirable to my 

target prospect? OR... 
• Does my headline build on an anxiety I know my prospect has that 

I can solve with my product or service? 
 
If you can answer “YES!” to these questions—you’re on your way to a 
successful headline! 

Sum-It-Up Box! 
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I can’t tell you how many ads I’ve started to read that mislead me completely. I feel 
cheated BIG-TIME when that happens... and I’m sure you’ve experienced the same 
feeling. Once I see that the headline was just a “fake-out” to get me to stop and read the 
ad, I stop reading immediately, and mentally mark that company off my “list” forever. 
 
In my opinion, this same thing applies to the use of “sexy” pictures. If your ad has 
nothing to do with being more sexy or becoming sexy, or anything to do with sex... there 
should be no pictures of sexy people in the ad. 
 
It’s actually just common sense. 
 
People don’t like being deceived or lied to. Essentially, when you “trick” someone into 
reading your ad, they feel deceived. People don’t like to be cheated. 
 
Cheating a prospect before they’ve even had a chance to get to know the benefits you 
have to offer just doesn’t make a very positive first impression... and first impressions 
are everything in advertising. Chances are, they’ll never even consider doing business 
with you. 
 
Like my Mom used to always say, “Honesty’s the best policy!” 

 

 
4.  Does your copy sound believable, and is it full of “credentializers” to 
make your prospects feel confident in doing business with you? 
 
Now, being honest and upfront is important. But being honest and being perceived that 
you are honest are two different things. You must not only be honest and believable, you 
must also come across as honest and believable. 
 
And remember, your prospects are skeptical. Almost everyone has been burned one too 
many times, and is on the lookout for signs of being burnt again. Unless they’ve done 
business with you before and had a positive experience with you, prospects are going to 
be hesitant to part from their money and give it to you, a stranger. 
 

 

So, to sum it up you should ask yourself these questions: 

• Does my body copy deliver on the headline? 
• Am I deceiving my prospects into reading my ad with sex, tricks, or 

other ways? 
• Am I being honest in every way? 

Sum-It-Up Box! 
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You’ve got to prove to your prospects that they can trust you, and believe what you’re 
saying is true. In a nutshell, here’s a checklist of some of the ways for building 
believability and credentializing your ads and sales letters. 
 
Remember that being honest and appearing to be honest are two different things. 
You’ve got to do things to make your ads seem honest and believable, as well as appear 
to be honest... as well as being totally honest. 
 
Use testimonials early on in your ad or sales letter. You can often use a strong 
testimonial as your headline! 
 
Get an endorsement from a “celebrity” who is known well by your target prospect. It 
may be a popular speaker, consultant, or association president in their industry. Offer a 
powerful, long-term (90 days or more) no-risk money back guarantee. 
 
5. Is your copy interesting and full of passion? Or is it dull and boring? 
 
No salesman ever got rich by boring his prospect into buying. Enthusiasm sells! Passion 
sells! But being dull doesn’t sell. Keep your copy interesting to your prospects—it may 
not even be interesting to you. But it’s got to be interesting to your prospects! 
 
Be sure and pump passion into your ads. If you’re not in love with and excited about 
what you’re selling, find something else to sell! And I mean it! 
 
You’ll never be a serious success selling something you’re not passionate about! 
 
6. When you read your ad out loud, does it flow smoothly, or are there 
humps and snags throughout it? 
 
As I’ve said repeatedly throughout this course, you must read your ad copy out loud in 
order for it to be successful! There’s no other way to know for sure if an ad is easy to 
read, clear, makes sense, and reads well unless you take the time to read it out loud! 
 
Sure it takes some time to do that—especially if you have an 8 or 16 page letter... but I’ll 
promise you, the difference between knowing your ad is clear and easy to understand, 
and mailing it out without that reading is humongous! 
 
When you do find bumps and snags in your copy, step back and figure out exactly what 
words to use to make it clearer. 
 

• Maybe there needs to be a different word. 

• Maybe you need to chop the sentence into two or three phrases. 

• Maybe you just need to change the beginning words of the sentence. 

• Maybe you just need to add some clarifying words to the sentence to make it 
clearer. 
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There are any number of things you can do to make your copy clearer—but the biggest 
key I can give you to make it work is this: 
 
Write It How You’d Say It! However You’d Say It To Your Best Friend, Say It 

The Exact Same Way, With The Exact Same Words & Phrasing On Paper! 
(Minus any Cussing or Swearing!) 

 
This secret is one of the biggest secrets I could share with you in this entire course. 
Reading your copy out loud and writing it in a conversational style are the two best, 
biggest secrets I could ever tell you for creating winning ads.  
 
They are two of my secret weapons for writing copy that’s hot and sells. 
 
These two secrets are simple, straight-forward, and unsophisticated... too simple for top 
ad writers and for ad agencies. But they’ve made my clients bundles of money time and 
time again. 



 

 

CHAPTER TWENTY-ONE 
Tips, Tricks, & Bits To Make Your Ads & Sales Letters 

Work Better Than You Ever Thought Possible! 
 
 
This chapter is based on the over 400 advertising critiques I’ve done for clients and for 
prospects. Out of all these critiques, every person has always walked away tickled pink as 
to the changes and suggestions I’ve made to help their copy get more response. 
 
I don’t mention any of this to brag—I just want you to know that the advice I give during 
these consultations is extremely valuable to the person on the other end of the phone. 
And this chapter is based on the information that I give. 
 
A lot of the advice I give is tiny bits and pieces (once the major “overhaul” is done) and 
these tiny bits and pieces added up together make a powerful whole. A whole that 
motivates, compels, keeps the reader reading, and makes your copy sing! 
 
You’ll see these little “bits” in action in the Samples Appendix. I figured you could 
basically copy how I laid out the ads and letters. But I thought it would be a better 
learning experience to teach why all these little bits are important. 
 
So, forgive me if some of this chapter is a bit repetitive of parts of the rest of this course. 
But, I wanted you to have it all right here in one spot, sort-of like another checklist. The 
items listed here are some of the most common tips I give to people. 
 
With that aside, here are: 
 
My Bits And Pieces To Remember Every Time You Create An Ad 

or Sales Letter 
 
1. When using underlining in a sales letter, underline only the words, 
not any quote marks, punctuation marks, or ellipses (ellipses are those little 
dots you see all over my ads and letters, like these: “...”) OR, underline multiple words 
together and the spaces between them... whichever you prefer. 
 
Example 1: 
“Make sure you take action before midnight January 15 in order to save $27 on your new 
manual!” 

 
Do you see how, in example 1, the first two words are underlined separately from each 
other? This is how you want to underline when you want to place special emphasis on 
certain specific words. 
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Now take a careful look at the second set of words that are underlined. They are 
underlined with one continuous line. Notice also that the underlining does not go under 
the exclamation point. That’s how you want to do it when you do underlining. 
 
Here’s an example of underlining not going under the ellipses: “Don’t think twice about 
it, that will cost you... take action now! 
 
2. Keep paragraphs no more than 4 lines deep, 5 lines at the very most, 
and only when you absolutely have to! 
 
Paragraphs that are more than 4 or 5 lines deep on the page are intimidating for your 
prospects to read. Use my general rule of thumb for keeping the paragraphs 4 lines deep. 
Use 5 at the very most, and only when you are pressed for space. This applies to space 
ads and sales letters alike. (Note: when I say “5 lines deep” I mean 5 lines up and down. 
For example, this paragraph that you’re reading is 5 lines deep.) 
 
3. Indent paragraphs in your sales letters and space ads to add eye relief 
for your prospects. 
 
The easier your ad or sales letter looks to read, the more likely they’ll keep reading. 
 
Example 2: 
Look, if you’re serious about making more money with your advertising, you owe it to 
yourself to take action on this limited-time offer today! 
 
In example two, not only is the left side of the paragraph indented, the right one is as 
well. You may want to indent just the left at times, and indent both sides another times. 
This really makes this paragraph standout on the page... and that’s why you save some of 
your more important points for these indented paragraphs. Anything you want to 
emphasize to help make it easier for your prospects to take action, consider doing it with 
an indented paragraph. 
 
4. Use dashes like these:—to separate your copy and make it easier to 
read, and have a more “conversational” feel and flow to it. It’s great to use 
these, but don’t overuse them, and when you use them, use them correctly as shown here. 
 
Example 3: 
 
“Don’t put it off—take action today.” OR: 
“It may seem impossible—but it’s really not, it’s something you can do.” OR: 
“I know this offer may not be for everyone—maybe it’s not for you. But with my no-risk, 
money back guarantee, there’s no way you can lose—take action now.” All three of these 
examples show a practical use of “—”. 
 
Sometimes, you may want to use a semi-colon (;) instead of “—”… it depends. Usually 
when I use the semi-colon it’s because I’ve used a lot of “—” s previously. And I use the “;” 
as a change of pace. 
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As far as the formatting goes with the—’s, you need to do them just as they are done in 
the examples. If I were to speak this formatting out loud to you, it would go like this: 

 
“Word, space, dash, dash, space, next word.” 

 
5. When you’re pressed for space when writing a sales letter, and you need 
to keep it a certain length of pages, decrease the margins to as little as 5”. 
 
I typically don’t like to go any smaller than .5 inches... but if I’ve got other elements in a 
mail piece and we’re trying to keep postage costs down, I might go down to .33 inches or 
even .24 inches for the top, bottom, left, and right margins—if it’ll cut a page off the 
letter. 
 
Another time you may need to decrease margins is when you’ve got a letter that ends on 
an odd page. For example, if it looked like your letter was going to end up a 4-pager, and 
next thing you know it’s a 4 and 1/2 pager; you may want to decrease the outside 
margins to cut the letter down to 4 pages. 
 
The same goes for the opposite situation. 
 
If you’ve got a letter that’s 2 and 7/8 pages, you may want to increase the margin to turn 
it into a 4 page letter—it’s really a matter of choice, and of circumstances. 
 
On a space ad, it’s not unusual to have outside margins at .2” or .25”. Don’t be afraid to 
go that small with space ads. Just make sure you check with the magazine or newspaper 
to make sure your overall size is correct. 
 
With sales letters, however, a .8” to 1" margin is most comfortable on your prospects 
eyes, but not necessary in every situation. 
 
Some Space Saving Techniques 
 
If you’re running tight on space, these are some tips I’ve learned through experience 
that’ll help to “shrink” your ad or letter down to the size you need it to be: 
 

1. First, try dropping the size of your fonts down 1/2, or a 1/4 point. For example, if 
your sales letter is written in 12 point type and you’re pressed for room, you could 
bring the point size down to 11 1/2 or 11.75 to see if that saves the space you need. 
There’s not a lot of difference between the two—but it can really add up when 
you’re pressed for space! 

2. Try decreasing the size of your headline a point or two. 

3. Try decreasing the leading between paragraphs first, and then try decreasing the 
leading between the lines in your ad or sales letters. (Note: the “leading” is the 
space between the lines or the paragraphs. “Leading” is the term professional 
graphic artists and publishers use... as well as copywriters like me!) 
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4. Again, don’t forget to try decreasing the margins—sometimes this will work 
magic! 

5. Try decreasing the size of your sub-heads throughout your ad or sales letter if 
they are larger than your regular paragraph type. 

6. Try combining shorter paragraphs with other shorter paragraphs. Though I don’t 
like to do this, and it’s one of the “last resorts”, it can give you the space you need. 
Just make sure the combined paragraphs don’t go over 4 lines... 5 max! 

7. If you have any pictures or illustrations in your letter or ad, try decreasing their 
size just a hair or two. 

8. If you’re trying to squeeze a line so that it fits onto the same page or the same line, 
instead of splitting it onto another page or the next line, it may work to decrease 
the space between the characters in the sentence, or in the paragraph. Make 
sure you don’t squish the letters together too much—this’ll defeat the whole 
purpose...it’ll make your sentence too difficult to read. 

 
You’ll find these tips very handy when you run into this challenge. It can be very 
frustrating trying to get everything to fit together the way you want it to. 
 
Now, I want to give you some tips for adding page numbers tothe page... 
 
1. How you do your page numbering is a personal choice. I decided to do it like the 
majority of the “master” copywriters have done over the years… like this: 

— Page 1— 
 
It’s centered at the top of the page, it’s italicized, with two dashes on either side of the 
“Page 1”… and there’s a space after the first set of dashes, and a space before the second 
set of dashes. 
 
You’ll want to watchout and make sure your page number is not accidentally indented on 
one page, and true-centered on the others. The indent will make your “centered” page 
number shift over to the right a bit farther than the other page numbers. 
 
At the bottom of each page of a multi-page sales letter, more often than not, you’ll find 
this on my letters: 
 

 (go to page 2) 
 
It’s justified right, italicized, all lowercase letters. This is how 99% of my letters are 
numbered. You want to encourage your prospects to turn over the page and keep reading. 
 
About the only time I do anything different is when I create a 2-page letter, I’ll use a 
different phrase at the bottom like this: 
 

(please turn over to continue)  
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Other than those two, I really don’t ever use anything else. 
 
6. Indent your paragraphs for easier reading. 
 
Most of the I indent paragraphs 3 points. 5 points would be the maximum you’d want to 
use in a sales letter. And probably 3 points would be the most you’d want in a space ad. 
 
When I’m doing a sales letter in Courier font (like this)—which is more often than 
not— I’ll indent the paragraphs 5 points. When I’m doing a letter in a Times Roman font 
(like this) —the indent is usually 3 points. 
 
By indenting your paragraphs, your letter or ad becomes more appealing to your 
prospect’s eyes. 
 
7. Make sure your punctuation marks are right up against the last letter of 

the last word in your sentence. 
 
I know, I know! some of you are now giggling at my advice. But I can’t tell you how many 
advertising critiques I’ve done where the individual wasn’t comfortable putting an 
exclamation point right at the end of the sentence. They felt like they had to move it over 
a couple of spaces. The same thing with question marks. But you should always use 
punctuation immediately following the last character of a word.  
 
I know it sounds funny—but I guess some of us just didn’t pay as much attention during 
grammar as we should have... including me! 
 

Conclusion to Bits & Pieces 

These bits, tips, and pieces are very valuable to you. Once you’re finishing up an ad or 
sales letter, you’ll want to turn to this section to check it against all the tips revealed. 
Understand, all of these little things add up to be very important to the overall impact 
your ad or letter will have. Believe me, you’ll want everything working for you that you 
possibly can have once your letter has been mailed, or your ad is running! 
 



 

 

 



 

 

CHAPTER TWENTY-TWO 
Self-Motivation Magic: “Motivating Yourself To Creating 
Successful Ads & Sales Letters!” (Almost Magic Methods 
For Sitting Down & Getting Started—The Toughest Part!) 

 
For most people the hardest part of writing an advertisement is getting started. I’ve 
been through it a lot myself and have learned some tricks for getting going! I guess it’s 
tough for people because when you first sit down to write an ad you’re brain hasn’t 
kicked into overdrive just yet... it may not even be idling! 
 
So, what you’ve got to do is kick it into gear, and get things rolling. This section is 
devoted to helping you get started writing. 
 
Whenever you sit down and your brain hasn’t gotten in gear yet, turn to this section and 
grab hold of some slick ideas that’ll kick your brain into overdrive! 
 
1. Start by listing all the features and benefits. In my experience, what needs to 
happen is this: you’ve just gotta get going. Once you get going, the ideas will come. So 
the easiest thing to do (the no-brainer thing to do) is sit down and start listing all the 
features and benefits of the product or service you’re writing an ad for. 
 
It’s simple to do—and takes very little effort. 
 
2. Whatever you do... don’t sit around waiting for a bolt of inspiration to hit 

you on the head! 
 
A lot of people have this preconceived idea that writing ads is a “creative” thing—that 
you’ve got to come up with something original to create an ad. 
 
That’s just not true. 
 
I bet half of the winning ads out there today are versions of ads that others have run 
successfully. Someone else put it in their Idea File, and now they’re using the same basic 
idea for their own business. 
 
That’s the smart thing to do. 
 
Jay Abraham advocates doing just that. He looks for winning ideas in one industry, and 
then sees how it can be applied in a totally unrelated second industry. You need to do 
the same with your ads. 
 
Why reinvent the wheel if it’s already been invented? You should take winning ads, 
adapt them to your product or service, then run with them. It just makes sense. 
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Obviously, I’m not talking about plagiarism—I’m just talking about using someone else’s 
proven idea to get you going. 
 
3. Record Yourself Selling Your Product to Someone Else... Even if that 
Someone is Imaginary! A lot of people can talk about a product all day long, but are 
unable to put anything down on paper. David Ogilvy said: “In writing an ad for an 
automobile, I imagine that I’m sitting beside my wife at a dinner get-together. Then, I 
simply start writing down what I’d say about the auto...”  
 
I agree... except I suggest you make it a step easier by grabbing your audio recorder and 
recording the “conversation”, instead of writing it down. When you do this, you’ve 
got to get excited! 
 
You need to get all worked up about the product or idea! Be enthusiastic and passionate 
with your words... and let it flow! 
 
And if you’re already in the swing of selling your products over the phone or in person, 
it’ll be a cinch to record those sales meetings. Next all you need to do is play the 
recording back and transcribe it as it goes. 
 
This process should, at the very least get you started! 
 
4. Just Sit Down and Describe Your Product or Service As If You Were 
Describing It To a Friend. 
 
This is along the same lines as #3, except all you’re doing is describing the product. Talk 
about what it does for people, how it works, the research that went into it, what’s 
different/better about the product, the size, shape, color, etc. 
 
If your product is small, a packaged product or a technical or mechanical gadget, put it 
on your desk and make a list of its qualities such as size, shape, color, etc. Then try to 
figure out a key word or phrase that “fits” your product. 
 
Let’s say the word is “small”. Write down the word small, and then write down all the 
advantages that the word “small” suggests. You know... things like: portable, convenient, 
compact, light, handy, easy to carry, put it in your pocket, fits in your purse or wallet, 
etc. 
 
These things will get you started... other ideas will pop into your mind as you’re writing 
or talking. Before you know it you’ll have so much down on paper it’ll shock you—and 
you’ll be well on your way to creating your ad. 
 
6. Make a List of the Major Benefits Your Prospects Get From Using Your 

Product or Service. 
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I talk about this in a different section—but, to get you started writing is the goal here. So, 
listing all the benefits is a great way to get yow fingers tapping on that keyboard, or to 
get that pen moving across the paper! It’s easy! Just ask yourself this key question: 
 
“What are all the things my prospect gets from using my product or service?” This 
question will spring many different things into your mind. Now remember: 

 
No Editing! 

 
Your Goal At This Point Is Simply To Gel Started! So Just Write, Write, 

Write And Write, Some More! 
 
Write down a list of benefits that the product or service will give your customer. I 
suggest you include the positives and the negatives. 
 
The positives are the advantages the customer will get by using the product. The 
negatives are the disadvantages your customer will continue to suffer if he chooses not 
to buy the product. These “negatives” will come in very handy—as you’ve learned in this 
course. 
 
7. Try Writing About What You’re Most Interested In. 
 
What you do here is begin by writing about the one special feature your product or 
service has that you’re particularly proud of, or interested in. You’ll find it easy to talk 
about, and thus, the words will flow freely from your brain. 
 
Chances are, too, that you will write with enthusiasm because you’re excited about that 
particular feature. If you keep on going, your enthusiasm is likely to stay with you when 
you describe other features and benefits of the product. And I’ll tell you a little secret: 
 
If you want your prospects to be enthusiastic and excited about your product, you better 
make darn sure YOU are enthusiastic and excited FIRST! 
 
Remember... “people are silently begging to be lead”. Lead the way—and your prospects 
will follow you! 
 
8. Get Ideas and Inspiration from Others... Tap Into Your Idea File. 
 
This is one of my favorite ways to get “in the mood” to write hot ads. 
 
I love to get out my Idea Files, thumb through them reading hot ad after hot ad! 
 
It’s great! 
 
While I’m looking through this mega-deep pile of “junk mail” and advertisements, I’m 
thinking about the ad I’m preparing to write. If I see an order form I think might work 
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I’ll pull it out. If I see an offer idea, I’ll throw that on my desk. If I see some neat 
headline ideas, I’ll pull those out too. 
 
Your Idea File is for, well... ideas! So use it! One of my favorite places to look for 
inspiration and ideas is in an awesome book by Dennison Hatch called: 
 
“Million Dollar Mailing$” 
 
Oh man... I love this book! It’s a collection of proven, winning, BIG money-making sales 
letters used by the “big boys”... you know, mailers like… 
 

• Boardroom Reports 
• Wall Street Journal 
• Business Week 
• Barron’s 
• Fortune Magazine 
• Nightingale Conant 
• Newsweek 
• Fortune Book Club 
• Bottom Line/Personal 
• Success Magazine 
• Time Life Books 
• BMG Music Club 

 
The list goes on and on. Anyway, the real kicker is that every ad that’s in this book has 
been proven to make money for at least 18 months straight! BIG MONEY! Not just 
profitable... no, no, no! We’re talking hundreds of thousands of dollars per mailing. 
 
Anyway, this book is awesome, and, like I said, it’s one of my very favorite to go through 
when I’m getting ready to start pumpin’ out some hot ads. Get it!6 
 
O.K. Let’s say you’re in the retail business... you can guide your mind into the retail style 
of advertising by reading the retail ads in your daily newspaper. If you need to crank out 
a classified ad, you should read classified ads and basically soak yourself in their style. 
 
If you want to write a hard-sell mail order ad, make use of what’s been repeated again 
and again. These are letters that have a proven track record of sales success. Read them 
and use their tested methods when you write your own ad. 
 
9. Take Winning Ads, Put Them In Front Of You On Your Desk, And Copy it 

By Hand... That’ll Get Your Mind Warmed Up Fast! 
 

                                                            
6 Last I checked  “Million Dollar Mailing$” was $89 (well worth every penny).  Call (800) 229-6700.  Tell them sent you.           
(I receive no remuneration of any kind for this endorsement!) 
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Every once in a while I love to get out some of my most favorite ads and sit down and 
write them out by hand. I can’t describe it—but there’s almost something magical that 
happens when you do this. And the more you do it, the more magical it seems to be. 
 
It’s almost as if you’re absorbing the mindset of the person who wrote the ad in the first 
place. You seem to get into the mindset of an ad writer. And before you know it, you’re 
working on your own ad without much effort. It’s wonderful! 
 
Yes... you will get there! 
 
But, it won’t happen if you don’t actually take the time to sit down and do it! I 
recommend you choose ads that have made you take action. After all, if it made you buy, 
it must work! 
 
Put that winning ad on the desk in front of you and start copying it in your own 
handwriting, word for word, sentence by sentence. For some reason this will limber up 
them ‘ole writing muscles and it’ll unclog your stuffed-up brain.  
 
After you have been copying for a while, you can put the ad aside and start writing your 
own sales copy. 
 
Trust me. This works. 
 
10. Start by Writing Headlines For Your Product or Service.  
 
This is one of my favorites. I go into great, great depth on headlines in Chapter 9, 
“Magical Openings”. Let me just say this: 
 

There’s No Possible Way You Could Spend Too Much Time Writing 
Headlines For Your Ad! 

 
Time spent creating and crafting headlines is time well spent. 
 
I’ll spend 65 to 80% of my time trying to come up with a winning headline for an ad. 
Once you’ve made your benefit list, it’s the first thing to do. 
 
Your headline is so vital to your ad’s success; you must spend time writing at least 100 
headlines per ad. So, the way I figure it, if you need help getting started, you might as 
well get your brain warmed up and kickin’ with headlines! 
 
Here are some ideas to try with headlines—mainly to get you started writing: 
 

• See if you can take the benefits from your benefit list and turn each one into a 
headline. 

• State your product’s most unique benefit/feature in a headline... your UCA! 

• Try to create a 4 word, 7 word, 9 word, or 17 word headline... just to get you going. 
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• Write down every headline that comes to mind... no editing. Later on, you’ll be 
able to pick and choose... for now, we’re just trying to get the writing process 
going. 

 
11. Turn Off Your Phone, Ignore Any Potential Interruptions, and Whatever 

Threatens to Keep You From Doing What Must Be Done! 
 
If you are to ever really make the money you deserve from your enterprise, you must 
learn how to create advertising that works. This is a fact. 
 
That being the case, there’s nothing else more important to your enterprise than getting 
those ads created. That’s why I advise you to turn off your phone, and let voice mail 
handle it. Stay away from radio, TV, Facebook, and any other  interruptions that you’re 
bound to bump into. 
 
You owe it to yourself to follow these suggestions. 
 
12. Choose a Designated Place & Time Where You Go to Write Each Day. 
 
If you’re going to succeed in your efforts to create winning ads and sales letters, you 
need to find a place where you’re comfortable, where you can write. 
 
You also need to have a set time that you go to this place to create winning ads and sales 
letters. 
 
This will help you get going. 
 
Summary 
 
The objective of this chapter is to give you ideas to get you started actually writing. I’ve 
given you a lot of proven ways to do it. And I’ve done this because people are always 
telling me that when they sit down to write an ad they don’t know how to get going... 
they just flat-out don’t know how to get started. 
 
These ideas will help you. 
 
But, there’s one thing that all this boils down to; and that’s YOU! You are the one who’s 
in charge of yourself and your life. You’re the one who’s got to take action on these ideas. 
These ideas will just sit here in this course until you decide to put them to use—and 
that’s the only way these ideas are going to help you. 
 
You must be dedicated to do what it takes to create your winning ad or sales letter. No 
one’s going to stand over you and whip you, making you sit down and write. No one else 
is going to carefully make sure that you do your “quota” each day. No one will set your 
deadlines for you. And no one else is ever going to be as concerned about your success as 
you are. 
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That is why you must motivate yourself to take the action you need, to create the 
winning ads and sales letters you deserve. 
 
Do it! 
 
One last note… 
 
The key to making these ideas work is this: 
 

Don’t Edit Anything While You’re Writing! Get All Of it And As Much Of It 
Down As You Can While You’re Brain Is Kicked Into Gear... Don’t Worry 

About Editing At This Stage Of The Game... Just Keep On Writing. There’s 
Always Time For Editing! 

 
The fact is, the more you write, the easier it will become. If I were you, I’d try to write 
every day, five days a week.  
 
This will help you develop your skills as an ad writer. 
 
Make sure you take it easy on yourself. Don’t get down about your abilities—that’ll really 
hold you back. Understand that writing hot ads that work is a skill; and it’s a skill you 
can learn. And just like riding a bicycle—or anything else you’ve ever learned, it’s not 
going to happen overnight—but it will happen! 
 
Don’t give up, and stick with it. 
 
Get your hands on programs like mine... and study them. Read them a couple of times. 
(See “Resources” section in the back part of this book for other books on advertising and 
marketing that I recommend you read.) 
 
The truth is, you can learn to write ads every bit as good as the top ad writers in the 
world. And really, if you think about it, you’ve got it a bit easier—you just need to learn 
to write ads and sales letters for what you’re selling only!  
 
You don’t have to write for 12 different clients at once. 
 
You can do it. 
 



 

 



 

 

 

 

 

 

 

SECTION III: 
“A PROVEN AND TESTED SYSTEM FOR 

CREATING WINNING ADS & SALES 
LETTERS—THE STEP BY STEP FORMULA 
THAT YOU MUST APPLY TO EVERY AD 

OR SALES LETTER YOU CREATE.... PIECES 
OF THE MOTIVATION PUZZLE ARE NOW 

IN PLACE!” 
 



 

 



 

 

CHAPTER TWENTY-THREE 
My System Makes It Simple! 

 
 
Too many people make the process of creating an ad or sales letter a struggle. They 
think you have to be creative, come up with clever ideas, brainstorm brand new, never 
before thought of ideas. 
 
Nothing could be further from the truth. 
 
• Creating direct response ads and sales letters is nothing more than taking what has 

worked in the past, and putting it to use for you. 

• Creating direct response ads and sales letters is nothing more than the art of 
research, to find out what motivates your market—knowing what makes them tick, 
and how to get them ticking. 

• Creating direct response ads and sales letters is nothing more than a little research, 
getting to know your target prospect—then combining that knowledge with a little 
common sense. 

Take those three facts and combine them with these basic ingredients, and you’ll find 
my “system” for creating ads: 

 
1. Using proven methods from the past to your advantage. 

2. Research—finding out what really makes your prospects “tick” and… 

3. Getting to know your target prospect intimately—caring about them enough to do 
what you can to motivate them to take action. 

 
I promised to share with you my exact system for writing hot ads and sales letters... and 
this section is dedicated to teach you exactly that. Introducing... 
 

“Brian’s Process for Creating Hot Ads and Letters —A No-
Brainer Step By Step, Proven System That Works.” 

I say it’s a “no-brainer” way to do it—but it’s only a no-brainer if you, study and 
understand the rest of this course. 
 
The steps in my system are simple, but they do require knowledge of the methods, 
strategies, and techniques revealed in the rest of the program. 
 
What you’re really getting with my ad/letter writing system, is a proven procedure... a 
way to put the sequence of an ad or sales letter together that makes it so it has the 
biggest possible impact on your prospect. 
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Now, as I go through this procedure, I’ll refer you to other chapters of this course so you 
can get filled in on all the little details of “how to”. But, the important step by step 
process is revealed right here. I’ll throw in some additional thoughts as we go along. 
 
This is the procedure I follow in my day to day life of creating winning ads and- sales 
letters for my $35,000+ clients. 
 
My writing system/process is very straightforward and simple. Because it’s so simple, 
I’ve had some serious reservations about revealing it to anyone. 
 
Why? 
 
Mainly because it is so simple to follow, a 6th grader could do it. 
 
I mean it. 
 
As you’ll soon see, the process I follow is really a blockbuster (yet easy) way to come up 
with hot ads and letters. 
 

Before I dive into it, I want to let you know I don’t take credit for coming up with 
the concepts revealed in my process. People much more brilliant than I have spent 
millions of dollars and gone through a lot of “hard-knocks” to learn what works 
and what doesn’t. The only credit I take is for putting the elements to use in the 
way, and in the order I’ve put them. 
 
All of the ideas in this book have grown out of the ideas of those who have gone 
before.  
 
And if you really stopped to think about it, that’s true with everything in life... 
everything. 

 
Most of the ideas are old and proven...tried and true. Some of them are more recent 
discoveries made by me and/or other marketers. 
 
What I want you to know is that the ideas are solid principles upon which you can build 
a powerful advertising campaign—or create a single ad—whatever your goals may be. 
 
My system is easy, and it works well. It’s made me and my clients a lot of money over 
the years. 
 
And I want you to understand that my system is still developing. I’m constantly learning 
new ways to make the writing process more in tune with the target market and to get 
more results. And, I’m not sure how, but I would like to disseminate my new 
breakthroughs to you in some way. Maybe a newsletter? 
 
Let me know what you think—if there’s enough demand for it, I’ll certainly do whatever 
it takes to answer your specific questions and reveal new breakthroughs in my process; I 
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could also share with you the tracking and response rates of current clients and how 
their test mailings and ads are doing. And share all you need to know to learn how to 
more effectively create hot ads and sales letters. It’d basically be an ongoing version of 
this course.  I’d teach you other valuable details... stuff on mailings, layout, marketing, 
etc. Newsletter? Special reports? I don’t know—you tell me! As I’ve mentioned 
throughout this course, contact me freely at (801) 255-5548. 
 
If you’re interested in hearing more from me, let me know. But I won’t know if you don’t 
take a minute to tell me. 
 
Onward with my process... 
 
Part One -The guts of my process is what I call my “Copywriting 

Power Questionnaire”. This questionnaire is, in fact, very 
powerful. It reveals almost everything I need to know from a 

client to create hot ads or letters that sell. 

I say “almost” because each project I undertake has its own little quirks and things that 
need to be focused on. Thus, my questionnaire is somewhat “customized” for each 
project I undertake. (This “unpredictable” factor also keeps things challenging and 
interesting!) 
 
My questionnaire is a guideline. A guideline for getting the information from my client 
to be able to: 
 

1. Get to know their product or service, inside and out. 

2. Get to know what they’ve tried in the past (so we don’t waste our time trying 
it again). 

3. Get to know their customers as well as I possibly can. 

4. Get to know their target prospects as well as I possibly can. 

5. Find out my client’s “hidden agenda” of goals and desires for growth and 
dreams. 

 
These five questions are ones you absolutely must ask yourself. Think deeply about the 
answers to these questions. 
 
Believe it or not, all of this information enables me to get inside my client’s head, his 
prospect’s head, and find out great detail about the product I’m selling. 
 
I’m telling you... 
 

If It Weren’t For My Questionnaire, I Would Not Be Even 
Close To Where I Am Today! 
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If you plan on becoming a professional ad writer like me, this questionnaire will be one 
of your very most valuable tools. 
 
If you plan on writing your own ads or sales letters to sell your product or service, this 
questionnaire will also be one of your most valuable tools! 
 
The questionnaire is the basis, the foundation upon which I build my research. That’s 
what it should be to you. I don’t believe it’s a magic pill for writing hot ads... but it is a 
solid step in the process. So... without further ado... here it is: 
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Brian Keith & Company Copywriting Questionnaire 
 
Please return this completed questionnaire today along with ALL the items requested 
within it below TODAY to: 

 
Brian K. Voiles 

Brian Keith & Company 
8869 South 60 East 

Sandy, UT 84070 
 
Most people find it much easier to record their answers digitally—it’s much easier to 
TALK than to write for most people. You may use any PC or smart device to do so. I 
highly recommend that you complete the questionnaire in this way—rather than writing 
out your answers. People get more relaxed and open-up more when they talk. 
 
If you have any questions while completing the questionnaire, please call me at (801) 
255- 5548. 
 
Name _________________________________________ Title ____________  

Company ______________________________________________________  

Address _______________________________________________________  

City ______________ State _________ Zip ______________  

Phone ___________________ Fax ______________________  

 

1. What is the goal of your copy? 

2. What is your overall goal you’re trying to achieve? Look to the future six months 
from now. If this project could accomplish just one critical task, what would that 
be? 

3. What other goals would you like to achieve with this project? 

4. Is there anything about your product or company that will lend credibility to your 
sales pitch? This could include awards you’ve won, how long you’ve been in 
business, how many locations you have, etc. 
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5. What product or service will you be selling? 

6. What are all the features of your product? Don’t leave anything out—put 
everything down. 

7. What relevant facts and figures have been gathered about your product? Have 
any studies been made that provide facts and figures that will substantiate your 
claims? Is there an industry trade counsel that can give you meaningful facts, 
graphs, charts, and statistics about your product? How does it compare to your 
competitors products? 

8. What are the major benefits your customer gets from your product? The 
difference between a fact/feature and a benefit is this: a fact/feature is something 
the product does, while a benefit is something it does for your customer. 

9. What major benefits do your customers get from doing business with you rather 
than doing business with your competition? Or from your product rather than 
your competition’s products—develop your ESA? What makes doing business 
with you “unique”?  Why should a prospect favor you with their business instead 
of your competition? 

10. What is your customer’s main concern? 

11. Create a short, accurate profile of the type of customer you’d most like to attract. 

12. What type of guarantee do you offer? 

13. What level of service and support do you offer? 
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14. Please send me copies of any of the marketing pieces and items listed below: 
 
Sales Letters 
Newspaper and Magazine Ads 
Radio and Television Spots 
Brochures 
Catalogs 
Card Deck Cards 
Press kits and News Releases 
Telemarketing Scripts 
Sales training materials 
Back issues of promotional newsletters 
Classified ads 
Marketing plans 
Market research 
Product Sample(s) 
Feature articles by you or about you/your company 
Testimonial letters from satisfied customers 
Complaint letters from dissatisfied customers 
 

15. Finally, I want you to “sell” me your product as if I were sitting across the table 
from you. 

 
 
 --------------------------  
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There you have it! 
 
That’s the “magic” questionnaire that’s served me so well. 
 
I usually email or fax this over to my client the day before I interview them—if they’re 
available. If they’re too busy, then they can just complete the questionnaire on their own. 
 
But, I’ve found it much better for me to interview them and ask the questions. These 
questions usually lead to other valuable questions. (The questionnaire, though, is the 
“meat” of the interview.) 
 
This questionnaire brings out most of the major elements needed to create a winning ad. 
 
However, there is another BIG step in my process which “takes the cake” when it comes 
to delivering the sales copy needed to succeed, and that last question (number 15) is a 
big, big key to the success of my copywriting career. 
 
As we talked about earlier, the more research you do, the better your ad will be. In fact, 
your ad or sales letter will practically write itself if you’ve done your homework. 
 
We also talked about the fact that every print ad, web sales page, and sales letter is… 

 
“Salesmanship In Print” 

 
That being the case, let me now reveal to you probably the most powerful secret of how I 
am able to put together such hot, cash-generating copy almost every time I sit down to 
write: 
 

Part Two—The Interview Process 

Since ad writing is basically salesmanship in print, I always figured “why not get in 
touch with the top sales people in my client’s organization; then, interview he/she/them 
thoroughly, and then (now here’s the kicker) have them sell me the product or 
service, right then and there over the phone, with my voice recorder going! 
 
Many times I’ll go ahead and individually interview the top 3 or 4 sales pros in the 
organization. This confirms many of the sales points and benefits of the others, and also 
reveals things one or the other didn’t think of before. 
 
Let me tell you something... some of the very hottest copy you’ll ever write will come 
right out of the mouth of your top sales people. And if the sales person is you, let me tell 
you what to: 

 
Record Yourself Selling To 3 Or 4 Customers. Take All The Recordings 

Where You Actually “Closed” The Sale, Have Them Transcribed, and That 
Will Be The Basis For Your Copy! 
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Now, understand... your job’s not finished—not by a long shot. BUT... a good portion of 
your copy might be taken directly from those sales interviews. 
 
Sure, you’ll have to add a headline, testimonials, the close, and other things like that—
things that don’t work well face-to-face, but do work great on a sales page or ad. But, a 
good chunk of your copy is already written! (All the other elements will be a cinch once 
you’ve studied this course.) 
 
Isn’t that exciting! 
 
Look, you may think this is too simple. You may even think I’m stretchin’ it here... but 
you’ve gotta understand: 
 
I’ve Used This System on Over 100 Clients to Write Their Money-

Making Ads... 90% Of the Time, the Transcription of the Sales-
person’s Interview Hits Directly “Spot-On” to the Desires of the 

Target Market I’m Writing To. 
 

Even if nothing else comes from doing this, it at least gives you a great start on your ad. 
Please don’t overlook this as just some “gimmick” that doesn’t really work. 
 
This “interview the top salesperson” step has been (and still is) “the beef” of my copy 
writing system for years. I believe the original idea for audio recording the top salesman 
came from Claude Hopkins. I don’t know—but whoever thought of it was a genius. 
 
Part Three—My Formula... How it All Flows Together... a “Magic” 

Procedure! 

If you’ve studied advertising at all, chances you’ve come across the ever-popular 
procedure for writing ads: the AIDA formula. Each letter in the procedure stands for a 
key letter: 
 

A= Attention. Get your prospect’s Attention in the ad 
 
I= Interest. Arouse your prospect’s Interest 
 
D= Desire. Intensify your prospect’s Desire for the product 
 
A= Action. Get your prospect to take Action 

In general, this formula is useful and good. It’s been used for several decades 
successfully to varying degrees. Anything that’s lasted that long must work well. 
 
But, like I’ve mentioned before, today’s buyers (whether business or consumer), are 
more sophisticated, more suspicious, more skeptical, and basically just plain not as 
anxious to buy from just anyone, anymore. We’ve all been “taken” one too many times. 
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That being the case, we’ve got to let go of the old formulas for creating ads, and come up 
with new, powerful, proven formulas for advertising success. So... for the first time ever 
in print, let me introduce to you... 
 
Brian Keith Voiles’ Success Procedure for Advertising That Works… 

 
The AICPBSAWN Formula II 

(Admittedly... it doesn’t have much of a ring to it—but who cares? The only ring you 
should be worried about is the ring of your cash register taking orders!) 
 
The "AICPBSA” Formula is more of a procedure—I guess I call it a formula because 
when you combine all of the existing elements, they become something greater than 
they are independent of each other. 
 
Anyway, here are the different elements of the procedure—in order of how they’d appear 
in your ad or sales letter: 
 

A= Attention. Say something that gets your prospects attention; what’s the 
biggest benefit he gets from doing business with you, or what’s 
the biggest problem or frustration you can solve for him—and 
what’s unique about doing business with you over any of your 
competition? (Headline, picture with caption, opening paragraph, 
opening statement, UCA, etc.) 

I= Interest. Tell them the reason why they should be interested in what you 
have to say. (Your offer, answer to WIIFM, most powerful benefit, 
a benefit they can’t get anywhere else, your UCA, etc.) 

C= Credibility.  Tell them the reason why they should believe what you’re saying 
is true. (Success Stories, case studies, testimonials from people 
who are like your prospects; and testimonials that focus on 
benefits—endorsements from “celebrities” of your target market, 
and other credibility builders, etc.) 

P= Prove. Prove what you’re claiming is true through the use of more 
testimonials, facts, figures, etc. (This can be tricky!) 

B= Benefits. List all the benefits they get for doing business with you. All of the 
benefits should be framed to show your prospect what’s in it for 
them. Remember the difference between a benefit and a feature! 
(This section of your ad will usually be bullets... loads and loads 
of bullets, sub-heads, etc.) 

S=Scarcity. Tell your prospect that what you’re selling: 
 

• is available only for a limited time 
• is available at a discounted price for a limited time 
• is available with all these free bonuses for a limited time 
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• was produced in small quantity 
• there are only 15 seats available at the workshop 
• there were only 150 copies printed, and if they want one 

they’d better act now, etc. 

By creating scarcity, your prospect begins to think, “Gee, I’d 
better buy this before it’s too late!” Which is exactly what you 
want them to think. One important thing though to remember 
when using the scarcity tactic: the scarcity must be real, and it 
must be perceived as real. In other words, be honest. 

Scarcity only works if you’re using it honestly. Whatever 
approach you take to positioning your offer with scarcity, make 
sure the scarcity is actual, factual, and real. I talk in detail about 
using scarcity in just a few minutes. 

A= Action. Tell them precisely what actions they have to take (buy what 
you’re selling) to get the benefits they want to enjoy from your 
product or service. Assume nothing! Don’t assume that your 
prospects are smart enough to know to pick up the phone, go 
online, fill out the order form, fax the order form, etc... you’ve got 
to tell them exactly what to do to order. 

W=Warn. Warn them what will happen to them if they choose not to take 
action. Tell them very clearly, and in no uncertain terms what 
benefits they’ll be missing out on if they choose not to take action. 

Make them really feel the pain of remaining in the situation 
they’re in if they choose not to buy... I call this “Status Quo 
Syndrome.” If your product or service really delivers a solution to 
your prospect’s challenges, frustrations, and anxieties (and it 
should) it’s your duty to do everything you can to get them to 
order—so you can benefit their life and solve their problem(s). 
Right? Right! So remind them of the status quo of not taking 
action. 

N=NOW! Make sure you have a powerful offer that motivates them to take 
action now.  Don’t let them put it off. If you do, chances are very 
strong they won’t order from you (at least not from this 
ad/mailing/contact). 

 
These are the elements of my ad writing formula. These elements work great when 
combined in just the right “doses.” Blending them together gives you the right 
combination to win over more prospects than you ever thought you could. 
 
Now don’t get me wrong... I’m not saying you can plug into this formula and create 
winning ads every time you sit down to write. (I wish! If I could do that, I sure wouldn’t 
have bothered to write this course! I’d already be a billionaire!) 
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It’s not guaranteed to make you money every time you run an ad. Obviously you’ve got 
to do your research, and you’ve got to have the talent to create each part of the 
procedure... that’s where the entire first two sections of this book come into play. 
 
But this formula has definitely created dozens of winning ads for me and my clients, and 
it still is! (Many of these ads and letters you’ll find in the Resource Section). 
 
We’re not talking theory here folks—I use this every day to create winning ads. You’ll 
love it! 

Now ... let’s take a closer look at each of the elements of this formula. 

 
Attention 

Essentially, you need to do what’s revealed in Chapter 9, “Magical Openings”. 
 
There’s nothing like a powerful, targeted headline to get your prospect’s attention. 
 
Say something that gets your prospect’s undivided attention; what’s the biggest benefit 
he gets from doing business with you, or what’s the prospect’s most pressing problem or 
frustration you can solve for him—and what’s unique about doing business with you over 
any of your competition? (Headline, graphic, opening paragraph, opening statement, 
UCA, etc.). 
 
Let me just repeat here, it’s critically important that you grab your prospect’s complete 
and undivided attention. You see, in this society of instant gratification, and innovative 
products and services, we are all bombarded by advertising messages to such an 
incredible extent, that rather than listen to them all—we now just tune them out. 
 
Some studies suggest that we are subjected to as many as 2500 messages weekly. That’s 
a lot of information to consider. Everything from your newspaper, TV, radio, magazines, 
to newsletters that you subscribe to... you’ll find advertising messages everywhere you 
look. 
 
So, the first thing you’ve got to do is capture your prospect’s attention. And there’s no 
possible way you can do this if you haven’t done your research. You must know your 
prospect inside out, and you must have walked at least a “mile in his moccasins” to 
understand. 
 

Interest & Offer 

Once you’ve got their attention, you must keep it by increasing their interest in what 
you’re proposing... 
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Keeping their interest throughout the entire ad or sales letter is critical. I think the 
important thing for you to remember is this: 

 
Your Ad Can Never Be Too Long, Only Too Boring. 

 
There is no set length, or ideal length for a sales letter or an ad—make it as long as you 
need to present the case that you’re presenting—and make it no longer. 
 
I think a great way to keep your prospect’s interest is to tell them the reasons why they 
should he interested in what you have to say. (Your offer, answer to “WIIFM”, the most 
powerful benefit, a benefit they can’t get anywhere else, your UCA, etc.) 
 
Building your case, by telling the reasons why what you’re selling is what your prospect 
needs to solve their frustrations, is one of the most powerful, yet convincing ways to keep 
your prospect’s interest. 
 
Also, you need to make sure you lead with the benefit, and follow with the feature as we 
discussed in Chapter 7, “Benefit Magic”. Benefits are always more important to your 
prospects than the features. Remember, they want to know “WIIFM”... What’s in it for 
me? 
 
To keep their interest, your copy will tell them precisely what’s in it for them continually. 
Benefits will keep your prospect’s interest... features won’t. 
 
Lastly, I think it goes without saying that the “Interest” part of this procedure flows 
throughout the entire ad or sales letter. You must continually frame your sentences and 
paragraphs to answer the WIIFM question... this will keep their interest all the way 
through to the end of the ad or sales letter. 
 

Your Offer 

I put the offer as part of “Interest” because if you don’t have a powerful, compelling offer, 
you won’t get your prospect’s interest in any way, shape, or form. We talked about offers 
in great detail back in Chapter 8, “Offer Magic”. 
 
You must understand how critical it is to present a no-risk, high-impact offer to your 
prospects. A good offer will outsell poor copy any day of the week. Your offer will, quite 
often, make or break the profitability of your ad or sales letter. 
 

Credibility 

Your prospect is constantly asking “So what?” while reading your ad. Whether it’s 
conscious or unconscious, it’s for real... and it’s something you must deal with. 
 
That’s why you must tell them why they should believe what you’re saying is true. You 
must present “evidence” in a convincing way that will win them over. You can do this 
with 
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• Success Stories 

• Case Studies 

• Testimonials From People Who Are Like Your Prospects 

• Testimonials That Focus On Benefits 

• Endorsements From “Celebrities” Of Your Target Market 

• And Other Credibility Boosters, And Believability Builders 

 
We talked about this in depth in Chapter 11, “Prove It Or Lose It!” 
 
I think one of the powerful differences between my system and the AIDA formula, or 
others like it, is the fact that I encourage you to put the credibility-boosters near the very 
front of your ad or sales letter. 
 
Why? 
 
Simply because (as we’ve talked about before) we are all tired of being scammed... 
“taken”... “ripped-off”. It’s happened one too many times for each of us, and we’re all on 
our guard to make sure it doesn’t happen again. Putting your testimonials, celebrity 
testimonials, case studies, or any of the other credibility boosters near the front will help 
your prospects overcome their fear. 
 
You can even put powerful testimonials right in your headline... and I suggest you do. 
 

Prove 

Proving what you’re claiming is true has a lot to do with credibility, but it’s more along 
the lines of presenting your offer and your claims in a believable way. Understand, 
people won’t “buy” your claims unless you back them up with “proof that’s presented to 
them in a believable way. 
 
Being honest is important—but what’s even more important as far as generating sales 
goes, is that you must be perceived as being honest. 
 
You see, I’ve taught you how to create powerful, compelling offers in this book—and yet, 
powerful, compelling offers can be their own booby-trap. 
 
Let me explain: when you present your prospects with an irresistible offer, one that 
sounds “too good to be true” even if it’s totally “legit”, it makes them wonder if it is true. 
Therefore, a powerful offer that sounds fantastic can sometimes be its own worst enemy. 
 
That’s why, immediately following the offer we pump our prospects with “C” (Credibility 
Boosters) and then give them “P” (Proof) that what we’re saying is true, and that the 
offer is for real. 
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You can prove what you’re claiming is true through the use of facts, quotes, and 
anecdotes that communicate a desired benefit or outcome (Case Studies). 
 
Understand though, you can “prove” your claims all day long, and not make a dime. 
Allow me a tangential moment here: The fact is, you must test, and test, and test. Those 
are the first three rules for advertising success: 
 

1. Test 
2. Test 
3. Test Again. 

 
It’s sound advice to do so. Testing is the backbone of successful ads and sales letters. You 
see, you can do thorough research, research some more, and go on to create dozens of 
ads and sales letters hoping they’ll work. But there’s only one way to know for sure 
whether or not they’ll make the money you want... and that is to run the ad or mail the 
letter. 
 
In other words... TEST! (Now, back from my “test” tangent...) 
 
Some of the most powerful “proof” you can give your prospects is through telling them 
the honest reasons why you’re making such a powerful offer. This is very important to do, 
especially if your offer is “overly” powerful. 
 
Telling the reasons why is an age-old, proven way to let people “in” on the thinking be- 
hind your offer. (We talked about “Reason Why Magic” in detail in Chapter 12.) Let me 
give you an example: 
 

“Why am I offering you such an irresistible, no-risk offer... am I crazy?   
 
No! But what I am, is this: I’m interested in your success—for if you succeed using 
my widget, you’ll be back for more. And if you come back for more—I’ve created for 
me, a lifetime income. 
 
If you look at it this way, my no-risk offer makes sense doesn’t it? That’s the reason 
why I’m making you such a powerful, risk-free offer. 
 
Besides that, I need some new testimonials to use in my advertising—and I know 
you’ll make more money with my widget in your hands... more than you’d ever 
make using one from our competition.” 

 
Do you see the logic there? 
 
Really, it’s usually just a matter of telling your prospects the honest-to-goodness reason 
why. Of course, using the Reason-Why approach won’t work if you’re not honest, or if 
what you’re selling is a “scam”. 
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Benefits 

Next in your ad or sales letter, you’ll want to list all the benefits your prospect will get for 
doing business with you—in priority order. All of the benefits should be framed to show 
your prospect what’s in it for them. Remember the difference between a benefit and a 
feature! This section of your ad will usually be bullets... loads and loads of bullets. Or it 
may be a numbered list of what they get. I usually will pile on the benefits at this point 
in the ad. 
 

Scarcity 

This is where you “take away” your prospects chance to get your product or service. You 
may have heard of the “Takeaway Close” which is used in selling. It’s very effective. 
 
What happens is, you present your case, and the prospect begins to slobber so bad, 
because he’s got to have what you’re selling. Then, you let them know, that there’s really 
not that many left—or, they’ll have to wait 6 weeks to get it unless they order today, or 
any number of other techniques for “taking away” the benefits that he so badly desires. 
 
What you do in your ad or letter, is tell your prospect that what you’re selling: 
 

• is available only for a limited time 

• is available at a discount price for a limited time 

• is available with all these free bonuses for a limited time 

• was produced in small quantity... “We’ll be out of ‘em by the end of this week” 

• there are only 1 5 seats available at the workshop 

• there were only 150 copies printed, and if they want one they’d better act now 

 
By creating scarcity, your prospect begins to think, “Gee, I’d better buy this before it’s 
too late!”—which is exactly what you want them to think. 
 
Here’s an important thing, though, to remember when using the scarcity tactic: the 
scarcity must be real, and it must be perceived as real. In other words, be honest, and 
appear to be honest. Scarcity only works if you’re using it honestly. So whatever 
approach you take to positioning your offer with scarcity, make sure the scarcity is 
actual, factual, and real. 
 
Come to think of it, if your “scarcity tactic” is fabricated, and not honest, your prospects 
will perceive this, and the whole tactic will turn against you. It’s kind of like using 
testimonials with only the initials of the person you’re quoting... it becomes very 
unbelievable. 
 
The scarcity tactic is an incredible motivator when used correctly. It’ll push your 
prospect over that last “bump” and get them to take the action you’re after now. 
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Think about it... if you don’t get your prospect to take action right now while he’s got 
your ad or sales letter in his hands, do you really think you’ll get him to buy “later”? 
 
Look, the fact is, that the majority of prospects that you reach will put off their buying 
decision. They want to think it over... talk it over with their spouse, boss, a good friend, 
or whomever. 
 
Some prospects feel like they want to take some extra time to “think about this whole 
deal”; and then, planning to come back to it later, will forget the whole thing... and 
you’ve lost the sale. 
 
Think about yourself. How many times have you done the exact same thing? 
 
You read a letter that makes you want to buy, but the writer didn’t include some 
powerful reason to get you to act now... they didn’t include any scarcity tactic. So, you 
set the whole thing aside—and after a while it gets buried on your desk on in your “pile 
of stuff to get to”. (Don’t feel bad, we all have this pile!). 
 
Then, you basically forget all about it. 
 
When you dig through your pile and discover the whole thing again, you pass it off as 
not really being for you, and in the “round file” (garbage) it goes. 
 
Have you ever done anything like the above scenario suggests? I know I have... countless 
times! 
 
Why didn’t I order? 
 
Simply because there wasn’t a powerful, compelling reason to gently push me to make 
my buying decision right now. That’s all it boils down to. 
 
Scarcity will give your prospects the gentle push they need to take action now. 
 
As we’ve discussed twice in this book before... you need to tell your prospects that what 
you’re selling: 
 

• is available only for a limited time 

• is available at a discounted price for a limited time 

• is available with all these free bonuses for a limited time 

• was produced in small quantity... “We’ll be out of ‘em by the end of this week” 

• there are only 15 seats available at the workshop 

• there were only 150 copies printed, and if they want one they’d better act now 

• tell them that “this is your last chance to get our widgets at this lower than low 
cost before the prices go up another 23%... act now!” (One word of caution with 
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this technique: you must honestly be raising your prices to use this one; 
otherwise you could get in trouble with the authorities. Besides that, it’s not 
ethical to lie about it, and in all honesty, it’s illegal!) 

• or any combination of the above 

 
When you offer a limited time for your prospects to get their bonuses, the product, or 
whatever else—your ordering time limit should ideally be 7 to 10 days. I like 7 days 
better myself. 
 
But be careful. 
 
When you’re printing time limits in your mailing piece, you must allow for adequate 
printing time, mailing & delivery time, as well as company mailbox time. Don’t shoot 
yourself in the foot by printing a deadline on the letter that’s going to arrive in the 
prospect’s hands one day before the deadline... or worse, after the deadline. 
 
This will absolutely KILL your response. 
 
There are two ways to make sure this doesn’t happen: 
 

1. Make sure you get printed and mailed at least two weeks (but not more than 3) 
before your printed deadline. (This depends on if your mailing goes out of 
country.) 

2. Instead of printing an actual date, just tell your prospect they must order within 7 
days of receiving your letter. 

I personally don’t like the second option near as much as the first—but sometimes 
you’ve just got to do it that way. The mail system is so quirky these days. You hear about 
action being taken against post office employees constantly... putting 3 tons of what they 
considered to be “junk” mail in their garage, so they could take it to the recycling center 
and get paid for it instead of delivering it. 
 
These stories are more rampant nowadays than ever before. 
 
Anyway, just be careful when you use this particular scarcity tactic. 
 
The scarcity tactic can indeed, be very powerful. It can mean the difference between a 
winning ad or sales letter, or a losing one. 
 
Brainstorm your scarcity tactics, and put them to use—they’re all a part of my system for 
winning ads and sales letters... use it! 
 

Action 

When you’re telling your prospects what to do to order your product or service, you 
must he specific...you must take them by the hand, and lead them down the path. 
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You must tell them precisely what actions they have to take to buy what you’re selling. 
Remind them that taking this action will get them the benefits they want to enjoy from 
your product or service. You can’t afford to assume that your prospects know that they 
need to click the button, or pick up the phone to dial the numbers—and have their credit 
card handy. You must tell them! 
 
We discussed order forms and the ordering process in detail in Chapter 8, “Offer Magic”. 
 
Tell your prospects what to do. People are silently begging for you to lead them—so do it! 
People love it when they are being told what to do—why? Because they don’t have to 
think! And during this “closing” process, you want to make the whole process as “think-
less” as possible. 
 
Here are some tips that will make your prospect’s job of ordering easier: 
 

• Don’t just tell them to order—tell them “In order for you to start getting this 
benefit, and this benefit, and this benefit, pick up the phone and dial these 11 
numbers: 1 801-255-5548.” In other words, as you’re telling them to order, 
remind them of the benefits they get from ordering... tell them WIIFM! 

• Tell them to “Simply complete the enclosed ‘Trial Certificate’ to begin your 90 
day evaluation of our product.”         

• If possible, it’s usually best to make it as easy to order as possible by having the 
prospect’s name and shipping address already printed on the order form. If you 
must use labels on the order form, do so. But it’s best to have their name directly 
printed onto it. Many mailing houses can do this with ease, as long as you have 
your list as a digital file. 

• When it comes to phone orders, I’ve found this verbiage to work well: “All you 
have to do is pick up your phone, and push these 11 digits to start getting the 
benefits you’re after: 1-800-123-4567” 

• This may sound obvious, but if you’re going to include an order form in your 
mailing, make sure it goes in the mailing! Sound silly? Hey, I’ve received dozens 
of mailings that told me to complete the enclosed order form and there was no 
enclosed order form! Be careful! 

Okay. Now let’s move on to the next step in my system: 
 

Warn 

Warn them what will happen to them if they choose not to take action. Tell them very 
clearly, and in no uncertain terms what benefits they’ll be missing out on if they choose 
not to take action. 
 
This tactic is an incredibly emotional tactic if used correct. This will really get your 
prospect to “feel” the pain of remaining in “status quo”... and that’s exactly what it’s 
supposed to do. Let me give you a couple of examples here (other than the ones in the 



Advertising Magic:  The Complete Guide to Creating Hot Ads & Sales Letters That Work! 

347 

back of the course) to show you how powerful this can be in motivating your prospect to 
take action now. 
 
Let’s say you’re looking at ordering this course... Advertising Magic. And you’re acutely 
aware of the fact that you’ve either got to hire someone to write your ads, or you’ve got 
to learn to do it yourself. 
 
Well, you called around and learned that for some really good writing, you’re going to 
have to pay $5,000 or more. Being the frugal person you are, you throw that idea out the 
window, and decide to check into Advertising Magic. Here’s how my close would be in 
the letter to get you to buy the course: 
 
“Look, you know you need to learn how to quickly and easily pump-out winning ads and 
sales letters. Without this skill it’s costing your business thousands. 
 
And heck, if you were to hire someone to write your ads and letters for you, it’s still 
going to cost you $5,000 bucks or more to get the kind of direct marketing ads that you 
need. 
 
Yet for a measly $327 you could learn how to quickly and easily create money-making 
ads and sales letters for your business—100% guaranteed, PLUS you get the direct input 
of one of the nation’s very top ad writers on 3 of your ad writing projects... FREE! 
 
Don’t you think you owe it to yourself to get off the dime—shift gears and move on past 
where you’ve been idling for what seems like forever? Think about that. Aren’t you sick 
of the status quo? Don’t you want to move on and build your business, increase what 
you put in your pocket, and start living some of those dreams you’ve put off forever? 
 
Take action now. Order Advertising Magic and start raking in the money you deserve 
with advertising that works. Simply pick up the phone and dial these 11 digits: 1-801-
255-5548. Have your Visa, MasterCard or Amex handy... that way you’ll get your course 
rushed out to you today!” 
 
Do you see the emotion that’s packed in that? 
 
It could be made even more powerful once I got to know my target prospect even better! 
You must make your prospect feel the pain of remaining in the situation they’re in if 
they choose not to buy. 
 
If your product or service really delivers a solution to your prospect’s challenges, 
frustrations, and anxieties (and it should) you must do everything you can to get them to 
order. You must make a powerful impact at this point in your sales copy... otherwise 
you’re going to lose them. 
 
Imagine the power of this tactic combined with the scarcity tactic—man oh man—we’re 
cooking now! 
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NOW! 

Okay, first you must make sure you have an incredibly powerful, no-risk offer that 
motivates your prospect to take action. Then you add in some scarcity... the scarcity will 
hopefully motivate them to act now. But if not, don’t hem and haw around about it... 
you’ve got to flat-out tell them: 

“Don’t put it off!” 
 
Don’t beat around the bush with this cither. You’ve got to come right out and tell them 
to take action now. Tell them to: 

 
“Look, get off the dime, and take the action right now that’s going to allow you to 
live the life you’ve only dreamed of up ‘til now! This is your chance to learn how to 
blah blah blah—and by learning how to do it, you’re going to get this benefit and 
this, and this and this! But, guess what? You won’t get any of it unless you take 
action right this minute!” 

 
Do you see the power here? 
Do you see the passion in it? 
 
The fact is, you must compel your prospect to take action now. And you must tell them 
in no uncertain terms that if they don’t act now, their chance may be gone forever to get 
the benefits you’re offering them. 
 
Couple this tactic with scarcity, and the warning... and now you’ve practically got them 
smackin’ themselves on the forehead, and kickin’ themselves if they don’t order! 
 
Now let me shift gears and pose this thought... are we manipulating people by using 
these tactics? 
 
Well, I honestly think it depends on what you’re selling. If you’re really delivering the 
benefits that your target market is after, then I think you’re motivating them for good. If 
you’re selling a shoddy product or a “scam” idea that’ll never really work; then yes, I’d 
say you’re manipulating because you’re lying to them. 
 
Motivation and manipulation are closely related. My personal opinion is that if you’re 
offering something for the benefit, and the good of your prospects, and you’re using 
strong, passionate copy and the tactics I’ve outlined above, you’re motivating them to 
take action. 
 
Manipulation is for “evil gain” in my view. 
 
I hope you’ll never use my system and these tactics for evil gain. 
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Conclusion to My System 

This system is something you can plug into and use whether creating a sales letter or a 
space ad or web sales page. I urge you to do so.  
 
I learned the tactics in “my” system from those who’ve gone before. People who are 
much more brilliant than I could ever hope to be. Advertising and marketing geniuses 
who’ve shared, and shared, and shared. They’ve been very kind to all of us who are 
anxious to learn how to create winning ads. 
 
My contribution to it all is how the tactics have been put together. This combination of 
elements really packs a wallop. 
 
A powerful, no-risk offer combined with a no-risk guarantee, coupled with the scarcity 
tactic, and the warning or “status quo” tactic would bring any rightly researched 
prospect to knees and begging you to send him your product or service. 
 
These tactics combined create an incredibly motivating force. 
 
Now it’s in your hands to use. And as I mentioned, I pray that you’ll only use these 
concepts for good. Use them only for good. Don’t take advantage of anyone. 
 
I think the effectiveness of these tactics and their procedure is obvious. It is effective, yet 
incredibly simple to put into use. 
 
Your job will be to study the rest of the book so you’ll know how to create each element 
the system. This is something you can easily do; you simply need to do it. 
 
When you think of the potential payoffs, you’d be crazy not to—so take action now, get 
off the dime, and use my system to create the lifestyle you deserve!  
 
Good luck! 
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Conclusion to Advertising Magic, But Not Our Relationship! 

I congratulate you for sticking with me until the end of this course. You have now 
learned all you need to know to create winning space ads and sales letters that work. 
Now comes the wisdom of experience by placing your ads, and mailing your sales letters 
you’ll really come to learn what it means to enjoy advertising magic. 
 

• You’ve learned how to research your target prospect, finding out all you need to 
know to push their hot buttons in a way to get them to take action now. 

• You’ve learned how to create winning headlines that practically grab your 
prospect by the throat, and makes them read your ad. 

• You’ve learned about the difference between a feature and a benefit, and why it’s 
important to understand the distinction. 

• You’ve learned how to create bullets, the body copy, the offers, the guarantees, 
the testimonials, and many other valuable tips, tricks, and ideas for making your 
advertising efforts a huge success. 

 
I challenge you to master this information. I also invite you to stay in touch with me. My 
phone number is (801) 255-5548, and I answer it personally, My address is 8869 South 
60 East, Sandy, Utah 84070-2133. And my fax number is (801) 566-7927. 
 
Understand, by studying my material, we’ve become friends, partners, associates. And I 
don’t want that relationship to stop. 
 
That’s why it’s critical that you get in touch with me so I can keep you abreast of any new 
breakthroughs I may uncover concerning advertising and marketing. 
 
Call me and let me know what you’ve found to be a particular value to you. As you begin 
to implement these ideas, I also encourage you to let me know of your successes. It’s 
always rewarding to know that a reader, or an associate, has taken an idea or suggestion 
and turned it into success. 
 
I have no doubt that you will take my advice and improve on it. When you do, please call 
and tell me what you’ve done. 
 
I am here for you. 
 
Now the ball is in your court.  You must contact me or I may never know that you’ve 
ever even read this course. Our journey together doesn’t need to end here. 
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Put these concepts to work for you—starting immediately. They can change your life. 
Don’t hesitate to call me if you have a question you need help with—I’m just a phone call 
away; and unless I’m extremely busy, I’d be happy to take your call. 
 
Warmly Yours For Advertising Success,  
 
Brian Keith Voiles 
“The Magic Ad Writer” 
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SUCCEED IN 

ADVERTISING 
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RESOURCES 

 
Here are several books and programs that you should study if you’d like more 
information on how to succeed with your advertising: 
 
First of all, I’d like for you to consider me! 
 
I have a full-day seminar called “Advertising Magic” during which you’ll bust a gut 
laughing from my comedy and magic by-play; and more importantly, this light 
atmosphere will help you to learn more completely the things we’ll be discussing. Call 
for pricing details. (801) 255-5548. 
 
Products I Recommend: Please tell them I sent you. I don’t get a nickel, but I like my 
network to know I’m thinking of them! 
 
Bob Serling—Call Bob and get information on his Marketing Master Course... it’s 
incredibly valuable. I think it’s priced around $260. Very well worth it. Also, ask him 
about his newsletter... you’ll be glad you did. (SI 8) 761-2952. 
 
Ted Nicholas’ Newsletter—$177 per year. Get all back issues, and subscribe for up- 
coming issues. Call Dick at (800) 730-0777. Ted’s newsletter is really wonderful... it’s all 
based on Ted’s own experience. He’s been where you and I want to go. Get in touch with 
him. 
 
Antin Marketing Newsletter—$ 100 per year. Get all hack issues, and subscribe for 
upcoming issues. Brad and Alan Antin really deliver. These two guys are fantastic! 
 
Guerrilla Marketing Newsletter and Books—$49 newsletter, books range from 
$8 to $15. These books are really excellent for small businesses who want to learn how 
to market and advertise. Call them for their catalog—any of their books are great. (800) 
748-6444. 
 
Gary Halbert’s Newsletter—$197 per year—The Gary Halbert Letter. Get the yearly 
issues; they are the best ones for learning how to write ads and letters, along with some 
hot marketing ideas. Any issues after that aren’t as good. Although there is two or three 
a year that is good... the majority are lacking. Call (800) 327-0028. 
 
Dr. Jeffrey Lant—Get his books: “Cash Copy” and “Money-Making Marketing”. If 
you’re selling information products (or wanting to sell them) you’ll want to get his other 
book “How To Make A Whole Lot More Than $ 1,000,000 Writing, Commissioning, 
Publishing And Selling How-To Information”. In my opinion, it is by far the very best 
book on the subject. His books are available from me at (801) 255-5548. 

 



 

 

 



 

 

 

 

 

 

 

APPENDIX TWO: 
SAMPLE SUCCESSFUL 
ADS & SALES LETTERS 
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“How to Reduce Break-Downs 
and Extend the Life of Your 

Computers By Up to 3Years!” 

Let Wasatch Computer Cleaning Clean Your Computer from the Inside Out, Protecting 
it From Over-Heat due to Dust Build-Up and Other Damaging Elements. 
 

aving your computer cleaned today can stop it from a break-down tomorrow. 
You see, computers generate electrical fields 
that attract dust like crazy. The result can 
damage your hardware and destroy 
your data... costing you time and money. 

Many of these problems can be prevented before they 
ever happen, simply by getting your system 
professionally cleaned by a trained, certified computer 
cleaning expert. 
Computers in an especially dry and dusty area like Salt 
Lake should be cleaned at least twice a year, depending 
on your computers environment and how long you keep 
it powered up each day. If you need to schedule your 
cleaning when your business is closed, that way you 
won’t lose any business. Don’t put it off... call Brian TODAY at 255-5548! 

Your Computer May Be Sick, and 
You Don’t Know It! 

Most computers run fine even though they may be 
coated with dust on the inside. You won’t know 

they’re “ill” until they finally over-heat and break 
down. You can stop it from happening! Simply call 

Wasatch 

Computer Cleaners TODAY! 

Call Brian at 255-5548 TODAY to schedule your preventive 
maintenance cleaning. He’ll arrange to have a technician come out and thoroughly 
clean your computer(s) for a special discounted rate of only $77 each. (Regularly $147) lf 
you’d like your printers cleaned too, we can do that for an additional $27 each. This is a 
limited time, special offer, so don’t put it off... call NOW! 

Schedule Your Computer Cleaning TODAY! Only $77! 

 

H 
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June 23 
 
 
 
&Parents& &Lst& &address&  
&city&,  &State& &zip& 

 
 

&Name&’s birthday party can be the funnest, happiest, most 
memorable,  and  EASIEST one ever this  year.... read on to see how, and to 

get a FREE GIFT for &Name&! 
 
 

You can have Uncle Brian come and entertain with his magic tricks, comedy acts, 
balloon animals and hilarious jokes and gags with &name&! 
 
You will  love it, and I guarantee it! As a matter of fact...&Name& will love it too! 
 

 
If you’re not completely satisfied YOU GET YOUR MONEY BACK! 

 
 
I’ll come out to your home and do my 45 minute program for you so you don’t have to 
hassle with: 
 

* Playing boring games with the kids, 
* Chasing “pizza-coated” kids around ShowBiz or the Galleria, 
* Keeping track of all the kids and making sure they are having fun. 

 
Doesn’t that sound NICE for a change? IT IS NICE! But, don’t take my word for it.... 
read these testimonials from the files of hundreds of parents that have enjoyed having 
Uncle Brian come to their child’s party: 
 
Andrew  really  loved  helping with  the  tricks  -  it  made  him  feel important on his 
birthday.  The kids all had a GREAT time!” Jan Christensen, South Jordan, 254-6105 
 
“I worried if it would be worth it. BOY WAS I CRAZY!   To see the looks on the kids’ 
faces made every penny well worth it. The most memorable party I could hope for!” 
Sharon Laub, SLC, 272-7694 
 

A SPECIAL OFFER FOR YOU AND &NAME&: If you call before June 30 and 
schedule  your  hassle-free  birthday  party,  you’ll  get  my  Deluxe Birthday Party 

Package for ONLY $55! 
 

(Go To Page 2) 
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That’s a $15 discount!  I have never offered ANYTHING LIKE THIS BEFORE.... AND 
PROBABLY NEVER WILL AGAIN! But you must call before June 30! 
 
Why am I doing this? I’ll be totally honest with you. We are going to start building a 
new home in South Jordan in July, and we need as much cash flow as we can generate. 
 
It’s that simple. 
 
So, take advantage NOW by calling me (Uncle Brian... you didn’t know you had a long-
lost Uncle Brian, did you?!) at 566-7927. 
 
May I suggest that you call TODAY? Here’s why:  My calendar will be PRACTICALLY 
FULL in about TWO DAYS from the time this letter gets to everyone and my available 
time slots are  limited! 
 

CALL ME AT 566-79271 
 

Now, let me tell you about that FREE GIFT that I promised you. When you schedule a 
show with Uncle Brian &name& will get an Uncle Brian Magic Kit at no additional cost! 
Filled with instructions to 16 different magic tricks that are simple for any child to do, a 

$2.50 value,  it’s yours FREE for the asking! 
 
Who  knows,  maybe  &name& will  be  the  next  Houdini! 
 
Anyway, remember &parents&, that your satisfaction is guaranteed 100% or you get 
your money back. To make it easier on your budget, you can pay with credit card or cash. 
 
To make this an even better deal for you, READ THIS: 
 
I’ll  make  balloon  animals  for  each  and  every  child  at  the  party 
 

ABSOLUTELY FREE OF CHARGE (a $10.00 value) ONLY IF YOU CALL BEFORE 
JUNE 30 AND SCHEDULE. 

 I will not extend this offer past June 30! Call now... 566-7927 and ask for Uncle Brian. 

If you really want an easy way for you to show your love to &name& on that special day, 
have Uncle Brian come and make this birthday the most memorable one ever! 
 
Yours For The Funnest, Best and Memorable Birthday Parties,  
 
Uncle Brian 
 
P.S. For FREE BALLOON ANIMALS ($10.00 value) and a FREE MAGIC KIT ($2.50 
value) you must call before June 30! 566-7927
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“(Year) Was A Year Of Surprise For Most Investors...Interest Rates Were Raised 6 Times, 
Making It Harder & Harder To Know What To Invest In And When. Buy/Sell Signs Are 

Getting More Difficult To Interpret ... 
 

But Now... Here’s a Proven Method for Knowing When to Buy or 
Sell and How to Protect Your Investments In These Uncertain 

Times!” 
 

“Futures” Magazine calls it “The Bible of investment know-how!”  “Wall Street Journal” calls it 
“... a must-have book for inventor” 

 
This Book Will Put You On a Level Playing Field With the Pros! 

This Time-Tested Book Gives You All the Information You Need to Make More Money By 
Knowing When to Buy, and When to Sell In a Bull or Bear Market ... 

 
100% Guaranteed! (Read on for details!) 

April 2 
10:30 am 
 
Dear Investor, 
 
You’d agree: for most private investors, it’s a jungle out there. A jungle of factual errors, 
biased reporting, and out-and-out fraud. 
 
A jungle of investment advisors, seminars, books, and programs—the big question is: 
 

Where Do You Turn For Sound, Solid, 
Time-Tested Information? 

Not an easy question. One thing is for sure: 
 
America’s most serious, and successful investors don’t waste their high-priced time on 
any of this hype and hoopla. 
 
They’ve come to rely on the updated “Technical Analysis of Stock Trends” as their daily 
reference for knowing when to buy, or sell; and how to chart the trends of the stock 
market. 
 
They trust it for unbiased, proven methods for watching and charting the market, and 
knowing precisely when to take action to get the most money from their investments! 
And if you are serious about making the most money you can from your investments, 
you need the book that over one million private investors like yourself have 
turned to for 46 years: 
 

“Technical Analysis of Stock Trends” 
by John Magee & Robert Edwards 

 
However, I think  the  real  title  of  this  book  should  be: 
 
(go  to  page 2)   
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“The Bible of Technical Analysis: 
How You Can Easily Make Amazing Stock Market Profits Using Proven, 

Time-Tested Methods For Charting Stock Trends!” 
 
This book is referred to as the “Bible of Technical Analysis” because it has sold by-the-
thousands for the past 46 years and continues to sell like a hot stock in a Bear market to 
investing professionals! 
 
Last year major business publishers and distributors bought 14,000 copies; and 
believe me, they buy books that don’t sell ... this one has been a proven seller for years! 
 
Why? 
 
Because No matter What The Market Was... Bull or Bear – The Methods 
Revealed In This Book Have Worked Like A Charm For The Past 46 
Years For Investors Like You, And They Still Work Today! 
 
It is absolutely must reading for any serious investor! 
 
This fact-filled book was recently updated, and 280 pages were added...chock-full of 
new charts! It will show you how to quickly and easily chart stocks, and learn how to 
know when to buy or sell and how to make money in bull or Bear markets! 
 
In addition to teaching you to chart patterns themselves, it shows you the psychology 
that lies behind their evolution and resolution. 
 
It gives you an in-depth analysis of many topics that’ll help you make more money. 
Topics include: 
 

• The Dow Theory 
• Gaps 
• Price measuring implication of patterns 
• Stop orders 
• Support and resistance 
• Reversal patterns & phenomena 
• Trendlines, and more. 

 
This book is the updated “Traders Bible”... an enduring classic give you 

proven methods for making money from the stock market in the ‘90’s and 
BEYOND! 
 
Within its 620 pages you’ll learn incredible, time-proven charting methods that help you 
to make the most from your investments. 
 
 
Money-making tips like: 
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• How To Make Money From Moving Averages  
• Proven Techniques For Following The Market 

 
And wouldn’t you love to know the answers to questions like these: 
 

1. “Has the market developed a trend yet for (year)? 

2. “How can I know for sure?” 

3. “How can I take advantage of that trend for maximum profit?” 

4. “Will one of the worst periods for Bonds & Stocks in the last 20 years 
continue?...” 

5. “How can I predict accurately?” 

 
“Technical Analysis of Stock Trends” 

Shows You How To Answer These Questions 
And More! 

 
You also learn everything you need to know about: 
 

• Reversal And  Consolidation  Patterns —What  They Are,  And What They Mean 
To Your Profit Trendlines 

• Why Support Or Resistance Levels Are Among The Most Useful Analysis Tools 
Ever Created! 

• How to Make Money Using John Magee’s Proven, Technical Approach To 
Trading and Investing...Technical Vs. Fundamental Theory 

• How To Make Profits Using Charts...Different Types Of Charts, Data Required, 
Arithmetic and Logarithmic Scales 

• Why You Must Understand the Dow Theory...The Fore-runner Of All Technical 
Theories 

• How To Use Market Averages for Your Ongoing Profit 

• Understanding What The Characteristic Phases Of Bull and Bear Trends Mean To 
You,  and How To Consistently Profit From Them 

• What The Dow Theory Does Not Tell You! 

• The Secrets Of Making Money Using Consolidation Formations 

• How To Know Which Gaps Are Significant—and How To Make Money From All 
Types of Gaps 

• Profiting From Using Trendlines and Channels 

• How To Keep Your Own Charts, and Where To Get Your Data 

• What Kind Of Stocks Should You Target, and How To Maximize Your Profits 
From Them 
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• The “Character” and “Habit’ Of The Ideal Stocks You Want To Chart and Profit 
From 

• How To Know where Your Stocks Will Move Using “Relative Sensitivity!, “The 
Market Reciprocal”, and “Normal-Range-For-Price” 

• Two Touchy Issues Regarding Your Investments: “Use of Margin”, “Short Selling” 

• Which Will Profit You Most... Round Lots Or odd Lots? Occasional Advantages 
Of Odd Lots 

• How To Make Money Using “Stop Orders”, and the Four Most Common Ones 

 

(go to page 4) 
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You Need To Know! 
 

• What Is a “Bottom” and What Is A “Top”—and What They Mean To Your Ability 
To Make Money In The Market. 

• The Critical “Three Days Away Rule” and What It Shows You About Marking 
Suspected Minor Tops Or Bottoms. 

• How To Formulate a Rule For Buying. 

• How Much Capital Should You Use In Trading? 

• Magee’s “Not All” Principle, and How To Profit From It 

• Why It  Is Dangerous To Look at  ‘The Market as a Whole”  (Page 505) 

• What “Averages” Really Mean, and How They Can Be Used To Read The Market  
(Page 506) 

• How To Protect Yourself From Uncertainties In Interpretation Of 

• The Averages, and How To Protect Yourself Against Stocks Which Are Not 
Moving With The Majority. 

• The Secret of Using an “Indicator” That Shows Not Merely Whether It Is a Bull 
Market or a Bear Market...But Approximately “How Bullish’ Or “How Bearish’ is  
it at any Given Time (Page 508) 

If You Have Any Money  In The Stock Market,  and You Do Your Own  Investing, You 
Really Shouldn’t Be Without This Book! 
 
And with more than one million copies sold over 46 years, it’s easy to see that the 
system revealed in this book works! Investors keep buying it and buying it! 
 
As a matter of fact, you’ll find this book on almost every professional desk  alive!  The 
“Pros” constantly use these  time-tested techniques  for analyzing trends  in stock 
performance! 

 
You’ll come to understand what these folks know that you don’t. They’ve learned the 

details about three,   invariable principles   for analyzing when to buy or sell: 
 
1. Stock prices tend to move in trends, 
2. Volume goes with the trends; and 
3. A trend, once established, tends to continue in force... 

 
These three principles are the foundation upon which all professional investors base 
their analysis...you should too! You’ll learn all about these three foundational principles 
(and more) in “Technical Analysis of Stock Trends.’ 
But  look,  I  don’t  expect you to take my word  for  it.  It’s easy for me to say it’s a great 
book. 
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Take  a  minute  and  read  how professional  and  private  inventors  like  you have used 
“Technical Analysis of Stock Trends”‘  to make more money from—their investments: 
 
“This book is a classic—the standard of excellence against which every- thing in 
technical analysis is measured.’ 

Prudential Securities’ Ralph Acampora, 
Director of Technical Research 

 
“This classic text has gone through five editions and 30 printings. It has well withstood 
the test of time and can rightly be called “The Bible of Technical Analysis.”“ We have 
yet to meet a single serious market student who has not read and reread “Edwards & 
Magee.... the definitive reference on analyzing trends in stock performance through 
technical analysis.” 

Yale Hirsch,  Stock Trader’s Almanac 
 
You see, professional traders do call it “The Bible”! The reason they call it “the bible” of 
technical analysis is because the two authors, together, literally invented technical 
analysis! 
 
Let me take you back a few Years, and explain to you briefly how “Technical Analysis” 
first came to be: 
 
Robert Edwards’ (one of the authors) brother in law’s last name was “Hamilton”. Now, 
Mr. Hamilton worked for Mr. Dow...you know, the gentleman who developed the Dow 
Jones Averages. 
 
Now, if you read between the lines here, you’ll see that the technical analysis 
revealed in this book evolved directly from the Dow Jones theory!  If you ask 
me, that’s the biggest reason this book really works! 
 
That’s where the whole technical analysis approach came from— and it’s been a proven 
winning system now for 46 years. 
 
The bottom line is this: 
 
If you’re serious about making amazing profits from your investments, you need to learn 
how to chart the trend of stocks. There's no better way to learn than from this book!  The 
chart patterns revealed in the book are classic, and they’ll help you as an investor to 
make more money. 
 
As  a  matter  of  fact,  this  book  has  probably  helped  more  investors  make  more 
money  than any other  book!  It’s a reference and guide-book that helps people like you 
make money. This  updated  bock  puts  the  average  person  on  a  level  playing  field  
with  the “BIG-BOY” investors. 
 

(go  to  page  5) 
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And it’s so easy that I always tell  people: 

 
“Anyone  Who  Can  Draw A  Line  And  Read, Can  Make  Money  Using  This  
Book!’ 
 
I mean it! 
 
The system revealed in this book is so simple, anyone can do it!... including you! 
 
But,  like  I  said earlier  I don’t expect you to take my word on all  this… so here’s how 
you can take a close look at “Technical Analysis of Stock Trends’ for 30 full  days; with 
no obligation: 
 
Get your own copy of “Technical Analysis of Stock Trends” before April 21, for only 
$66.77 ($62.77 + $4 S&H). Remember, your purchase may be tax deductible. (By the 
way, it hasn’t been seen at this low price in years!) 
 
PLUS  as  an  added  bonus:  When you order  before April  21,  you  can  also get  a 
copy of John Magee  Inc.'s  latest best-seller: 
 
“Analyzing  Bar,  Charts  For  Profits:  Technical  Analysis  as  an Aid  To  
Decision  Making!” 
 
If  you’ve  never  studied  technical  analysis  before,  this  book by John Magee puts you  
in the driver’s seat  teaching you step by step what  It  takes to do technical  analysis. 
 
If I had to describe it in one sentence, I’d say “It’s the Technical Analysis  Class  
101”...   if  you’re  not  completely  familiar with  the market, you need to read this book! 
This 248 page book is yours for only $16.77 when you place your order before the 
deadline. That’s a whopping $13.18 discount off the regular $29.95 price tag! 
 
If You’d Like Both Books, You Get A Special Discount Price—Both Books 
For Only $81.97! 
 
Understand,  “‘Technical  Analysis  of  Stock  Trends’  has  been  sold  at  $75 dollars for 
19 years! Now you can get BOTH HOT TECHNICAL ANALYSIS BOOKS 
FOR ONLY $91.97! 
 
Why am I willing to make such a low-cost offer? Simply because I believe you’ll find 
“Technical Analysis of Stock Trends’ and ‘Analyzing Bar Charts for Profits” to be 
everything  I  said,  and more, without question. 
 

(go  to  page 6) 
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This will give you a chance to see for yourself why more than one million investment 
professionals use ‘Technical Analysis of Stock Trends” every day as a reference for 
knowing: when to buy, and when to sell in these uncertain times. 
 
This book will reveal to you exactly how to make more money in the market with perfect 
timing! You’ll learn how to chart and graph the market, learn buying and selling signs, 
and more! 
 
Let me pause here just a second,  and  I’ll  tell you  a  little  secret: knowing when  to  buy  
and  sell  from watching  the price movement  of  the market is just like having an 
“insider friend” on Wall Street! It really is. 
 
Look, you and I both know you wouldn’t be reading this letter if you weren’t seriously 
interested in getting more for your money in the stock market. 
 
It doesn’t have to be a struggle it doesn’t have to take a lot of your time ... you’ve 
probably put yourself through heck and back by now trying to figure out what moves to 
make and when to make them. 
 
Is the stress and agony really worth it? 
 
Seriously… has the pay-off been that good? ...and even if it has, wouldn’t you love to 
make it better? 
 
Why  put  yourself  through  it  all when  all  you  really need  to  do  is  get  this book,  
study it, and put its proven,  time-tested techniques to work making money for you. 
 
The ‘pros’ use it every day to make money  if they can do it, you can do it.  And like I  
said before: If you can draw a straight  line,  and read,  this  book can make you money ... 
big money 
 
Don’t  You  Think  You  Owe  It To  Yourself  To  Get  This  Book? 
 
With my risk-free offer there’s no way you can lose. 
 
Here’s How To Get Your Own, Personal Copy of Each Book On Its Way: 
 
To get. your copy of ‘Technical Analysis of Stock Trends’ in your hands, simply pick up 
the phone and call  (800)  398-9424,  Monday through Friday, 9:00 a.m. to 7:00 p.m. 
CST. 
 
(go  to  page 7) 
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Or,  simply fill out the request form below, and send it  in an envelope to: 
 

John Magee, Inc. 
154 West Hubbard Street, 

Suite 304 Chicago, IL 60610 
 
This is your chance to move into ‘The Big Leagues.” 
 
Will you step up to the plate and swing...or will it just be another strike out? Take action 
now don’t put it off. 
 
Warmly Yours For Investment Success, Richard McDermott President, John Magee,  
Inc. 
 
P.S. You know as well as I do, Federal Reserve policy isn’t going to make it any easier to 
know what to do with your money. With the updated “Technical Analysis of Stock 
Trends” in your hand, you have all the weapons you need to make money in spite of Fed 
policy. It's a time- tested method, proven by over 1,000,000 investors in the last 46 
years. 
 
P.P.S.  Take action now while it’s fresh on your mind next thing you know the deadline 
(April  21st) will  be here! After that,  the price shoots back up to $77! 
 
 
  



Advertising Magic:  The Complete Guide to Creating Hot Ads & Sales Letters That Work! 

371 

No-Risk Request Form 
 

YES Richard! I am ordering “Technical Analysis of Stock Trends” before April 21! I will 
take you up on your proposition. It sounds like your book is exactly what I need. 
 
DOUBLE YES! I want to order both books! I want to get “Technical Analysis of Stock 
Trends” and your latest book on technical analysis: “Analyzing Bar Charts for Profits” at 
the Special Discount Price - Both Books For Only $81.97! That’s a savings of 
$24 0FF RETAIL!  
 
I understand I must order before April 21 to enjoy this savings! 
 
Here’s my order: 
 
 
Shipping Address: (please print clearly—street address only please - no PO Boxes. IL 
residents add 5% sales tax. Thanks. ) 
 
Name: __________________________ Company: _____________________  

Street Address: ____________________________________________  

City: _________________ State: ________________ Zip: _____________  

Day Phone: ( ____  )  _______________ Eve Phone: (  ____  ) ____________  

Fax: (  __  ) ______________________  

 
 
I wish to pay with (check only one): 
 
Visa MasterCard Amex Check/MO 
 
Credit   Card   #:  _______________________       Expires: _______________  
 
Signature:  ___________________________  
 
 
Complete this order form tuck in an envelope along with your payment, and mail to: 
 

John Magee, Inc. 
POB 767 

Mount Morris, IL 60154-0767 

 
For Fastest Service Dial (800) 398-9424 

Your Purchase May Be Tax Deductible 

 
All John Magee’s Publishing Inc.  
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January 22 

«Parents» «Lst» 
«address» 
«City», «State» «Zip» 

If You Would Like To Do Something Fun, Exciting and Yet, DIFFERENT for «Name» Is 
Birthday Party This Year—Then Here Is A 100% Guaranteed Nay To Do It With The 
Least Amount Of Hassles.... 

Dear «parents» 

This year, do something wonderfully different to affordably make «name's birthday 
special. Save your- self the hassles and headaches of trying to decide what to do to....  
but how? 

It’s easy! 

Simply have Uncle Brian come and entertain the kids with his hilarious comedy, magic 
tricks, balloon animals, fun-loving jokes & gags geared just for «name» and the guests! 

love how easy the party is to put on! When you have me come  to  the  party  (Uncle 
Brian).  All  you do  is  have cake  and  ice  cream,  open  presents,  and  Uncle  Brian’s  
hilarious comedy and magic show takes care of the rest! 

IT COULDN’T BE EASIER! 

You’ll love it and I guarantee it! «Name» will love it too! As a matter of fact ...«Name» 
will 

If you’re not completely satisfied—YOU GET YOUR MONEY BACK! 

Here’s  how  it  works:   I  come  out  to where  ever  you’re  having  the party & do my 
show for you so you don  t have to hassle with: 
 

(go to page 2) 
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• Playing boring games with the kids, 
• Chasing “pizza-coated” kids around Chuck E Cheese or the Galleria 
• ... worrying about losing someone the whole time! 

Doesn’t that sound NICE for a change? It is! 

But, you don’t have to take my word for it....  read these testimonials from the files of 
hundreds of parents that have been delightedly surprised at the excellent value and 
special memories Uncle Brian provided for their children: 

Andrew really loved helping with the tricks -  it made him feel important on his 
birthday.  The kids all had a GREAT time!” 

— Jan Christensen, South Jordan, 254-6105 

worried if it would be worth it. BOY WAS I CRAZY! To see the looks on the kids, faces 
made every penny well worth it.  The most memorable party I could hope for!” 

— Sharon Laub, SLC, 272-7694 

Those two comments are just a couple of the one’s I have on file—there’s TONS MORE! 

You can choose from two different show packages:  The Deluxe Show or The “Economy” 
Show. 

Now, don’t get me wrong, the kids absolutely go bananas at both shows—and “name» 
will love either one— BUT.... 

I PERSONALLY THINK THAT THE DELUXE SHOW IS MUCH, MUCH BETTER! 

I mean—kids LOVE bunny-rabbits right? Well, the Deluxe Show has a REAL, LIVE, 
BUNNY-RABBIT in it that «name» gets to hold! Not only does «name» get to hold 
“Fuzzball-The-Bunny” but read this: 

«name» Makes The Bunny Appear Like Magic! 

You read that right!  It’s not Uncle Brian that makes the Bunny-Rabbit appear...  IT’S 
«NAME»! Oh, I can’t tell you what an exciting moment that is!    I hope that you have a 
video camera or a regular camera ready 

(go to page 3) 



Advertising Magic:  The Complete Guide to Creating Hot Ads & Sales Letters That Work! 

374 

—Page 3— 
 
so that you can capture that look on «name» Is face! You’ll love it! 
 
«Name» will be SO AMAZED that you’ll die laughing! (P.S. If you DO get the Deluxe 
show instead of the Economy show.... make sure you don’t tell them about “Fuzzball” 
the bunny!) 
 
Yes. The Deluxe Show is awesomely fun! Not only is there a real  live bunny—but  all  of  
the  kids  get  a  balloon  animal  made especially  for  them by Uncle Brian. 
 
They love these balloons! 
 
The boys DIE FOR THE NINJA SWORDS— and the girls LOVE ALL OF THE “CUTE” 
LITTLE Puppy-Dogs, Swans, Birds, etc. that I make for them. 
 
But, do you wanna know why Moms love the balloons? It’s because it saves them from 
the hassles and head- aches of having to get more party favors! 
 
The bunny and the balloons aren’t all of the great stuff that the Deluxe Show has to offer 
but it gives you some idea.   (Call me for more details.) 
 
Over 500 parents who have had me come out for their parties in the last 4 years have 
paid prices varying from $65 to $85 for this Deluxe Show. 
 
NOW—FOR ONE MONTH ONLY—YOU GET THE DELUXE SHOW AT THE 
LOWEST PRICE AT WHICH I HAVE OFFERED IT IN MONTHS $60! 
 
That’s a $10 discount off of my current rate! (This low - low price is not valid with any 
other coupons or offers.) 
 
But you must call before January 29 to schedule! 
 
So, take advantage NOW by calling me at 566-7927. But, let me warn you... 
 
You need to call TODAY. 
 
Here’s why: My calendar will be PRACTICALLY PULL in about TWO DAYS from the 
time this letter gets to everyone AND 
 
 

(go to page 4) 
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My available time slots are limited! CALL ME NOW AT 566-7927! 
 
Your satisfaction is guaranteed 100% or you get your money back. (By the way...I have 
never had anyone want his or her money back!) 
 
To make it easier on your budget you may want to pay with credit card. 
 
If you really want a different fun, and an easy way for you to show your love to «name» 
on this special birthday, have Uncle Brian come and make this birthday the most 
memorable one over! 
 
Yours For The Funnest, Best, & Most Memorable Birthday Party Ever, 
Uncle Brian 
 
P.S. Remember, you RISK NOTHING with my 100% satisfaction guarantee! And this 
special price is good ONLY if you call BEFORE January 30 to schedule your show. Make 
sure you call NOW because if you put this letter down, chances are you’ll let this 
opportunity to let t<name's> most memorable party ever slip through your fingers!  
With the 100% satisfaction guarantee and this ridiculously LOW PRICE - YOU CAN’T 
LOSE 
 
Call me NOW 566-7927   Thanks! 
 
P. P.S. The Deluxe Show runs around 40 minutes ...it’s about the funnest time ((name)) 
will ever  experience!   If you’d likeinformation about the Economy Show, give me a call. 
But, like they say:  JUST DO IT! — Because  I  know at  this  low price,  and with my  
limited  time slots available,  my schedule willbe full  and  I’ll  be turning People away 
within the next 2 or 3 days. 
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Announcing a wonderful new video-based tool for teaching your little ones how to 
read: 

 

“There’s Something Magical About These Videos! We’ve Had 
Them For Just Two Days and My 4 1/2 Year Old Can Already 

Read the First Book! I Never Believed Teaching My Child to Read 
Could Be So Fun And Easy! Thanks Sam!” 

Brian Voiles, Father of You,  Sandy,   UT  

Dear Friend, 
 
That's just one of the many thank-you's and comments we have on file from satisfied 
parents, grandparents, uncles and aunts who are using the brand-new, award-winning 
multi-media educational program Read Now! To teach their kids how to start reading. 
 
Read Now! Does have something magical about it....your kids will fall in love with Sam 
the Lion© and his little friends as they go about their adventures on these videos. 
 
But more than that, your child will learn how to read and recognize 180 of the 
key words that unlock the English language; all while giggling and laughing at the 
adventures of Sam and his playmates! You’ll join the thousands of other parents around 
the country who are enjoying watching their children learn how to read: 
 
Sam the Lion and all his friends are so lovable, warm, and positive that my kids love to 
watch the DVDs again and again.... what s neat is that it’s  so much  fun,  they even 
realize they’re  learning how to  read! And my involvement is ZERO when I’m too busy! 
It’s wonderful!” 

— Loresa  Gogan,  Mother,  Augusta,  ME 
 
Read Now!  Is based on the “I See Sam” Series which has been used successfully for over 
20 years in kindergarten classrooms across the country. The “I See Sam’ series has 
literally taught millions’ of American children how to read! 
 
But now, top educational experts have taken that same series and created a 
breakthrough reading system using live action, animation, and music. It's the only video 
series based on the “I See Sam” Series, and boy do the kids love it! 
 
Think of it…all your child has to do is pop the Read Now!  DVD in the player, and he 
begins the magical journey of reading! 
 

(go to page 2) 
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It’s an easy way to give your child a powerful head start and a chance to excel in a school 
system that so many kids get lost in....  totally overlooked and really, there’s minimal 
involvement required of you. 
 
Heck, my boy was reading and I hadn’t even sat down and looked at the rest of the 
package yet!  And a chance to feel good about themselves at an early age. This is the 
simplest way to teach your child to read at home, needing very little parent involvement. 
 
And get this: 
 
Studies show that children who learn to read at a young age do better all the 
way through school.  Their self-esteem increases, and that’s one of the most 
important things you can do for your child.  PLUS their overall ability to learn is greatly 
enhanced. 
 
Any way you look at it, teaching your child to read with Read Now! Is a win-win 
proposition! 
 
As you know, reading is an essential skill for getting along in today s world. You can now 
give that skill, that gift of reading to your child... simply, easily. 
 
Read Now! is all you need to teach your child to read. It’s the best beginning reading 
program there is, and requires minimal parental involvement. And for those of us who 
have to work, that’s a real concern. 
 
We both work and we really don’t have the time all the time to sit down and teach them.  
This way they have a way of learning how to read themselves, when they want 

—Thomas  and  Cindy  Sonoga 
 
“My boy Michael came to us and asked us to teach him how to read. He said he wanted 
to learn with Read Now! because held seen the commercial on TV. Well, it was really a 
treat for me to come home from work every day and read with him before he went to 
sleep. If you could put that in a bottle...it really is priceless!’ 

—Jess  Drabkin,  Proud  Daddy! 
 
Top educators, musicians and artists spent months creating the special DVDs, songs, 
and books that make the Read Now! program the only one of its kind. 
 
You owe it to yourself to get your child ready for school by teaching them to read.  It’s so 
simple you don’t even have to help! 
 
Statistics show that 35 percent of American children begin kindergarten 
totally unprepared for the experience...you really can't afford for your child to be a 
part of that percentage. The effects are long-lasting, and dramatic.  
 

(go  to  page  3)  
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In fact, 13 percent of all 17-year olds are functionally illiterate...that means they don’t 
really know how to read. Those kids go on into adulthood. 
 
Today there are twenty-seven million (one out of every five) American adults who are 
functionally illiterate with reading skills below the eighth grade level. 
 
And there’s another 40 million adults who have reading skills below the 12th grade level. 
And here’s another staggering figure to consider: 

 
On  average,  an  illiterate  adult  earns  42% less  money  than  a  high  

school  graduate! 
 
That’s just a high-school graduate! Think of how much less they earn than a college 
graduate! I’m sure you feel like me; I want my kids to grow up having only the best! 
 
Study after study keeps turning up proof that too many people are getting-by without 
the ability to read! 

 
Your  Child’s  Ability  to  Read  is  the  Foundation of  Their  Future  Success  

Both  In  School  and  Life! 
 
Think about it...if your child can read before they get into the mainstream of school, 
their self-image is going to carry them a long, long way! 
 
And studies prove that parents who set time out to read to their young children 
significantly enhance their learning ability!  If that sounds like what you’re after... then 
you’re in the right place at the right time! 
 
The “I See Sam” series was developed, researched, tested, and verified by a team of more 
than 200 reading specialists and educators, over a ten years period. Here’s what one of 
them has to say about Read Now!: 
 
I have not encountered another program which involves the art of learning so 
successfully as Read Now! I believe you have created a learning experience which 
inspires and empowers boys and girls to participate in their own growth towards a 
better education. I strongly recommend it for all beginning 

—Florence Jean Wright, Educational Advisor 
 

(go to page 4) 
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This reading program works!  There are a few reasons that really set Read Now! Apart 
from the competition: 
 

1. You know how children love television? Well, there’s something magical 
about Sam the Lion™ coming alive on the TV screen. My boy absolutely loves 
watching and learning from the videos over and over again! 
2. No other reading program has the lovable ‘Sam the Lion'™ and his 
mischievous friends getting into their fun adventures. 

3. There’s no other video-based reading program that’s based on the proven “I 
See Sam Series’; remember, this series has been tested in schools for 20 
years. Literally millions of children have learned to read with “Sam the Lion™”! 

4. Read Now! Uses a variety of teaching approaches: phonics, sight, vocabulary, 
storytelling, and linguistics 

5. The 180 words your child will learn with Read Now! will take them through 
kindergarten, 1st grade, and into the 2nd grade. That’s a fantastic head start for 
your child! 

 
These are just 5 of the unique advantages to teaching your child to read with the Read 
Now! Program. 
 
Other benefits include: 
 

• Read Now! Requires minimal involvement on your part as an adult - - 
your child can do the program alone or with you. This is a big plus for families 
where both parents work full-time! 

• Read Now! Is the only reading program that has received the Film Advisory 
Board Award of Excellence for Outstanding Achievement in Learning. 

• It’s not just phonics. Read Now! Also uses animation, music, stories and live 
action to teach 180 key words that unlock the English language for your child! 

• The words appear on the screen so your child can see them, the voice of the 
lovable characters sound them out so your child can match the sounds to the 
word...it’s fantastic! 

 
Now There’s  A New And  Better  Way  To  Learn  To  Read! 

 
Your child will have so much fun learning with Sam that their rate of learning will be 
faster, with better results, and with minimal help from you.  

 
(Go to page 5) 
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Read Now! is a multi-media interactive learning program that is simple, easy to use, and 
doesn’t take your time as a parent! Not only that, it’s a tremendous value. Take a look 
at- all you get: 
 

• Two 50 Minute Videos With Live Action and Read Along Animations! (a $137 
value) 

• 2 Read Along, Sing Along CDs!  (a $20 value) 

• 14 Beginning to Advanced Reader’s Books With Wonderful Stories About Sam 
And His Friends (a $15 value) 

• Parent/Teacher Activity Planner Which Guides You Through This Easy-To-Use 
Program (a $7.00    value) You get all  this  for  the  incredibly  low price of only 
$179” And,  if you order  in the next 10 days, you’ll  get a $30 discount  for a  
total  of $149,  or  three easy payments of $49.67+S&H!(3-payment option for 
credit card users only).  

And, get this: 

Read Now!  is backed with a 100% money-back guarantee: 
 
If for any reason you’re not pleased with Now! program, simply return it within 30 
receive a complete refund of the purchase questions asked, no hard feelings. 
 
Don’t  You  Think You  Owe  It  To Yourself  & Your Child  To  Take  Action  Today? 
 
To order, simply fill cut the enclosed order form and mail it in the enclosed addressed 
envelope along with your check or money order. Or, for fastest service order by 
telephone with your credit card (VISA, MasterCard, Discover, AMEX) by calling (800)-
842-1896, 9am to 9pm PST, Monday-Friday. (Remember, if you use your credit 
card, you can get 3 easy payments of only $49.67!) 
 
The choice you make right now will influence your child’s life forever.  Reading is the 
most important tool for your learning success. 
 
You will be so thrilled when your child starts to read to you. There’s nothing like it...it’ll 
make you melt! 
 
Warmly Yours For Reading Success, 
 
Brian Keith 
Writer & Father of a New Little Reader! 
 
P.S. Remember, whether you’re a Parent, Grandparent, Uncle or Aunt,  if you  know a 
child  and  you want  to give  them the most important gift they’ll ever receive, Read Now! 
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is the best choice you could make.  Take action today’— your child may be reading by 
next week... or they may be behind when they enter school. The choice is really up to you,  
right now. 
 
P.P.S. Read Now! Offers much more for your child than any of the other reading 
programs available.  Take a look at the enclosed comparison chart. I think you’ll be 
surprised! The facts tell all! 
 
P.S.#3  I  couldn’t  let  this go—I just  found out  about a little 5 year old girl, Chanel, 
and her experience with the Read Now! program.  It’s beautiful what’s happened—that’s 
why I had to tack it on to this letter.  Here’s what Chanel’s mother, Michelle Martell has 
to say about Read Now! And her precious little girl: 
 
READ THIS—YOU WILL LOVE IT!  
 

(go to page 6) 
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“Chanel couldn’t even speak. As she became more and more in touch with the Read Now! 
program her speech developed drastically. She was able to concentrate—her class work 
became better. All of a sudden she started to initiate conversation with others! 
 
One day I came home from work and Chanel had a bock in her hand. She was reading!  
She was making the sounds of the characters. She was watching the videos. She was 
doing so many things at one time I could not believe it! 
 
Tears came to my eyes, and I said ‘My daughter can read!... my autistic daughter can 
read!’  Last year she could not even speak. I was overwhelmed. I said, ‘I have to write to 
these people—I have to let them know what they’ve done for her and my life!’ 
 
I feel now that because of the Read Now! program, Chanel can grow anyway she wants 
in life and achieve anything she wants. Chanel is my miracle.” 
 
If these are the kinds of results Read Now! is bringing about, I’m all for it... I hope you 
are too. Don’t put it off... if you’re like me you’ll sit this letter down and you may forget 
about it by accident. 
 
Don’t do it! It may be your biggest regret. 
 
Please, do your child a huge favor and order now. 
 

Thanks again.  
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Thousands are now healthy again. Many of who thought they never would be now it’s 
your turn... 

Which of These Health Problems Do You Want To Beat? 

 
You can get relief from most any health problem with this startling ne 

breakthrough product from Europe—25,732 hand-written testimonials tell 
of pain-free, miraculous relief with this revolutionary, easy-to-use, proven 
miracle product! What’s Your Best Chance To Regain Health and Energy? 

The Answer Below May Surprise You... 
 

“If you or a loved one is having more health problems than you care to think about—
this information may mean more to your well-being than anything you’ve ever read...” 
 
 
Dear Friend, 
 
25,752 Europeans have had such success with the amazing product I’m about to 
describe, they took the time and effort to write out their testimonials in their own hand! 
They have had so much success that I believe... 
 

Almost Any Person 
In This Country Can Get Themselves 
Well Again In The Very Same Way! 

 
This will sound so simple it may be hard for you to swallow...  it's so easy...you probably 
won’t believe it! But it’s true. 
 
And to prove it… 
 
You can keep your money for That way, you will have plenty of time to 
prove to yourself how well this product really does 
 
I’ll fill you in on those details in a minute. But first, let me tell you a bit about this 
amazing European discovery and why it works.... 
 
If you’re serious about wanting to feel better again, this  product  may  be just  the  
answer  you’re  looking  for Whether  it’s  back  pain,   joint  pain,  headaches or any of  
the  health problems listed below (or any number of others) chances are,  it will  help 
you feel  better faster than anything! 
 
How? Well, you see, we human beings were born with... 

(go to page 2) 



Advertising Magic:  The Complete Guide to Creating Hot Ads & Sales Letters That Work! 

384 

—Page 2 — 

 
One of the Most Miraculous Means For Health Given to Human Beings, and 
Probably One of the Least Familiar to Us are the Electrical Impulses in the 

Bottoms of Our Feet! 
 
These amazing electrical impulses were placed there in the beginning (way back when 
people always went bare foot).  At that time, we all walked around on our bare feet over 
rugged terrain, forests, rocks.... and we stepped on sharp things which gently pressed 
into the bottoms of our feet, reaching those electric impulses, furnishing us with a 
natural massage, and a natural way to get the toxins and poisons cut of our 
bodies. 
 
These electrical impulses are connected to most every other part of the body— and when 
the impulse-point is massaged, it immediately has a positive effect on the 
corresponding part of the body! 
 
The Chinese have known for thousands of years that massaging the foot’s impulse-
points has a revitalizing effect on our total body. Wouldn’t it be nice to find 
something to massage your feet all day, every day? 
 

Doctors Claim 80%  Of  All  Disease  is Primarily  caused  By  Poor  
Circulation 

 
If poor circulation is the problem, wouldn’t it be nice to find an easy way to naturally 
increase your circulation? 
 
Well, that’s why I’m writing you today... I’ve come across an amazing European 
discovery that is so simple yet so effective, you’ll have to try it to believe it. They’re called: 
 

Thermal Health Soles Thermal Health Soles Will Passively Massage The 
Impulse-  Points Of Your Fact Every Time You Wear Them ... AND They Will 

increase The Circulation Of Your Body At Me Same Time! 
 
New, Thermal Health Soles are a proven product... even a healthy person will benefit 
from wearing them! 
 
All you do is slip them in your most comfortable pair of shoes, put your shoes on, and 
within weeks you're on your way to feeling healthier, happier and overall ...you’ll just 
have a feeling of well-being! 
 
You see, Thermal Health-Soles stimulate and increase your blood circulation; and 
having good blood circulation makes it easier for your body to get rid of all the 
toxins, waste, and any contamination your body has. 

(go to page 3) 
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Thermal Health Soles raise the temperature of your body in a completely natural 
way which causes your blood to thin. Thinner and warmer blood circulates in the body 
faster, and that makes your arteries widen and eliminate from its walls the “stuck-on” 
residue and even cholesterol build up! 
 
The healing and rejuvenating art of reflexology works on the fact that every part of 
the body is connected to the solos of the feet by nerve pathways and subtle 
energy channels that lead throughout the body. 
 
By massaging the foot, you stimulate these connections, bring soothing 
relief to the part of your body that part of the foot is connected to... whether 
it's your sinuses, back and neck, stomach, shoulder, hip or other areas of 
stiffness or pain. 
 
Reflexology is a centuries-old form of “Eastern medicine” that has become one of today’s 
most accepted healing arts. 
 
It can help you get relief from a broad range of acute and chronic health problems, as 
well as give you a feeling of general well-being and relaxation It’s simple, effective, and 
completely safe. 
 
How Have Thermal Health Soles Helped Others, and How Soon Have They 
Gone To Work In Case Studies? Over one million people in many different 

countries have tested and proven the effectiveness of these “miracle” 
Energy-Insoles.... here are some of the results: 

 
• Hip Pain GONE after 2 days!  

• Leg Pain GONE after 3 to 20 days!  

• Back Pain GONE in 2 to 8 weeks! Stomach problems GONE 1-8 weeks!  

• Prostrate Problems-noticeable months! 

• Asthma relieved after 3 to 20 days!  

• High Blood Pressure GONE 1-3 weeks!  

• Low Blood Pressure GONE after only 3 months 

• Varicose Vein Pain GONE after 5 days... after 2 months, the veins disappeared! 

• Sinus Congestion is cleared in 10 days! Kidneys, Liver, and Pancreas begin to 
function properly PLUS after 2 weeks cholesterol level is at normal!  

 
(Go to page 4) 
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• Children’s Cerebral Palsy: a 3 years old child, after wearing the insoles, started 
getting up! And after a couple of months, the child began to -walk! 

• Cold feet and hands became warm! 

• The immune system was improved — even in those with HIV positive! 

• Proper blood circulation in arteries and veins was improved within an hour of 
wearing the insoles, people with intermittent dysbasis walked without rest, and 
the walking time was longer. 

• Post clot and deep vein infections were gone 

• Ulcers disappeared. 

• Joint infections (even chronic) were gone.  

• Muscle tone and elasticity was improved.  

• Irregular heart   rhythm and additional heart contractions were gone. 

• Heart pain was gone even after heart attack. 

• Cigarette smoking was easier to quit.  

• Drug addicts were less dependent on their drugs  

• Kidney stones were discharged with some pain, were functioning normally.  

• Prostrate decreased. 

• The urgency to urine was improved. 

• Bowel movement was normal (WARNING:  people with cancer should NOT wear 
the insoles because of the pain due to bowel position.) 

• Cholesterol level was stabilized! 

• Hair roots became stronger  

• Sleepless problems were gone. 

• People suffering from Alzheimer’s were improving.  

• Many allergies and hay fever improved 

• Various wounds healed faster 

• Pregnant women experienced no morning sickness. 

• Babies were born healthier from mothers who wore the insoles during pregnancy 
because of better blood circulation and oxygen supply. 

• Vision was improved 

(go to page 5) 
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Please understand.... 
 
The Thermal Health Soles are NOT a Cure-All! 
 
And I’m NOT PROMISING that you’ll get these same types of results—
everyone’s body is different But, what I am promising is the fact that these 
testimonials are all true, real-life examples of what has happened to people when they 
choose to wear the Thermal Health Soles! And that there are: 

Over 25,000 Handwritten Testimonials on File of people whose health has been 
improved with Thermal Health Soles! 

I feel the insoles are worth the risk-free “gamble” of only $27.77 (+3.00 first-class 
delivery). And remember: 

I Want You To Postdate Your Check For 30-Daya Ahead! 

That’ll give you one full month to use the Thermal Health Soles and prove they will help 
you feel better ... before I can even cash you check! 
 
Why am I doing this? 
 
The answer is simple.  You see, I know you will start to feel the benefits of wearing the 
Thermal Health Soles within weeks.  There’s not even a shadow of doubt in my mind. 
 
But, since you don’t-know me...and you’ve probably never heard of the Thermal Health 
Soles...  I thought it would be a good idea to make this offer as RISK FREE as possible, 
I figured this would be a good way to put your mind at ease. Because if you don’t like 
the Thermal Health Soles, you can call or write my office (anytime within the next 30 
days) and I will immediately send back your uncashed check. 
 
But, I don’t think you are going to do that. I think once you wear the Thermal Insoles for 
one day, you’ll feel them go to work on your feet and body. You’ll feel the heat 
burning softly around your feet... your feet will begin to expel the poisons and toxins in 
your body... And... 

 
You Are Going To Start Feeling 

Better Simply From Wearing The 
Thermal Health  Insoles! 

Period. 
 

(go to page 6) 
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Now... although when you first put them on, you might start feeling a “burning” 
sensation on your feet (some people don’t) in order to really make a big difference in 
your health you’ll want to wear them for several weeks. That’ll give the Thermal Health 
Soles time to go to work. (It’s no “get-well- quick, “quack” cure   it’s for real, and usually 
takes some time.) 
 
It's easy to order. All you have to do is write your name and address and the words 
“Thermal Health Soles” on a piece of paper and send it with your postdated payment of 
only $27 plus $3.00 postage and handling to: 

 
International  Health  Technologies 

5761  La  Palma  Avenue 
Suite  250 

Anaheim,  CA 92807 
 
By the way, checks and money orders should be made out to IHT, and it isn’t a good 
idea to send cash through the mail. And...please...don’t forget to postdate your payment 
one month (30 days) ahead. 
 
Sincerely, 
 
Grace Beaman 
 
P. S.     If you want extra fast service, you can use one of your credit cards and order by 
phone.  The number is  (714) 496- 6507. However, all I ask is you don’t call any later 
than 9:30 p.m.  Pacific Coast Time. 
 
P.P.S. I hope you’ll not pass this up...I know it sounds too simple to believe. It’s 
something you’ve got to experience. That’s why I’m giving you 30 days to wear them and 
try them.  
 
Understand though, you’re probably not going notice an immediate change in your 
health... it usually takes time. For some people the Thermal Health Soles seem to work 
immediately, but I can’t promise you that. However, the insoles should go to work 
helping you feel better and ridding your body of toxins within weeks. 
 
They will also stimulate and energize almost every part of your body. 

 
Chances are you’ll feel better than ever.  Give the Thermal Health Soles a try.   You’ve 
got absolutely NOTHING to lose, and a healthier life to gain.  Order now…you owe it to 
yourself 
 
Thank you.  
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April 1 
09:03 PM 
 
FROM: Brian Voiles 
 
 
Dear CPA Friend, 
 
As you can see, I have attached a dollar bill to the top of this letter. Why have I done this? 
Actually there are two reasons: 
 
1) I have something very important to say to you and I wanted to make sure this  letter 

got your attention. 

2) And second, since what I'm going to tell you in this letter will save you hundreds of 
dollars during your up-coming tax season, I thought that using a dollar bill as a 
financial eye-catcher was especially appropriate. 

Anyway, here’s what it’s all about: 
 
As your busy season approaches, your business relies on your computer almost 24-
hours a day. You can’t afford to have it “die” right in the middle of your busiest, money-
making season. 
 
Wouldn’t that cost you hundreds of dollars  in lost tax returns? Sure it would. There’s no 
questioning it: 
 
You  Need  Tour  Computer  To  Keep Working  During  This  Profitable  
Time  Of  Year. 
 
Your computer may look fine on the outside. 
 
And, in fact, it's probably running your software programs just fine on a daily basis. 
 
But,  there’s much more going on inside the computer than you think. 
 
You see, on the inside—dirt builds up in your computer daily and collects on your circuit 
boards and causes all kinds of problems that cost you money. Problems  like: 

• Data  loss because of heat buildup; 
• Computer break down from dust-caused short circuits; 
• And component failure. 

You see, electro-mechanical energy in your computer acts like a magnet attracting dust 
and dirt from the environment. 
 

(go to page 2)  



Advertising Magic:  The Complete Guide to Creating Hot Ads & Sales Letters That Work! 

390 

—Page 2 — 
 
 
Take a look at your computer screen at the end of the day to see what I'm saying.... you 
can run your finger over the screen and wipe off a thin layer of dust. 
 
That same thin layer happens inside your computer, every Day! And these thin layers 
build up to cause costly down-time, costly repairs, and costly replacements. 
 
To prolong your computers life, it should be professionally cleaned at least once a year. 
This professional cleaning can easily double the trouble-free life of your computer 
saving you hundreds of dollars in repairs and thousands of dollars in 
replacements. 
 
Not to mention that if you do have a break-down during your busy season...  it will cost 
you a lot in: 
 

• Lost Tax Return Business,  

• Lost Past Clients, and  

• Lost New Clients. 

 
Basically, it’ll cost you a lot more to not have your computer system professionally 
cleaned. 
 
I’ve seen it happen all too often: A CPA will call in the middle of the night...really 
desperate asking if we can rush out and fix their computer. 
 
“I’m losing money!”  is the cry well... I just can’t clean a system up and make it again. 
Cleaning it after it’s broke just won’t fix it. 
 
Now is the time to get the system cleaned...before you have a breakdown 
because of dirt build-up inside your system. 
 
Besides, it just makes good sense to have your system maintained with a good, 
professional cleaning once or twice a year. Once you have me come out and clean your 
computers, you’ll be able to relax, knowing that you won’t have an unplanned, costly 
break-down during your upcoming “busy-season”. 

You  may  be  wondering:  “I’ve  never  heard  of  having  my  computer cleaned before—
why start now?” 

Good point. 
 

(go to page 3)
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You see, it’s a messy job. And computer repair shops know that there’s just not a heck of 
a lot of money in cleaning dirty ‘ole computers. They’d rather make their $150 an hour 
fixing systems. 
 
Really, when you think about it, the last thing they want is to have a computer NOT 
break-down! How could they stay in business if there were no computers to fix? 
 
I doubt that they'd even recommend you ever have your computer cleaned.... after all, 
it’s in their best interest for you to not get it done. 
 
The fact is, though, that it needs to be done. 
 
Here’s how it works: 
 
Usually, I’m able to come out the day after you call to schedule and it takes about 40 to 
50 minutes per computer. (By the way, if you  have more  than  two  that  need  cleaned,  
I’ll  arrange  a  special discount  but  please keep  this  between you and me...  I’ve never 
offered that before.) 
 
Just have me come at a time when it won’t be much of a distraction. Don’t worry though 
I’m professional in every way - and I don’t dress  like a slob. 
 
You may even  want to watch   it’s pretty fascinating. 
 
Whether you watch or not doesn’t matter to me. Oh yes, you also get my 100% 
guarantee: 
 
If for any reason you’re not totally pleased with my computer cleaning 
service—you pay nothing, and we’ll part friends. 
 
Am I crazy to offer a guarantee like this? Maybe so. But that’s how I’ve been doing 
business for years. To arrange for me to come out and clean your entire computer 
system, here’s all you have to do: 
 
Call me, Brian at 255-5548 

And if you call before December 8th I’ll let you have a special reduced rate of $75. That’s 
fifty dollars off of my regular one hundred twenty-five-dollar cleaning. 

Why? 

Well, to be honest with you...my wife and I are trying to build up a little more food 
storage just in case this “banking- holiday” comes around our way you know what  I 
mean. 
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We figure bringing a few more good clients like yourself will allow us to spend the “extra” 
on more food supply. 
 
Whatever, but that’s the reason. 
 
You should call right now though—if you’re like me, you know you’ll forget if you put 
this letter down without calling. Call while you have this letter in hand 255-5548. 
 

Don’t you think you owe it to yourself to have this peace of mind? 
 
Call me at 255-5548 and say, “Yes Brian, I can't afford to have my computer system fail 
during my busy, money-making season.... come on out and clean it up and save me 
hundreds of dollars.” 
 
I know you’ll feel better about it all. 
 
Sincerely Yours For Long Lasting, Clean Computers, 
 
Brian Voiles 
 
 
P.S. Remember, if you «want to make sure your computer doesn’t break down during 
the up-coming, money-making tax season, be sure and call me at 255-5548 today. And 
don’t forget to call before December 8th and receive $50 off my regular professional 
cleaning rate. 
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February 24 
 
 
 
«Parents» «Lst» 
«address» 
«City», «state» «Zip» 
 
 

If  You  Would  Like  To  Do  Something  Fun,  Exciting  and  Yet, 
DIFFERENT for «Name»'s Birthday Party This Year—Then Is A 100% 

Guaranteed Way To Do It With The Least Amount Of Hassles.... 
 
Dear «parents», 
 
This year, do something wonderfully different to affordably make «name»'s birthday 
special. Save your- self the hassles and headaches of trying to decide what to do to....  
but how? 
 
It’s easy! 
 
Simply have Uncle Brian come and entertain the kids with his hilarious comedy, magic 
tricks, balloon animals, fun-loving jokes & gags geared just for «name» and the guests! 
 
You’ll love how easy the party is to put on! When you have me come to the party all you 
do is have cake and ice cream, open presents, and my hilarious comedy and 
magic show takes care of the rest! 

 
IT COULDN’T BE EASIER! 

 
It’s simple, easy to do and I guarantee it! As a matter of fact... 
 

If you’re  not  completely  satisfied  
YOU GET YOUR MONET BACK! 

PLUS: as an added bonus this month only, you get FREE balloon animals ONLY  if  you 
call and  schedule  your  child’s  show before March 5. They usually run an extra $10.  
(This offer  is not  valid with any coupons, or other offers.) This’ll  be  the easiest, and 
the funnest party you’ve ever done...Here’s how it works: I come out to where ever 
you’re having the party and do my show for you so you don’t have to hassle with: 

 
(go to page 2) 
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• Carting kids all over the valley, 

• Making up and playing boring games with the kids,  

• Chasing “pizza-coated” kids around Chuck E Cheese or the Galleria… worrying 
about losing someone the whole time! 

 
Doesn’t that sound NICE for a change? IT IS! 
 
But, you don’t have take my word for it....  read these testimonials from the files of 
hundreds of parents that have been delightedly surprised at the excellent value and 
special memories Uncle Brian provided for their children: 
 
Andrew really loved helping with the tricks -  it made him feel important on his 
birthday.  The kids all had a GREAT time!” 

—  Jan Christensen, South Jordan, 254-6105 
 
“I worried if it would be worth it. BOY WAS I CRAZY! To see the looks on the kids, faces 
made every penny well worth it.  The most memorable party I could  hope  for!” 

— Sharon Laub, SLC, 272-7694 
 
I’ll tell you, kids absolutely love the show even 12 year old’s bust up laughing. 
 
Why? 
 
Because I  gear every show  I  do to the ages of the kids  that are there ...at the party. 
 
The show includes a real live rabbit and this month, all of the kids get a balloon 
animal made especially for them by Uncle Brian. 
 
No matter what age...they love these balloons! 
 
The bunny and the balloons aren’t all of the great stuff that the show has to offer there’s 
tons more. And it’s all reasonably priced. So, take advantage NOW by calling me at 566-
79. But, let me warn you... 

You need to call TODAY 
 
Here’s why: My calendar will be PRACTICALLY FULL about TWO DAYS from the time 
this letter gets to everyone 

(Go to page 3) 
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AND... 

My available time slots are limited! 
 

CALL ME NOW AT 566-7927! 
 
Your satisfaction is guaranteed 100% or you get your money back. (By the way...  I have 
never had anyone want their money back!) If you really want a different, fun, and an 
easy way for you to show your love on this special birthday, have Uncle Brian come and 
make this birthday the most memorable one ever! 
 
Over   500 parents   have   enjoyed   having me   come   out   for   their parties in the last, 
4 years. Now it’s your turn to relax and enjoy the Party! 

 
Don’t You Think You Owe It To Yourself To Check It Out Further? 

 
Yours for The Funnest, Best, and Memorable Birthday Parties, 
 
Uncle Brian 
 
P.S. Remember, you RISK NOTHING with my 100% satisfaction guarantee! And this 
special “FREE BALLOON” offer good ONLY if you call BEFORE March 5 to schedule 
your show. 
 
P.P.S. Make sure you call NOW because if you put t letter down, chances are you’ll 
forget… and all the available times! Be gone. With the 100% satisfaction guarantee and 
this great offer, YOU CAN'T LOSE! Call me NOW 566-7927 
 
 Thanks! 
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April 1 
 
 
«parents»  «Lst»  «address» 
 «City»,  «State»  «Zip» 
 

«Name»‘s  Birthday  Party Will  Be  The  Funnest, Happiest,  Most  
Memorable,  and  EASIEST One  Ever! 

 
Dear «parents», 
 
This year, save yourself the hassles and headaches of trying to decide what to do to 
affordably make «name» Is birthday special. How can you save yourself the headaches? 
 
It’s easy! 
 
Simply have Uncle Brian come and entertain the kids with his hilarious comedy, magic 
tricks, balloon animals, fun-loving jokes & gags geared just for «name» and the guests! 
 
You’ll love how easy the party is to put on! When you have Uncle Brian come (that’s me!)  
all you do is have cake and ice cream, open presents, and Uncle Brian’s hilarious comedy 
and magic show takes care of the rest! 

 
IT COULDN’T BE EASIER! 

 
You’ll love it and I guarantee it! «Name» will love it too! As a matter of fact... 
 
If you’re not completely satisfied   YOU GET YOUR MONEY BACK! 
 
Here’s how it works:   I come out to where ever you’re having the party & do my show for 
you so you don’t have to hassle with: 
 

• Playing boring games with the kids, 

• Chasing “pizza-coated” kids around Chuck E Cheese  or  the Galleria ...worrying 
the whole time! 

• Fighting the December traffic and snow! 

 
Doesn’t that sound NICE for a change? IT IS! 
 
But,   you   don’t   have   to take my word   for   it...   read   these testimonials from the 
files of hundreds of parents that have been delightedly surprised at the excellent value 
and special memories Uncle Brian provided for their children. 
 
 

(go to page 2) 
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“Andrew really laved helping with the tricks - it made him feel important on his 
birthday. The kids all had a GREAT time!” 

—Jan Christensen, South Jordan, 254-6105 

“I worried if it would be worth it. BOY WAS I CRAZY! To see the looks on the kids’ faces 
made every penny well worth it. The most memorable party I could hope for!” 

— Sharon Laub, SLC, 272-7694 

Those two comments are just a couple of the one’s I have on file—there’s TONS MORE! 
 
I’ve been doing this for 5 years now, and everywhere I go, kids call out to say “Hi!” to me. 
I must say it’s quite rewarding to have a positive impact on the kids and have them 
become my friends. 
 
It’s kinda funny, but—recently, a mother called me up and said, “Andrew wants to know 
if his Uncle Brian, is going to come over for Thanksgiving Dinner this year?” 
 
Isn’t that hilarious!? He really thought I was part of the family! 
 
Kids really do consider me “family” by the time we’ve had so much fun together! I LOVE 
IT! 
 
But, I’ve got to warn you—December is my busiest month of the year...my schedule fills 
fast with company parties for adults, and company parties for the kids. 
 
If you want me to come to «name» Is party this year, you're gonna have to call ASAP. To 
make things tougher—I’m only scheduling shows through the 19th of the month. 
 
Yep. 
 
I’m vacationing the rest of the month—so you’d better call now to avoid disappointment, 
566-7927. Once all the time slots are filled.... no more! 
 
I usually offer two different show packages: The Deluxe Show or The “Economy” Show. 
Now, don’t get me wrong, the kids absolutely go bananas at both shows  and «name» 
will love either one BUT I PERSONALLY THINK THAT THE DELUXE SHOW IS 
MUCH, MUCH BETTER! 
 
I  mean kids  LOVE  bunny-rabbits  right? Well,  the  Deluxe  Show has  a REAL, LIVE, 
BUNNY-RABBIT in it that «name» gets to hold! Not only does «name» get to hold 
“Fuzzball-The-Bunny” but read this:    (go to page 3) 

— Page 3 — 
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«name»  Makes  The  Bunny  Appear  Like  Magic! 
 
You read that right! It’s not Uncle Brian that makes the Bunny-Rabbit appear.... IT IS 
«NAME»! Oh, I can-t tell you what an exciting moment that is! I hope that you have a 
video camera or a regular camera ready so that you can capture that look on «name»'s 
face! 
 
«Name» will be SO AMAZED that you’ll die laughing! (Make sure you don’t tell «name» 
about “Fuzzball” the bunny!) 
 
Yes. The Deluxe Show is awesomely fun! Not only is there a real live bunny but  all  of  
the  kids  get  a  balloon  animal  made especially  for  them by Uncle Brian. 
 
They love these balloons! 
 
The boys DIE FOR THE NINJA SWORDS   and the girls LOVE ALL OF THE “CUTE” 
LITTLE CREATURES that I make for them. 
 
But, do you wanna know why Moms love the balloons? It’s because it saves them from 
the hassles and headaches of having to get more party favors! 
 
The balloons  are  real  convenient  for  you and  the  perceived value  is enormous The 
bunny and the balloons aren’t all of the great stuff that the Deluxe Show has to offer  but  
it gives you some idea. 
 
The bad news is that in December my rates go up. Well, this year I’ve decided to make a 
special offer to those of you who receive this letter: 
 
Over  the  last  few  years  parents  who  have  had  me  come  out  for  their parties  in  
the  month  of  December  have  paid  prices  varying from $85 to $105 for this Deluxe 
Show. 

 
NOW—FOR ONE MONTH ONLY—YOU GET THE DELUXE SHOW 

AT THE LOWEST PRICE AT WHICH I HAVE OFFERED IT 
IN YEARS DURING DECEMBER—$69.95! 

 
That’s a BIG discount off of my regular December rate! I have never offered ANYTHING 
LIKE THIS BEFORE.... AND PROBABLY NEVER WILL AGAIN! This low - low price is 
not valid with any other coupons or offers!—Sorry...NO HAPPENINGS BOOKS OR 
GOLD C coupons accepted during December. 
 
But you must call before November 30 to schedule! Why am I doing this? 
 

(go to page 4)
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I’ll be totally honest with you. My wife wants to finish up our 1-year’s supply of food 
before the year is gone—and we would like to get it for Christmas. 
 
It’s that simple. 
So, take advantage NOW by calling me (Uncle Brian...you didn’t know you had a long-
lost Uncle Brian, did you?!) at 566- 7927. You need to call TODAY! Here’s why: 
 
My calendar will be PRACTICALLY FULL in about TWO DAYS from the time this letter 
gets to everyone AND my available time slots are limited! 
 
CALL ME NOW AT 566-7927! 
 
Your satisfaction is guaranteed 100% or you get your money back. (By the way...I have 
never had anyone want their money back!) You can pay with credit card if you’d like. 
 
If you really want an easy way for you to show your love to «name» on this special 
birthday, have Uncle Brian come and make this birthday the most memorable one 
over! 
 
Yours For The Funnest, Easiest, & Most Memorable Birthday Parties Ever, 
 
Brian Voiles (aka Uncle Brian) 
 
P.S.   Remember, you RISK NOTHING with my 100% satisfaction guarantee! And this 
special price is good ONLY if you call BE- FORE November 30th to schedule your show. 
Make sure you call NOW because if you put this letter down, chances are you’ll let this 
opportunity to let «name»'s most memorable party ever slip through your fingers! 
With the 100% satisfaction guarantee and this ridiculously LOW PRICE—YOU CAN’T 
LOSE!  Call me NOW 566-7927  Thanks! 
 
P.P.S  The  Deluxe  Show  runs  around  35  to  40  minutes...  it’s  about  the funnest 
time «name» will ever experience! 
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April 1 

«Parents»  «Lst» 
«address» 
«City», «State» «Zip» 

If  You  Would  Like  To  Do  Something  Fun, 
Exciting end Yet,  DIFFERENT for «Name»  Is 

Birthday  Party  This  Year — Than  Here  Is  A 100% Guaranteed  Way  To  
Do  It  With  The Least  Amount  Of  Hassles.... 

Dear «parents», 

This year, do something wonderfully different to affordably make «name» 10th birthday 
special. Save your- self the hassles and headaches of trying to decide what to do to....  
but how? 

It’s easy! 

Simply have Uncle Brian come and entertain the kids with his hilarious comedy, magic 
tricks, balloon animals, fun-loving jokes & gags geared just for «name» and the guests! 

You’ll  love how easy the party is to put on! 
 
When you have me come to the party (Uncle Brian). All you do is have cake and ice 
cream, upon presents, and Uncle Brian’s hilarious comedy and magic show 
cake care of the rest! 

IT COULDN'T BE EASIER! 

You’ll love it and I guarantee it! «Name» will love it tool As a matter of fact... 

If you’re not completely satisfied—YOU GET YOUR MONEY BACK! 

Here’s how it works: I come out to where ever you’re having the party & do my show for 
you so you don t have to hassle with: 
 

• Playing boring games with the kids, 

• Chasing “pizza-coated” kids around Chuck E Cheese or the Galleria ...worrying 
about losing someone the whole time! 

• Doesn’t that sound NICE for a change? IT IS! 

But, you don’t have to take my word for it.... read these testimonials from the files of 
hundreds of parents that have been delightedly surprised at the excellent value and 
special memories Uncle Brian provided for their children: (go to page 2)  
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Andrew  really  loved  helping with  the  tricks  -  it  made  him feel  important on his  
birthday.  The kids all  had a GREAT time!” 

—  Jan  Christensen,  South  Jordan,  254-6105 

“I worried if it would be worth it.  BOY WAS I CRAZY! To see the looks on the kids'    
faces made every penny well worth  it.  The most memorable party I could hope for!” 

— Sharon Laub,  SLC,  272-7694 

Those  two comments  are  just  a  couple  of  the  one’s  I  have  on  file there’s TONS 
MORE! 

You can choose from two different show packages: The Deluxe Show or The “Economy” 
Show. 

Now, don’t get me wrong, the kids absolutely go bananas at both shows     and «name» 
will love either one     BUT.... 

I PERSONALLY THINK THAT THE DELUXE SHOW IS MUCH, MUCH 
BETTER! 

I mean kids LOVE bunny-rabbits right? Well,  the Deluxe Show has a REAL, LIVE, 
BUNNY-RABBIT in it that «name» gets to hold! Not only does «name» get to hold 
“Fuzzball-The-Bunny” but read this: 

«name»  Makes  The  Bunny  Appear  Like  Magic! 

You read that right! It’s not Uncle Brian that makes the Bunny-Rabbit appear.... IT’S 
«NAME»!  

Oh, I can’t tell you what an exciting moment that is! I hope that you have a video camera 
or a regular camera ready so  that  you  can  capture  that  look  on  «name’s  face! 

You’ll  love  it! 

«Name» will be SO AMAZED that you’ll die laughing!  (P.S. lf you DO get the show 
instead of the Economy show.... make sure you don’t tell them  about “Fuzzball” the 
bunny!) 

Yes.  The Deluxe Show is awesomely fun!  Not only is there a real live bunny but all of 
the kids get a balloon animal made especially for them by Uncle  Brian. 

They love  these  balloons! 

The boys DIE FOR THE NINJA SWORDS and the girls LOVE ALL OF THE “CUTE” 
LITTLE Puppy-Dogs,  Swans,  Birds,  etc.  that  I  make  for  them. 

(Go to page 3)  
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But, do you wanna know why Moms love the balloons? It’s because it saves them from 
the hassles and headaches of having to get more party favors! 

The bunny and the balloons aren’t all of the great stuff that the Deluxe Show has to offer   
but it gives you some idea. (Call me for more details.) 

Over 500 parents who have had me come out for their parties in the last 4 years have 
paid prices varying from $65 to $85 for this Deluxe Show. 

NOW—FOR ONE MONTH ONLY—YOU GET THE DELUXE SHOW AT THE LOWEST 
PRICE AT WHICH I HAVE OFFERED IT IN MONTES $60! 

That’s a $10 discount off of my current rate! (This low - low price is not valid with any 
other coupons or offers.) 
 
But you must call before January 29 to schedule! So, take advantage NOW by 
calling me at 566-7927. But, let me warn you... 
 
You need to call TODAY, 

Here’s why: My calendar will be PRACTICALLY FULL in about TWO DAYS from the 
time this letter gets to everyone AND 

 
My available time slots are limited! 

 
CALL ME NOW AT 566-7927! 

 
Your satisfaction is guaranteed 100% or you get your money back. (By the way... I have 
never had anyone want their money back!) 
 
To make it easier on your budget you may want to pay with credit card. 
 
If you really want a different, fun, and an easy way for you to show your love to «name» 
on this special birthday, have Uncle Brian come and make this birthday the most 
memorable one ever! 
 
Yours For The Funnest, Best, and Memorable Birthday Parties,  
 
Uncle Brian 

 (go to page 4) 
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P.S. Remember, you RISK NOTHING with my 100% satisfaction guarantee! And this 
special price is good ONLY if you call BEFORE January 30 to schedule your show. Make 
sure you call NOW because if you put this letter down, chances are you’ll let this 
opportunity to let «name»'s most memorable party ever slip through your fingers! 
With the 100% satisfaction guarantee and this ridiculously LOW PRICE—YOU CAN'T 
LOSE! 
 
Call me NOW 566-7927  Thanks! 
 
P. P. S. The Deluxe Show runs around 40 minutes... it’s about the funnest time «name» 
will ever experience! If you’d like information about the Economy Show, give me a call. 
But, like they say: JUST DO IT!  because I know at this low price, and with my limited 
time slots available, my schedule will be full and I’ll be turning people away within the 
next 2 or 3 days. 
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May 5 
«Mom» «last»  
«address»  
«City», UT «zip» 
 
 
Dear «mom», 
 
Let’s not kid each other. You want to make «name»'s birthday really special and unique 
this year, but you’re afraid it’s just too much of a hassle and too expensive. Candidly, I 
can help. 
 
You get to sit back, relax and watch the memories be made for «name», when you 
schedule one of my two, inexpensively priced comedy and magic shows. 
 
You Benefit Prom The Most Hassle-Free Birthday Party Ever! Would you like 
to stay home, relax, and enjoy «name»'s birthday this year? 
 
Then call me now at 566-79271 
 
PICTURE THIS: No chasing kids around ShowBiz or the Galleria... all covered with 
pizza and stuff.... NO FIGHTS aver which rides to go on and who gets to ride first!  In 
short... 

 
No Headaches For You And Guaranteed Fun For The Kids! 

 
But don’t take my word for it, read what other parents have experienced by having me 
entertain for their child's party: 
 
Andrew really loved helping with the tricks - it made him feel important on his 
birthday. The kids had a GREAT time!” 

 - Jan Christensen, South Jordan, 254-6105 
 
“The party was so fun, they laughed so hard they cried. Something I’ll want to do 
again!” 

- Lori Jarvis, Sandy, 571-5615 
 
I worried if it would be worth it. BOY WAS I CRAZY! To see the looks on the kids'  faces 
made every penny well worth it. The most memorable party I could hope for!” 

- Sharon Laub, SLC, 272-7694 
 
FREE Party Favors For You! You get FREE of charge balloon animals made for each 
child after the show but only if you call before May 5 to schedule «name»'s show. A 
$7.00 value that means you don’t need to buy party favors! ONLY if you call before May 
5 

(See Page 2 For More Details) 
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If you still have doubts... you can rely on this money-back guarantee: 
 
«name» and all the guests will laugh their brains out when you have me come and 
entertain or you pay nothing. You risk nothing when you schedule one of my hassle-
free shows... you must be satisfied! Try to get a guarantee like this from anyone else. 
(P.S. no one has ever requested a refund) 
 
Open Times For Parties On Saturdays Don’t Last Long. My schedule fills up fast, 
especially Saturdays! 

 
You Must Call Right Away To Avoid Disappointment 566-7927! 

 
Last month alone Uncle Brian did over 35 shows—most of them on Saturday — so don’t 
wait to call, or the time and date you want will probably be taken! 
 
Look, you could go ahead and have another ho-hum, boring, hassling birthday party this 
year for «name» but why put yourself through it? 
 
Why bring all the hassles on yourself when you can have me come out and entertain the 
kids? 
 
If you really want a no-headache way to make «name»'s party the best this year, one 
that «name» will never forget; just pick up the phone and call me at 566-7927, twenty-
four hours a day. I mean it! 
 
Yours For The Most Memorable, Hassle-Free Party Ever, 
 
Uncle Brian 
 
P.S. Remember, call before 515193 and receive FREE Balloon Animals*, a $7.00 
value but only when you call before May 5. After that this offer is no good! 
 
P.P.S.  I get calls every day that fill my schedule. Believe me, it’s not too early to call 
TODAY to get the date and time you want for «name»'s most memorable birthday party 
ever with Uncle Brian! CALL 566-7927 TODAY and ask for Uncle Brian. 
 

(*This offer not good with any other coupons or discounts.)  
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November 27 
10: 32 AM 
 
 
FROM: Brian Voiles 
 
 
Dear CPA Friend, 
 
As you can see, I have attached a penny to the top of this letter. Why have I done this? 
Actually there are two reasons: 
 

1) I have something very important to say to you and I wanted to make sure this 
letter got your attention. 

2) And second, since what I’m going to tell you in this letter will save you money 
during your up-coming tax season, I thought that using a penny as a financial 
“eye-catcher” was especially appropriate. 

 
Anyway, here’s what it’s all about: 
 
As your busy season approaches, your business relies on your computer almost 24-
hours a day. You can’t afford to have it “die” right  in the middle of your busiest, money-
making season. 
 
Wouldn’t that cost you hundreds of dollars in lost tax returns? Sure it would. There’s no 
questioning it: 

 
You Need Your Computer To Keep 

Working During This 
Profitable Time Of  Year. 

 
Your computer may look fine on the outside. 
 
And, in fact, it's probably running your software programs just fine on a daily basis. 
 
But,  there’s much more going on inside the computer than you think. 
 
You see,  on the  inside  dirt builds up  in your computer daily and collects on your 
circuit boards and causes all  kinds of problems that cost you money. Problems  like: 
 

• Data loss because of heat buildup; 

• Computer break down from dust-caused short circuits; 

• And component failure. 

 
(go to page 2)  
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You see, electro-mechanical energy in your computer acts like a magnet attracting dust 
and dirt from the environment. 
 
Take a look at your computer screen at the end of the day to see what I'm saying.... you 
can run your finger over the screen and wipe off a thin layer of dust. 
 
That same thin layer happens inside your computer, every day! And these thin layers 
build up to cause costly down-time, costly repairs, and costly replacements. 

To prolong your computers life, it should be professionally cleaned at least once a year. 
This professional cleaning can easily double the trouble-free life of your computer 
saving you hundreds of dollars in repairs and thousands of dollars in 
replacements. 

Not to mention that   if you do have a break-down during your busy season... it will cost 
you a lot in: Lost Tax Return Business, Lost Past  Clients,  and Lost  New Clients. 

Basically, it’ll cost you a lot more to not have your computer system professionally 
cleaned. 

I’ve seen it happen all too often: A CPA will call in the middle of the night...really 
desperate asking if we can rush out and   fix   their computer. 

“I’m losing money!”  is the cry well...  I just can’t clean a system up and make it again. 
Cleaning it after it’s broke just won’t fix it. 

Now is the time to get the system cleaned...  before you have a break-down 
because of dirt build-up inside your system. 

Besides, it just makes good sense to have your system maintained with a good, 
professional cleaning once or twice a year. Once you have me come out and clean your 
computers, you’ll be able to relax, knowing that you won’t have an unplanned, costly 
break-down during your upcoming “busy-season”. 

You may be wondering: “I’ve never heard of having my computer cleaned before—why 
start now?” 

Good point. 

You see, it’s a messy job. And computer repair shops know that there’s just not a heck of 
a lot of money in cleaning dirty ‘ole computers. They’d rather make their $150 an hour 
fixing systems. 

Really, when you think about it, the last thing they want is to have a computer NOT 
break-down! How could they stay in business if there were no computers to fix? 

(go  to  page  3)  
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I doubt that they’d even recommend you ever have your computer cleaned.... after all, 
it’s in their best interest for you to not get it done. 
 
The fact is, though, that it needs to be done. Here’s how it works: 
 
Usually, I’m able to come out the day after you call to schedule and it takes about 40 to 
50 minutes per computer. (By the way, if you have more than two that need cleaned, I 'll 
arrange a special discount but please keep this between you and me...  I’ve never offered 
that before.) 
 
Just have me come at a time when it won’t be much of a distraction. Don’t worry though  
I’m professional  in every way - and I don’t dress like a slob. 
 
You may even want to watch  it’s pretty fascinating. 
 
Whether you watch or not doesn’t matter to me. Oh yes, you also get my 100% 
guarantee: 
 
If for any reason you’re not totally pleased with my computer cleaning 
service you pay nothing, and we’ll part friends. 

Am I crazy to offer a guarantee like this? Maybe so. But that’s how I’ve been doing 
business for years. To arrange for me to come out and clean your entire computer 
system, here’s all you have to do: 

Call me, Brian at 255-5548. 

And if you call before December 8th to schedule your cleaning, I’ll let you have a special 
reduced rate of $75. That's fifty dollars off of my regular one hundred twenty five dollar 
cleaning. 

Why? 

Well, to be honest with you... my wife and I are trying to build up a little more food 
storage just in case this “banking- holiday” comes around our way you know what I 
mean. 

We figure bringing in a few more good clients like yourself will allow us to spend the 
“extra” on more food supply. 

Whatever, but that’s the reason. 

You should call right now though if you’re like me, you know you’ll forget if you put this 
letter down without calling. Call while you have this letter in hand 255-5548. 

(go to page 4) 
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Don’t you think you owe it to yourself to have this peace of mind? 
 
Call me at 255-5548 and say, “Yes Brian,  I can’t afford to have my computer system 
fail during my busy, money-making season.... come on out and clean it up and save me 
hundreds of dollars.” 
 
I know you’ll feel better about it all. 
 
Sincerely Yours For Long Lasting, Clean Computers, 
 
Brian Voiles 
 
P.S. Remember,  if you «want to make sure your computer doesn’t break down during 
the up-coming, money-making tax season, be sure and call me at 255-5548 today. And 
don’t forget to call before December 8th and receive $50 off my regular professional 
cleaning rate. 
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Amazing Special Report Reveals How To Make More Money In 
Your Business... Guaranteed! 

 
(Plus find out how to get a FREE $1,125 Gift From America’s Top 

Ad Writer!) 
There’s a new 98 page 

special report out called: 
“How to Quickly & Easily 

Create Ads and 
Sales Letters Which 

Practically Make People 
Line Up And Beg You To Take 

Their Money!” 
It helps businesses answer 
some tough questions like: 

 
• Do your ads target you best 

prospect and then promise 
them incredible benefits? 

• Do you target your best 
prospects with a strong 
headline that practically 
calls them by name? 

•  Do you give them a 
compelling reason to read 
the ad? Advertising is a 
tricky game.  

 
And whether you make I sale 
or 1,000 sales from an ad or a 
mailing you pay the same 
amount of money to print and 
mail it, or to buy the space for 
that ad. 
 
Doesn’t it make sense that if 
you could create ads that 
target, motivate, and compel 
your prospects to take the 
action you want you’re going 
to get more bang for the buck? 
I want to introduce you to a 
friend of mine who happens to 
be one of the nation's very top 
advertising writers. His name 

is Brian Keith Voiles. He 
charges thousands of dollars 
to write ads for people, and 
he’s come M with a new 
special report called: 

 
“How to Quickly & Easily 

Create Ads and Sales Letters 
Which Make People Line Up 
And Practically Beg You To 

Take Their Money!”  
 

If you want your ads and sales 
letters to stop being money-
wasters and start being profit-
generators... you need this 
report! 
 
Just what Brian can teach you 
on headlines alone will 
probably make you ten times 
more money than you’re 
making now. 
 
Knowing how to put together 
an ad that brings in the cash 
can be one of your most 
powerful assets. An asset that 
you can leverage, and use to 
make yourself wads of money 
every time you nm an ad. 
 
Once you take a quick look at 
this report it’s like discovering 
the secret to legally print 
money! If that appeals to you, 
you need to get his report 
right now! By the way... 
 
This Report Will Show You 
How to Get a FREE $1,125 
Gift From Brian! Brian Keith 

Voiles is one of the top 
advertising writers in the 
business. He’s written 
blockbuster ads for people like: 
 
• Robert Allen (best-

selling real estate author 
“No Money Down”) 

• Ted Nicholas (author 
“How to Form Your Own 
Corporation for under $75) 

• Gary Halbert (author 
“How to Make Maximum 
Money in Minimum Time”) 

• Dan Kennedy (author ‘The 
Ultimate Information 
Entrepreneur’), 

• Michael Enlow (the 
founder of electronic 
marketing and world’s top 
private investigator), 

• Ted Thomas (quick turn 
real estate expert) 

 
...and the step by step details 
you find in his report are 
exactly the same rules he uses 
to make W clients millions of 
dollars! Knowing how to 
crank out money- making 
advertising is a skill. It’s a skill 
you can o& get. AU you need 
is this amazing free report. 
It’ll show you how to get on 
your way to: 
 
• More Response 
• More Leads 
• More Sales and 
• More Cash In Your 

Pockets... Guaranteed! 
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Take action now, while it’s 
fresh on your mind. Clip out 
the coupon and mail it to 
Brian TODAY to get your copy 
of this report revealing the 
details on how you can create 
your own hot ads and sales 
letters! All Brian requests 
is a nominal $5 payment 
to cover shipping charges 
and his cost to produce 
the report, no catches! 
 
If you have any doubts as to 
whether Brian’s advice is 
worth spending five bucks to 
find out about, take a look at a 
couple of testimonials from 
clients of Brian’s: 

“Brian Keith Voiles is a 
fantastic, rising young 
copywriter. He’s one of a rare 
breed in America who shows 
real talent!’ 

Ted Nicholas, Marketing 
Expert  

Switzerland  
 
“Brian Keith Voiles... writes 
some of the best sales copy 
I’ve ever read. He’s one of the 
best copywriters there is and, 
he’s not only good, Brian has 
my highest recommendation 
and his telephone number is 
(801) 255-5548 and you can 
fax him at (801) 566-7927. “ 

Gary Halbert Marketer, 
Author  

The Gary Halbert Letters 

“Brian Keith is America’s 
foremost cop) writer. He 
approaches writing with the 
powerful psychology 
necessary to consummate the 

sale in a most simplistic 
manner. That one trait gives 
him superiority over every 
copy writer I’ve ever met. 
Brian is the absolute very 
best... that’s why he writes my 
sales material. A 16 page 
sales letter Brian put together 
has brought me in over 500 
thousand dollars in the last 3 
months. Those kind of results 
can only happen when 
someone knows how to write 
ads. “ 

Michael E. Enlow, 
Founder “Electronic 
Marketing” Author, 

Inside Secret, 

Don’t wait to take action. 
If you’ re like me, you’ll 

forget. This one’s Request 
your copy of great report 
NOW while it’s fresh on 

your mind… you’ll be glad 
you did! 

 
Warmly Yours For Ad Success, 
Christopher Michaels  
 
P.S. You may call Brian at 
(801) 255-5548 if you’d like. 
He’s a great guy! 
 
FREE Special Report 
Request Coupon 
□     YES! Michael, here’s my 
$5.00! 
Please have Brian RUSH me 
his amazing 98 page special 
report: “How to Quickly & 
Easily Create Ads and Sales 
Letters That Practically My 
Make People Line Up Beg You 
To Take Their Money!” Send 
my Special Report to: 
 

Full Name _____________  
Company ______________  
Address _______________  
City __________________  
State _________________  
Zip ________________  
 
Mail To: 
 
Brian Keith Voiles, 8869 
South 60 East, Sandy, 
Utah 84070 

 
Don’t put it off... take action 
now so you’ll find out how to 
create winning ads and sales 
letters that make you money! 
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This Year Was A Year Of Surprises For Most Investors. Interest Rates Were Raised 6 Times Making it Harder & Harder 
To Know What To Invest In, & When. Buy/Sell Tips Are Getting More Difficult To Market. But Now... 

 
“Here’s a Proven Method for Knowing When to Buy or Sell & How to 

Protect Your Investments In These Uncertain Times!” 
 
“John Magee has done it again in his new book: ‘Analyzing Bar Charts for Profit’ is the most concise explanation of 
the technical process ever every investor’s library.” writing and should be in  
 
“Analyzing Bar Charts for Profits the best short course in technical analysis and trading available   today.” 
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“If you would like to easily teach your students all about dental hygiene, 
then here is a 100% guaranteed way to do it with no headache, no 

hassles, and still keep their complete attention…” 
You can teach them to avoid “the drill” and take good care of their teeth! 
It’s EASY with the all new... 

“The Ultimate Hygiene DVD” 
It’s true when it comes to teaching dental hygiene to kids, you almost have to run your 
fingers across the chalkboard in order to get them to wake up and give 
you any attention… right? Well this ground-breaking, brand new 

video-based educational unit will show your students all the details they need to 
know to have impeccable dental hygiene… (AND in a way they will never forget) 
But not only does it teach your students, it also…MAKES YOUR JOB OF A 
TEACHING A SNAP!  
 
Why? 

Because each Ultimate Hygiene DVD Educational Unit comes complete with everything 
you need for lessons: 

• The complete, 15 minute video. 

• Ready-made test for you to choose from to meet the needs of 4th graders all the way up to 12th.   

This is an educational unit you’ll use for years to come… no question about it. The video explains everything 
in simple, plain language… easy to understand with no technical “jargon” throw at the children. Many 
school teachers across the country have seen this DVD at their dentists’ office and called wanting to know if 
we had one especially for school use… so we created the entire Ultimate Hygiene DVD Educational Unit… 
complete with test questions to make your work easier and more effective.  You learn some very interesting, 
little-known facts about dental hygiene, as well as the “basics.” 
• By using state- of- the- art microscopic video cameras, you’ll see and learn what living plaque really 

looks like, (a real motivator to keep your teeth clean!) 

o You learn not only how to choose the proper toothbrush, but also why brushing without flossing is 
practically doomed to failure! 

o You learn exactly how to floss… the easy, but effective way… including all the do’s and don’ts 

Keep in mind all of this explained simply, yet thoroughly for the kids to understand. Because of the 
sophisticated equipment and special effects used the video keeps your students attention, and educates 
them. Your job is made much easier! 
 
Because the Ultimate Hygiene DVD is so easily understood and so nicely done, it was recently selected from 
all other educational videos to be shown on the public Broadcasting System (PBS). It’s also being used by 
hundreds of dentists, dental hygienists, and dental schools in virtually every state in the U.S. and Canada. 
But what really matters is that: 
 
If you’re going to be teaching a section on oral hygiene and dental health in your curriculum, then this video 
based educational program will greatly simplify your lesson plan for years to come! PLUS… 

 
YOU MUST BE COMPLETELY SATISFIED OR YOU GET YOUR MONEY BACK 

 
Only $69 (plus $4 shipping) Call Donna For Ordering Instructions 
(Receive a $20 discount when you mention this mailer!)  

1-800-772-7874
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Your Carpets Will Be Cleaner 
Than You’ve Ever Seen Before! 

100% Guaranteed! 
COMMERCIAL & 
RESIDENTIAL  

• Odor Elimination 

• Pet, Smoke & Stain 
Removal 

• Residue Free 

• Fast Drying 

• Furniture Cleaning 

• Emergency Service 
Available 

• Anti-Static Treatments 

• Automobiles 

• Baby-Safe... Non-Toxic 
 

532-7092 
FREE ESTIMATES BY PHONE! JUST CALL: 
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this is a limited time offer. 
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Dear Friend, 

Your computer may be killing themselves (and your business) right this moment! Your 
business relies on your computer! Dirt builds up in your computer daily and collects on 
your circuit boards and causes all kinds of problems like: 

* Data loss due to heat builds up; 
* Computer breaks down from dust-caused short circuits; 
* And component failure. 

You see, electro-mechanical energy in your computer acts like a magnet attracting dust 
and dirt from the environment. Take a look at your computer screen at the end of the 
day for proof of what I’m saying.... you can run your finger over the screen and wipe off a 
thin layer of dust. 

The same thing happens inside your computer, every day! 
And these thin layers build up cause costly down-time, costly repairs, and costly 
replacements! 
 
We all know that the dust is especially bad here in Sandy. To prolong your computers 
life, it should be professionally cleaned at least once a year. This professional cleaning 
can easily double the trouble-free life of your computer saving you hundreds of 
dollars in repairs and thousands of dollars in replacements.  Your computer 
can last longer! All you need to do is pick up the phone and call me, Brian at 566-7927 to 
arrange for me to come out and clean your entire computer system. Let me save you 
the hassles of parking up Tour computer to take it into the dealer to have it 
cleaned, and having to pay dealer costs! 

If you call before August 15 to schedule you get the special reduced rate of $75.00! 
That’s $50 off of our regular One hundred twenty five dollar cleaning! 

This offer is Limited to the first 50 calls, so don’t delay, call me at 566-7927 and say, 
“Yes Brian, I’d like to make sure my computer system doesn’t fail at an inopportune 
time... come on out and clean it up and save me hundreds of dollars!” 
 
Sincerely Yours For Long Lasting, CLEAN Computers,  
Brian Keith Voiles 
 
P.S. If you want your computer to NEVER give you problems again, please call me at 
566-7927 and I can tell you how. Be sure to call before the deadline and receive $50 OFF 
our regular price! 
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April 26 
 
«parents» «1st» 
«city», UT «zip» 
 
Dear «parents», 
 
Let’s face it. You want to make «name»'s birthday the most memorable one ever this 
year. But, you’re afraid it’ll cost you a fortune to make it special. 
 
Not to mention the fact that if you take the whole party to the. Galleria or somewhere 
like that, it’s a total pain to nervously keep track of everyone—constantly worrying if 
you’ve lost a kid somewhere in the shuffle. 
 
Well, I can help. Let me bring all the entertainment to you. I’ll come to the party and 
perform my hilarious comedy and magic show for the whole gang—and «name» will 
be the star of the show by coming up and helping me “make the magic happen”... 
including a real live rabbit! 
 
To get the full scoop on how I can save you the all the hassles of your typical birthday 
party, pick up the phone and call me now at 566-7927. 
 
Special Bonus Offer. If you call me before May 5 and schedule «name»'s birthday 
party magic show, you get coloring sheets for all the kids PLUS balloon animals for 
everyone.... FREE! A $15.00 value yours FREE just for calling before May 5! 
 
Sure... you can go ahead and put yourself through another boring birthday party again 
this year -or you can save yourself the hassles and the headaches and give me a call. 
Once you have me, you’ll probably write me a letter like this mom did: 
 
“I worried if it would be worth it. BOY WAS I CRAZY! To see the looks on the kids, 
faces made every penny well worth it. The most memorable party I could hope for!” 

- Sharon Laub, SLC, 272-7694 
 

This is one of literally hundreds of letters that I have on file from satisfied parents that 
have had me come to entertain at their child’s party. Now then, don’t you think you 
owe it to yourself to check it out further? Call me now at 566-7927. Do 
something unique for «name» this year! 
 
Yours For The Funnest Most-Memorable Birthdays Ever, 
Uncle Brian 
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April 27 

«mom» «1st» 
«street» 
«city», UT «zip» 

Dear «mom», 

Let’s face it. You want to make «name»'s birthday the most memorable one ever this 
year. But, you’re afraid. It’ll cost you a fortune to make it special. 

Not to mention the fact that if you take the whole party to the Galleria or somewhere like 
that, it’s a total “pain” to nervously keep track of everyone—constantly worrying if 
you’ve lost a kid. 

Well, I can help. Let me bring all the entertainment to you. I’ll come to the party and 
perform my hilarious comedy and magic show for the whole gang—and «name» will 
be the star of the show by coming up and helping me “make the magic happen”... 
including a real live rabbit! 

To get the full scoop on how I can save you the all the hassles of your typical birthday 
party, pick up the phone and call me now at 566-7927. 

Special Bonus Offer. If you call me before May 5 and schedule «name»'s birthday 
party magic show, you get coloring sheets for all the kids PLUS balloon animals for 
everyone.... FREE! A $15.00 value yours FREE just for calling before May 5! 

Sure... you can go ahead and put yourself through another boring birthday party again 
this year -or you can save yourself the hassles and the headaches and give me a call. 

Now then, don’t you think you owe it to yourself to check it out further?  

Call me now at 566-7927. Do something unique for «name» this year! 

Yours For The Funnest Most-Memorable Birthdays Ever, 

 

 
P.S. Remember, you’ll save yourself a lot of hassles by having me come to «name»'s 
party to entertain the kids. If you’re still not sure, just read same of the comments I’ve 
gotten from satisfied parents that’ve had me come to their child’s party (see the back of 
this letter.)  
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PERFORMANCE EVALUATION 
 
Performance Date: September 19 
 
Venue: South Kearns Elementary 
 
Format: K-3 & 4-6, two separate assemblies 
 
Program:   [   ] SMILING SAFE  [   ] Magic of reading 
     [   ] General Magic Show  [   ] The magic of Laughter 
 
1. Overall, how would you rate the performance? 
[ ] Average 
[ ] Above average 
[ ] Excellent 

2. The response of the children to Uncle Brian was: 
 
[ ] Luke-warm  
[ ] Enthusiastic  
[ ] Wildly Enthusiastic and Attentive 
 
3. How would you rate Uncle Brian’s audience rapport/control? 

[ ] Average 
[ ] Above average 
[ ] Excellent 

4. How would you rate the educational content of the show? 

[ ] Fair 
[ ] Good 
[ ] Excellent 
 
5. Would you consider having Uncle Brian back for another program?  
 
[ ]Yes    [ ]No 
 
6. Compared to other programs you have seen, how does Uncle Brian’s rate? 

[ ] Typical 
[ ] Better 
[ ] Much Better 

Additional comments: 
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