
 

 

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 
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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. 


