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Advertising Mistake #1

Falling Into The “Lemming Syndrome”

This is the bi ggest and most deadl y mistake of all.

As I write this, I am literally 1 ooki ng at hundreds of business cards and marketing
brochures from professional s across the country. The time and money investedin
these brochures easily runs into thousands of dollars. But, somany of them Il ook ali ke
and say the same thi ngs.

Are youfoll owingthe PiedPiper...or marchingto the beat of your own drum?

Look at your business carddesi gn.

Look at your 1 etterhead desi gn.

Look at your brochures.

Look at any ot her advertisingyouare doi ng.

No matter how expensive, does your advertisinglook andsoundlike alot of
ot her advertising?

tue Ul

U

Are you pri marily advertising your name, face, conpany, professional titles,
and trackrecord?

U

Does your advertising and marketing make similar promises that everybody
el se makes?

Just because “everyore el se” believes that the traditional methodof i mage adver-
tisingis the way to get business does not meanthat It is the only way...or the best
way. Thousands of peopl e goout of business, or miss alot of business, because of
“traditional " thinking, Don’t fal intothe trapof beinganadvertising “lemming”!
Break free from the crowd, and you can prosper!

Remember, there is anol dsayingthat goes...”If you do what you have al ways
done, youare goi ngto get what you have al ways gotten”

Or, another way tosay thisis..."The definitionof imsanity is doing the same t hi ngs
andexpecting different results.”

See, if youfollow everybody else, you'll likel y end up beinglike 90% o the peopl e
inbusiness - on your way out or, at best, maki ng a medi ocre i ncome. Our job here is-
n'‘ttotry toturnyou intosome radical revol utionary. All we'retryingtodois totell
youthat youshouldfocus on marketing that does two t hi ngs:




(1) It gets the response that you want - it gets people tocall youor come in, and

(2) It lets you provi de honest, ethical, professioml products and/or services tothe
customers, clients or patients that you do get, sothat youare maki ngnoney
ethically, having fun, andgettingall kinds of referral s i nanongoi ng, successful
business. Abusiness that startedandruns withmarketing that appeal s to what
peoplereally do wart...insteadof what you think they shoul d want — whi chwe
will cover more as we move t hrough t he program.

But, for now, you must learnthat beingdifferent is somethi ng you're goingto
have toaccept. Sometimes being different means that ot her business peopl e will ot
like you, or will thinkyou are some ki nd of weirdo, or think ot her thi ngs about you
that youdon't want them tothink But againthereality of thisis, who are you trying
toinpress? Are you tryingtoimpress your peers, or are you tryingto get and hel p
customers who need your product or service?

Thi nk about this hard, becawse if youare really scared about being different, this
mi ght not be the program for you. But, thenagain, beingdifferent doesn't mean be-
ingsleazy, obnoxious or unethical. It just mears different.

Sometimes the oldguard, especially inindustries that are tiredandsteepedintra-
dition, equate beingdifferent withbeingunethical or illegal. But that’s a bunch of
crap.

We all know that beingdifferent simply mears different. And hopef ully, once you
learnhow t o use our program, different will meanbei ngsuccessful, more successfu
t han anyore el se that you know

See, our agenda has evol ved over a number of years. Anexcellent marketing ex-
pert named Gary Hal bert publishedthis inone of his newsletters, andit stuck with
me ever since:

“When I was young, I was worried about vhat ot hers t hought about me. Iwas worried
they woul d be thi nki ng t he wrong t hi ngs about me

As I got older, andinto a few tramsgressions, I vas vorried that peopl e were thinking the
right things about me.

Then, as I gai ned wisdom as the years went by...I realized that ro ore was thi nki ng about
meat alll”




Pretty profound st uff, wouldn’t yousay?

The reality is that you have no i mage, and no one thi nks about you until they have
areasonto.

Being worriedabout what other people thinkis a waste of energy and time.

Spend your time worryi ng about what your prospects (who are interestedinwhat
you have to of fer) thi nk.

They’ re the ones vho are goi ng to “write your paycheck”; they’re the only people
you s hould be concerned with

If your “peers” or others don't like what you'redoing, that’s their proble m, not
yours!

This change of attitude is achallenge, but very necessary.

[want youtobe focusedonwhat’s inportant, whichis only what your prospects
thinkis inportant. It doesn t matter what [think or what the competitionthinks. As
l ong as your prospects and cust omers, clients and patients are happy, thenyou
shoul d be happy!
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Advertising Mistake #2

Promising the Same Old Stuff!

I have just fini shed1ooking t hrough anot her stack of personal brochures filled
withwords that have been promisedso many times, by so many business people, that
they no 1 oner have any meani ng.

Wordslile...
Quality We Care Personal Service
Trust Resul ts Full Service
Integrity Experierce Cus tomer Satisfaction
Excellence Leadershi p First Class
Superior Service Dedication

Don't fall intothis trapeither!

I'm sure that you provide all of these things toyour customers. But thesimple
truthis, these words are so overusedthat mo st clients andcustomers don’ t evenread
them...becawse they sound like clichés...”So, what’s new???”

You have t o have some NEWnews, if you want peopl e toreally pay attention

Alittlehit later, we’ 11 be tal ki ng about somet hi ng called the Uni que Selling Propo-
sition (USP). For now, let’s just agree that one of the biggest mistakes you can make is
promisingthe same ol dstuff. Promisingthe highest level of integrity, trust andser-
vice; promisingthat “we care”; promising “results”; andsoforth

Youmust start thinkingabout of feringthings that people really do want and get
them tocall you-inbignumbers - ingreater numbers thanyou ever coul d have
imagi ned bef ore.

See, if everyone inyour i ndustry promises all these boringslogans, why would
your promising them make anyone notice?

The real secret is not to HAVE servi ces andideas andassistance that are truly out-
standi ng.

No, the real secret is tobe able to (COMMU NICATE your OUTS TANDINGSE R-




VI(ES inways that REAL PEOPLE CANRELATE ANDRESPONDTO!

“If atreefallsinthe forest, andnooneis theretohear it...does it make a sound?”
You've all heardthat before. It’s true. Dan Kennedy says that eventhe best mar ket-
ingmessageis welessifit’s fallingondeaf ears!

Remember, youhave t o communicate your message to peopl e whoare interested,
andI a way they canrelate tol Just talkingto your prospects inaninteresting way
will set youapart. Just that. Then if youcombine this interestingcopy withoffers
they really wart...you've got yoursel f a Marketing Mani ac i nt he maki ng!




Advertising Mistake #3

Having Nothing New, Differert Or Better To Offer!

Howwould youanswer these questions?

Givenall of the other al termatives, why shoul dI hire YOU???
Why shoul dI hire YOUinsteadof the conpe titiorn?

What s di fferent about YOU?

What ' s better about YOU?

S OO

Is all youcancome up with somethi ng meaningless like: quality, trust, integrity,
andservice???

Come on...canyou tell me one conpellingreasonwhy I shoul d buy your product
or hire you? Canyou demorstrateit tome?

Look at the provenadvertisingformulainactionbel ow from my finarcial pan-
ni ng days:

(1) Get Attention!

(2) Arouse interest and emotiors.

(3) Tell aninterestingstory ina believabl e way.

(4) Offer anincentive totake action.. NOW.

(5) Askfor action, andmake it easy for people todoit.

New Report Reveals How Unwary
Local Residents Will Throw Millions
Of Dollars Down The Gutter In1999!

Your Town, ST —As if all of the ups and downs in Unfortunately, the noneywon’t all goto keep-
t he housi ng market over the past several years vere not ingthe gutters ruming freely, either! Gily 3% is
enough, local homeowners are goingtobe ahit againif  planned for drainage and road reports.

a newr eferendumpasses in Novenber. Last monthcity Don’t be willingvictim. Reading this FREE

official s announce a proposal toincrease real estate report wll prevent you from wastinghard- earned

taxes that coul d make thousands of 1ocal residents vic- noney inneedl ess and excessive taxes —evenif the

tims of nore t han 20% increases. referendumpasses. It wll give youcontrol of your
Ina FREE newreport, you canread about the firarcial life!

changes intax laws and howt hey will work t o make Gll 1-800-XXX-XXXX, 24 hours, for a

unwary homeowners throwmillions of dollars dowm the FREErecorded message. Hold back what your city
guter. wants totake away from you.




When you l ook at your advertising, are youreally gettingtheir attention?
Are youreally arousing interest and emotions?

When you l ook at your advertising, doyoureally thinkthat you're gettingatten-
tion?

Are youreally arowsinginterest and emotions?
Are youtellinganinterestingstory ina believabl e way?

Are youreally offeringanincentive or some emotioral curiosity for people to take
actionnow?

Are youmakingit easy for peopletodoit?
Look t hr ough your advertising.

Are there phrases like “PersonalizedService,:” or “number One”? Things like
that? Do you talk about yoursel f inyour advertising, saying things like, “I Care”?

If you do, you must understandthat none of these lines produce any of the five
steps necessary to get peopl e torespondto your marketing and advertising.

Now, lookagainat theadonthe previ ous page. Canyousee that the advertiseris
offeringinformationthat prospective clients and customers wouldcertainly be curi-
ous about .

The key is offeringinformation

Not your pitchfor your excell ence.

That’s not what prospects wart.

They just want to know:

How To Keep As Much Of Their
Money As Possible... And Still Get
The Best Product Or Servi ce!




Right? Doesn’tthis information, presentedthis way, have a great chance toraise
the curiosity of aclient? (No, it won't get the attentionof someone whoisn't irter-
estedinyour offerings, but who wants to waste time withthem anyw ay?)

What it will do is provide you withsomet hi ng NEW. Somethi ng DIFFERENT.
Somet hi ng that will make peopl e want tocontact YOUinsteadof all your former com-
petitors!

Soas youkeep thinking about this, remember, don't spend any money on adver-
tisi ng or marketing unl ess youhave somethingtooffer that's of interest, and unl ess
youexpect it will get direct andimmediate responses. Andstopofferingthe same old
boring stuff that everyore el se offers.

Start offeringinformation people want, andyou’ll be the NEW presence intheir
lives!
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Advertising Mistake #4

Creating Advertising That Is Bori ng To Read!

Most advertisingisn' t interestingor funtoread Infact, toooftenit is boring
Don’t let this happentoyou!

Providing products andservices is a peopl e business. Andpeoplelike to hear
good news for achange. They alsolike to have a good excuse tosmileor laugh, too.

You can comb i ne humo r withatte ntior-getting messages that will make your
phore ringor drive traffic toyour store withpeople interestedin purchasing com-
puters, cars, homes, celld ar phones, pizzas, medical services, settingupretirement
plans, havingtheir taxes done, or what ever!

I hope you're startingto get enthused about what you' re seeing here. I cancoach
you toget alot more business this way thanthe “oldways” of marketing you've been

taught .

[trust you're noticingabigdifference betweenthe ki nd of ad you've already seen
here, andt he ones t hat most business owners or sal es people mail out. (You' 11 see
plenty more fromdo zers of i ndistries as we move aheadinthe coming Lessons and
Newsletters.)

Yousee, its not just leadgenerationwe’re talkingabout. You'll see examples of
ads, and you'll see examples of sales letters andot her things that are designedto get
peopl e toreadandrespond.

Remember, advertisingisn' t supposedtobe boring. It alsoisn't supposedto be so
professional and so uninteresting that nobody pays any attertiontoit.

Advertising that works has got tocreate interest, whichmeans that it cannot be
boring.

For example, we get people sendinginthings for us toreview all tltetime. If
they reinfinancial services, they send us a brochure that says things like, “Planni ng
retirement: We here at of the believe that planni ng

for retirement is ore of the critical objectives insecuringyour future. There are many
different ways tomeet future financial needs - from st ocks and (I t o IRAs and Ke-




oghaccounts. These andother financial products canhel pyou meet contingencies
while yousave...blah, blah, blah, blah, blah..

See what happens? This sounds so professional andsoboringthat evenif any-
body was theslightest bit interested you'd l1ose them right inthe begi nni ng.

Advertising and marketingthat works is never boring.

No w, you have t o be honest withyourself. Is the stuff that you are sendi ng out, or
givingto people, or advertising with — bori ng?

One of the bi ggest mistakes business owners, professional s andsal es peopl e make
isthinkingthat what’s interestingtothem iswhat’s interestingtoa potential or actual
client /customer /patiert!

Think about this carefully.

Is your marketinginterestingtoyou and your peers? Db youtalkabout all the
features andtechni cal details of your products andservices — things that would be in-
terestingonly to anot her personin your fiel d?

Or, do youtal k about the benefits of what youcando...and what those berefits
mean t o peopl e?

Keepinmindthat people only care about what's init for them. People are only
concernedwiththemsel ves and their own probl ems. They cou dn’t care less about
what you thinkis interesting If youwarnt toemsure that littleattentionwill be paidto
you and your marketing just maintainthe boring, professional stuff, andyou won't
be di sappoi nted. (We'll talkmore about the 1engthof copy, andother rel ated matters
i n upcoming Secrets.)

Anout standi ng di rect marketing copywriter, says that people are only tuned into
ore station, WIIFM:

“What's In It For Me.”

Yes, jwst like you, others are only interestedinlearningwhat’s init for them.

Andif we accept the fact that people are only interestedinwhat’s instore for
themsel ves, we have toaccept the fact that this selfishness must be the center of all




your marketing.
You only have a coupl e of seconds toget their attention. Just the blink of aneye.

If you have some message that might potentially interest people, they may stop of
anot her coupl e of seconds. Maybe. But, if you just get their attention and t hen bore
them, you lose them...like that!

Your message has to get, andkeep, people’s interest throughyour entire message.

Dan Kennedy, a goodfriendand mentor of mire, tellsit like this. Dan does i nfo-
mercials. (You veall probably seenthings he’s done like the Tony Robbirs stuf, etc.)

Anyway, Dan says that infomercials are the toughest medi a around. Imagi ne how
you woulddoif your prospects sat infront of you witharemote control intheir
hands. Imagine the pressure you dbe under, knowingthat if youbore them for even
afew seconds, they will point andclickat you...ZAP...you’ re gonel!

Imagireif youhad tostanduptothat kindof test. Woul d your marketing hol d
up tosuchintense scrutiny? Well you'dbetter think about it, because your marketing
does face that same sort of pressure.

If your prospects get bored, they won't clickyouoff, they’'ll just dumpthe piecein
the trashor turnthe page. Boring marketingis ignored marketing!
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Advertising Mistake #5

Failure ToTell A CompleteStay In Your Advertising!

How of ten have youever heardthis one before? “Keep your busiress letters to ore
page, or people won't read them.”

I’ ve got news for you. Believingthis is one of the bi ggest mistakes you could ever
make. Why?

Because it assumes that people will respondtoshort marketing copy as opposedto
comp l ete market i ng copy!

Let me ask youa question. [byouremember what it was that got you interested
enough tobecome a member of this program?

I'1]1 refreshyour memory incase you don’t recall.
Yousaw alongador website. The copy intensive piece promptedyou to respond.

The reason we have hundreds of new members joinus eachmonthis that we have
toldour entire story one the website, inthe ads andsal es reports.

Notjust a condensed expl anation, but the whole story.

See, asking you toinvest money is noeasy task. Youmay or may not have ever
met or seenus. Youmight not of attendeda seminar where you got tohear us. We
may have never talkeduntil you got all of our materials.

Yet, you werewillingtogive us ashot andsignup.

That’ s pretty effective marketing, wouldn't yousay?

And wouldn’t you like tohave your prospects make t he same commitment to
you...the one you have t o us?

They will, if you take the time totell the whol e story.

Juwst like you, your prospects want to knowwhat’s goingon They want to under-
stand why they shoul d hi re you as opposedt o ot her choi ces t hey have, includi ng do-




i ng not hi ng.
Jwst like you, they want to know everything they canbefore makinga decision

Just think. Youwouldn’tbe readingthis...if you hadn’t readthat letter or website
first. And, you nay recall — they were very | ong.

Infact, it was probably one of the 1 ongest letters or website’'s you've ever seen or
read. AndI'll bet youread most, if mxt all, of it.

You may have enjoyedreadingit. Youmay not have. That isn't inpor tart.

What's inportant is, it hit home. It got you to pi ck upt he phone andcall me or
signuponthe web. Andyou're here, whichis evenmore importart!

No w, amswer honestly...
Do you think we wouldbe discussingthis today if [dsent youa one page letter?

Do you think you would have i nvested anything..time or money from a one page
letter or short website or some superficial brochure? Answer honestly...

Irest my case.

Now, corsider this. Do youreally thinkthat someone who is goingto spendsome
money on your product or service is goingto connect withyoubecause you tol dsome
“braggi ng” informationinashort piece?

No way.

For example, let’s say you were thi nki ngabout sellingyour legal practice for what-
ever reason. And, let’s say that your accountant saidit’s worthalot of money. You
may be ready tosell tothe first bidder, but you'relookingfor other professionals to
market to.

Now, I come al ong and send youaletter that says somethinglike:
“Mr./Mrs. Jores: It’s recertly come tomy attentionthat youare going to be selling your

practice. Qur firm, ABCLegal Partrers, has over 35 combined years of experierce inassisting
attorreys who vant to sell their val uable busiress.

As you know, sellinga practice is somethi ng that needs professiomal attention Trying to




do it onyour own canbe too difficut a task. And, every lawyer who owns a practice reeds to
have it appraised

We at ABCLegal Partrers are professionals vho are up to this job. We will aralyze the
val te of your practice and hel p your market it with the highest levels of integrity, trust, and
servi ce.

Qur dedicationto getting youthe highest price is our pledge to you We sold 34 private
practices inNortheasternlllirois last year alore. We are the l1argest 1egal service sal es com-
pany in Chi cago.

Now that you knowhowgreat vie are and why you'd be foolish mot to hire ws, please call us
at your earliest convenierce to set up anappointmert. Sircerely,...”

Now, doesn't aletter like that get your bloodboiling? Isn't that short copy so curi-
osity-provoki ng that you'd have troubl e keepi ng yoursel f from runni ng t o t he phone
tocall these guys?

I know that if youreceivedsuchaletter, you'd probabl y glance at it andtossit in
the trashcan If youweren't interestedinsellingyour practice, there’'s a99.99%
chance you'dchucktheletter. Any attempt toconvince you that every law yer needs
tohave their business appraisedis lame andtotally uninterestingtoyou. They coul d
not “convince” you tobecome interestedwhenyou don’t have a need. Right?

If you were interestedinselling your practice, thisletter isstill likely tobe tomor-
row’s trash, becawseit doesn't tell you anythi ngabout what ABCLegal Partners does,
how they do it, how mu chis costs...and most important, it doesn't tell youany of the
berefits of usingtheir service. All it talks about is how biganidiot you'd be not to
use them, and how great they are. Since youdon’t care about any of that, you're not
likely tobe movedto further action.

Just about every type of business category wses similar techni ques. Mo stly every-
ore is rel yi ng onthe same basic premise that prospects wouldbe idiots not to buy
whatever it is yousell...that youare t he greatest, andso forth.

Are youstartingto get the picture why that sort of marketingsimply cannot work?

Anyw ay pl ease don'tever forget what I'm about totell you..

Inadvertising it is a provenfact that....




The More YouTell, The More You Sell!

As long as you have somethi ngworthwhile tosay or sell, the ol dadage “Keep It
Short And Sweet” Is Pure Folly!

See, if you keep things short andsweet inyour copy, you may not tell enoughof a
story togenerate curicsity. And, if you don't gererate curiosity, you won't get
enoughresponses. People areinterestedinstories that meansomethingtothem and
raise their curiosity. If you don't tell acamplete story, youhave l ess chance of getting
them t o respond.

But you cannot create interest where none exists either. Usingshort copywiththe
hope of creatinginterest where none exists does not work! For years, toomany i ndus-
tries have operatedonthe wastefu andj ust plainincorrect notionthat ashort piece
will convince uninterestedprospects tosomehow become interested

As you'll be learni ng, you shouldal ways be marketingto people whoareinter-
ested and maki ng sure that they'rethe ones respondi ng. Therefore, youal ways want
totell astory to peopl e who are al ready interestedandbasically i gnore the ones who
aren' t — because they are not goi ngtobecome your clients, patients or customers any-
way. We will be talkingmore about copy lengthandthe fallacy of keeping t hi ngs
short inthis program. But for now, promiseyou'll tell your story, no matter how 1 ong
it takes!




Advertising Mistake #6

Thinking That “Short and Sweet” Ad Copy Sells!

Wejust tal kedabout how tellinganincomplete story does not usually work. The
next questionthat comes upis, “Okay, if youneedtotell acompletestory, how | ong
shouldasales letter, website or whatever actually be, for example? Two pages, three
pages? Somethinglonglike that?”

Well, the amswer tothat questionis, “Not exactly.” But, I'l1 explainwhat I mean
by that ina second

First, I'dlike you t o guess what lengthsales letter has beenthe hi ghest pullinglet-
ter I' ve ever usedinany business I’ ve beeninvol vedin Go ahead, pickfrom these
choices, andI'11 tell you at the endof the chapter.

A. 4 pages
B. 8 pages
C. 16 pages
D. 28 pages
E. 56 pages

Let’s thinkabout thisissue for aminte. How 1 ongshoul dads or sal es copy be?

Toanswer that question let’s put theissueinterms of a sales appoi nt ments. Be-
cause anador letter is nothing more thanasales pitchinprint, right?

OK. Canyouimagireif you're asalesman and your boss set anoffice rule that
you could not take any longer thanten minutes for aninitial contact witha prospect?
That you were tol dno one wouldsit still for longer thanthat, andthat all presenta-
tions hadtobe “short’ toavoidthe “problem” of people not “wanting” tosit through
along presentation

Pretty ridi cul ous, huh?

Solet me ask you. Howlongshou daninitial presentationof your product or ser-
vi ce take?

Of course, the only answer is...




As Long As It Takes!

Right?

So, if theonly answer tocorrect lengthfor a personal meetingis, aslongas it
takes...shoul dn't the amswer tothe questionof the correct lengthof anador letter be
the same???

Yes!

But this isste remains one of the most controversial ones I have ever faced Why?
Because everyone’ s beentaught that copy needs to be short to keeppeople’s interest.

Unfortunately, thisisamyth It'sjust plan WRONG!

Gary Hal bert, awell known, non-conformi ng marketing guru, says that::

You Can Never Be Too Long....
Only Too Boring!!
See, lengthisn't theisste. No, how longyour copy isarisn't, isnot theisste.
The only isst is...how boring your copy is!

Let’s think more about this.

Who do you want tobe readingor 1istening to your marketing? People who are
interested, or people who aren’t int erest ed?

Of course...people who are interested

Now, if by definition we want the marketing copy we present tobe seenby irter-
ested peopl e, who do we write for?

Uninterestedpeople interestedonly in “short” copy...or the smaller number, but
hi gher quality i nterested peopl e?

And, if wewriteonly tothe interestedpeople, shouldn't wetell them everything




they want and need t o know bef ore maki ng a deci si on?

Think about this carefully. Thisis one of the most fundamental mistakes business
people make when marketing. Listeningto people who don’t know howto market
tell you to use short copy isagigantic mistakes.

Also, listeningtothem tell you that your advertising must always have plenty of
whi t e space and not t oo many wordsso peopl e will readit is amistake.

Because good advertisingis “sal esmamshipinprint.”

Look tothe next page. [bes that advertisement 1ook familiar? It shoul d1look very
familiar toyou. Youmay recall readingthis ad or onelikeit, unless youcame to us
viathe Internet. Youwouldn'tbereadingthis...if you hadn’t readwhatever version
yousaw of our 1 ong, copy filled ack first.

It may have been one of the l ongest advertisements you've ever seenor read. No
pictures...very littlewhite space...it broke all the “rules” - didn’t it? But I'll bet you
probabl y read most o it, if mot all of it. Why??

Because the headline got your attention! It spoke toyou. It tal kedabout some-
thingyou'reinterestedin

And, the rest of the copy toldastory that made sense toyou. It hit home. It took
enough time to accomplishits intendedobjective. It got youto pick upthe phone and
call my free Voi ce-Message line! Or signuponthe internet. Youandseveral thousand
ot her peopl e have respondedtoanadthat broke all the “rules.”

These same principles appl ywhengetting prospective clients and customers to
call YOU!

News-styl e ads and post cards or anything else that isn't boring of course.

Another way tolook at the 1 ong copy versus short copy issue is consideringinfo-
mercials onlate night TV that many of you have seen.

These are the commercials that runfor hal f anhour or more andtry tosell all sat
of widgets andgadgets. Why do you thinkinfomercials are solong? Why don'’t they
just runthose ads for 30 seconds or a minute. Or maybe two minutes?

Why? Because they didalot of testing. And they found out the more they told,
the more they sol d!




“Even The Greatest Business PersonIn The
Worl d Will Be Broke Without A Constant

NAPERVILLE — There is not hi ng nore
frustratingt han know ng peopl e need
your products and services nore than
ever, yet any efforts at “traditioml” mar-
keting vork vorse thanever. You sone-
times vonder, “vhat goodis all this
training without people tosell to?”
MOST IMPORTANT KNOWLEDGE. . .

Owners and sal es peopl e have to face
afact that nakes nost of themsick:
Without any question, the nost inportant
knowt edge t hey needi s not about your
product or service..IT IS ABOUT MAR-
KETINGQ! Having great products or
services is verthless wthout lots andlots
of qualifiedprospects, custoners and
clierts!

BEING A MARK ETINGEXPERT...
Thereality that all sal espeople nust
face is that people are not forcedto seek

youout. Therefore, gettinginterested
prospects, clients and custoners is the
nost frustratingaspect inyor life.
That’s vhy, BEINGA MARK ETING
EXPERT IS SIGNIFICANTLY MORE
IMP ORTANT THAN BEINGAN EX-
PERT INYOUR product s and services! ! !
GET A CONTINUOUS FLOWOF
INTERES TED PROSPECTS...

As asal esperson, you can never de-
lude yoursel f intothinkingthat being
good...is good enough! The streets are
littered withthe remains of smart, ethical
and clever sal espeopl e vho never figured
out howto get a constant streamof quali-
fied interested prospects infront of them
everyday (Wio’ve calledthe sal esper-
sonor comeintoyor store!)

“I” MGREAT WHEN I’ M
IN FRONT OF PEOPLE...”

Your greatest frustrationis the fact
you knowt hat you can cl ose nost anyone
youneet wth, but yousel dom see more
than a handful of really interested noti-
vated and qualified prospects each
nonth. Youtruly hate prospecting, and
wishthere vas sone way to get qualified
prospect s and cust oners w t hout the nau-
seating thought of coldcallingor vasting
nor e noney on ads or “approach letters”
that don’t vork.

(@l d Prospecting Made HimI 1!

Seven Years ago, a bright, young
salesperson, wthall the “right” creden-
tials and degrees, vorkingwththe
“bi ggest” company, and the “best” prod-
ucts and services...vas atotal failure.

He vas sent tothe nost popul ar sal es
training negotiating, and notivational
seminars. I 1earned 157 cl osing tech-
niques. He studiedcoldcallingsystens.
He schneozed at functions until his hand
vas bl eedi ng fromal 1 those “fi rmhand-
shakes.” He 1 ooked everyone square in
the eye, and bought a collection of pover
ties and | eased an expensi ve car. He had
the most expensive, four col or brochures
ever printed. Nothing vas overl ooked.
There vas onl y one, small, teeny little
problem NONEOF THS GQOT QUALI-
FIED, INTERESTEDPROSPECTS TO
CALL HM !'! It got tothe point that he
got physically i1l at the thought of wal k-
ingaround “int roduci ng hi msel f”, ar sit-
tingaround, vaiting for soneone to call.

WHAT’ S THE ANS WER?
Instant Profits Marketing®..

One day he voke up wi t ha forbi dden
thought inhis brain. Waat if, dare I even
thinkthis, everything they’ ve taught ne
is WRONQR??? What if, Idothe exact
opposite of what I've been taught ? Since
1 K NOWt hi s garbage doesn’t vork, why
not trythings...evenif theyare “out side
the box?” So, he began t o study market-
ing, but not from textbooks, or from tradi-
tional advertisingpeople. Since he saw
that everyone did the sane things as he
did, vhybot her studyingthat? His re-
searchledhintoasolution: Instant
Profits Marketi ng® Waat’s that? Wéll,
it’safamof doi ng business vhere you
ATTRACT qualified, interested pros-
pects, clients and custoners as easyas a
10 ton magnet attracts a paper clip! It’s
the sinp lest, lovest cost, no pressure
farmof narketing and prospecting, and
gi ves you an al nost unfair advant age!

Never Tal k To Anpne Who
Hasn’t CALLEDYOU! ! !

He discoveredthis formof direct re-
sponse marketingthat: 1. (&tsinter-
ested, qualifiedprospects toCALL YOU
FIRST and, 2. Allows youthe luxuryo f
never talkingto, or following up with
anyone who hasn’t CALLEDYOU!
Imagine the vei ght that 1ifts off of your
shoul ders vhen you cone int o work each
daywithappointnents andcalls from
interested buyers, or there’s a constant
flowof traffic toyour store!

Inagine the stress nelting avay like a
snowbal 1 inthe desert, vhen you have a

constant streanof qualified, interested
prospects callingor cominginto see you!
Your lifeis never the sane! YOUpick vhol
YOUdobusiness with! Youbecone the
rejecter, and never againbecone the re-
jected This once struggling sal esperson
went fran the ver ge of bankrupt cy, tonak-
ing over £50,0001inless than one year!
Sane guy. Sane conpany. Same products
andservices. (nly one thingchanged. His
narketing vent fronpathetic...toMAG-
NETIC! He learned:

101 SECRETS REVEALED!
Instant Profits Marketi ng!

sHowt o0 have a 100% CALL-INbusi-
ness...where everyone you neet wi th has
CALLEDYOU!

sAreferral systemthat wll get your
custoners tosendreferral s wthout asking!

sHowto get intobusinesses wthalittle
knownet hod, that wll opena “flood” of
bigtickets!

sHowtoincrease your direct mil results
to5 10% response!

&The bi ggest mistakes over 98% of
sal espeopl e nake vhen prospectng, and
howt o avoi d them!

sWhy the “sal es training” you get
actually causes prospects torun for the
hills, andthe anazingly sinpl e ways tostop
this di sgusting phenonenon!

sHowt o use a non- threantening 1ead
system, without doingany of the vork
yausel f!

®The al nost unknown secret to nake
little ads pull responses like crazy!

®Howt o st op confusingnarketing wth
selling! (AHUGE mistake! )

And dozens nore secrets revealedto
youl CALL NOW! A FREE REPORT is
available toyou by calling 1- 8 00-XXX-
XXXX for a FREErecorded nessage 24
His!

Youwll learn howto stop the
frustration nonatter vhat your
background, vhere you vork, or vhat you
sdl!

Renenber, you will sdwall your
SALES probl ens, once yousol ve all your
PROS PECTINGpr oblems!

©2000 Instant Profits Mrketing, Inc.




This provenfact cannot be al tered by wishing that short copy works better. Wish-
ing doesn't make it so.

See, the fact is, before you joinedthis program, you likely hadalot of questions.
You probabl y wanted t o know alot of things about why this courseis sodifferent.
You want ed t o know why what we teachwill create new busi ness for you...and
what’s wrong withwhat youare currently doing, andsoforth

If wetrieddoingthat inathree- or four-page brochure, we coul d never expl ai n
how t he psychol ogy of emotional response marketingandconsul tative selling
works...and how you coul d change your entire business wsingtired but little known
Secrets.

As a matter of fact, our sales letter andwebsiteis aslongasit tooktosay every-
thingl hadtosay. It gets people —1ots of people — torespond because we are t ouch-
ing them andgi ving them a complete story. Thisisdifficdt for alot of you toswal-
low, I now - this issue of 1ong copy versus short copy.

Whenever confrontedwiththis 1ongcopy issue, your first reactionwill be.
“Nobody will readit-it’s toolong ”

Everythingthat you've beentaught makes you think, “It’s just toolongfor people
toread ”

But, you’'re going to be amazedto hear that many peopledo readthese longle t-
ters — from cover tocover. Jwst like youreadour stuff- from cover to cover. Because
theissue againis, if somebody’sirterestedin, say, sellingtheir home or buying a car,
that isabigdecision Infact, it’s ahuge decision It may be the bi ggest decision
they’'ve ever maceintheir entirelife.

Do youreally think that somebody whois inathe grips of makinga decision
about a maj or purchase, withall the emotional turmoil andall the questionand uncer-
tainty they have, withall the stress andanxi ety over spendi ng money...do youreally
think that your one-page flyer that says, “We care,” is goingtointerest that respect
enough towant totalkto you, as opposedtothe tenmillionother options inyour area
of business?

See, they want tounderstandwhat’s goingon. They want to understand why
youre t he one who canhel pthem. And, as longas it takes todothat...isaslongas it
takes!

Are your prospects any different from you? Do youreally think that for big deci-




sions about a maj or purchases, they want some short, sweet thing? No - what they
want is someone they cantrust. Inorder todevelopatrust, youhave t o make an
emotional connectionwiththem - tothe heart.

Inorder tomake that connection youhave totalktothemina way they under-
stand, ina way that makes them feel that you have enpat hy andthat youcansol ve
their problems. All that cannot be done i none page!

I don' t have arigidanswer for how 1 ong t he copy shoul d be. Inads and postcards,
you'relimitedby size, soyou don’'t have as muchroom. Sometimesit’s very difficult
tocut copy down tomake it fit onone page. I know! But, whenit comes tosaleslet-
ters, you have as muchroomas it takes. I promiseyou - peoplewill read it if they are
interested. So write for interestedpeopl e.

As I mentionedinthe last secret, however, youcannot trick people who are not in-
terestedintobecominginterested And peoplewho are interestedwant to know eve-
ryt hi ng before deci di ng who they’ re goingto use tohel pthem buy a house, plan for
their kid s education, remodel abasement or buy a whol e new office ful of printers.

So, again, who shoul dyou write for? The majority of the people who aren’tirte r-
ested, andtry totrickthem i nto becominginterested? Or, for people vho are inte r-
ested who want as muchinformationas they possibl e can have before they make a
decision? Or, at least, for people curious enough towant to know more andto call
you?

When you thinkabout it this way, it makes alot of sense - like we saidat the be-
ginni ng of the chapter. You dgonutsif your boss, office or store toldyou that you
only had one minute toclose asale. Youshould go just as nuts if somebody says your
copy shoul dbe “short andsweet.”

See, we're not fans of 1 ong copy because we’ re fans of 1ong copy. If we coul d mar-
ket to people inone page, we’ddoit. It’s cheaper andeasier todo. Unfortunately,
t hough, what marketers “1ike” has nothi ngt o do withwhat prospects I ove!
Keepinmindthat the best marketingis marketingthat works!

..Not marketingthat fitsinto acertainsize envel ope, or that has lots of white
space or whatever.

The only issteis what works. Andif it takes longcopy tomake it work, then
that’s what you write becawse...youare interestedonl y i nfindi ng out what works.




No w, if you test something, andit works inone page... more power toyou! Be-
cawse I' m not saying you should al ways do t hi ngs one way or another. No. What I'm
sayingis that youshoul d al ways do what works!

And, if you can make somet hi ng work i none page, GREAT! BUT, I am going to
tell you that, inmost cases, what usually works is | onger copy.

So, don’t leave this secret witha predeterminednotiononexactly how | ong some-
t hi ng shoul d be.

The onl y way toreally know is throughtesting (Whichwe’ll cover)

I'll just be happy if you understand t hat...tellingthe whol e story is almaost al ways
the way to go.

And that sums up what I have tosay on the issue of length.

Youshould know, though, that going “as longas it takes” may move you out of
your comfort zone when youfirst get started

We hear members talkabout it all the time.

But, try tohave faithinwhat we are tal ki ng about — that it makes sernse, andit’s
right. Not because we say so, but becawse it’s between proven t hr ough years of test-
ing. Longcopy out pulls short copyifitisinterestingandrelevant tothe reader...and
it tells the whole story!

When you start gettingcalls andappoi nt ments because of the 1 ong copy that you
are using, you'll quickly gi ve up your preconcei ved notions about “short andsweet.”

Oh yeah, remember the questionl asked you at the begi nni ng of the chapter? The
one that asked you totell me whichlengthletter has the best response ratiol’ ve ever
recei ved

The answer: the 56 pager! Yes, that’s correct. Through years of testing, a 56-page
letter ot pulled a 28-page earlier versionby 20%!

(No, Iwon’t askyou tosend out 56-page letters, althoughif writtenright, they’'d
probabl y do better thananythingelse you'1l ever use!)

So...are we OK onthis? Because I've made myp oint, and younever want to keep
writingafter sayi ng what you have to say! Right?







Advertising Mistake #7

No AttentionGetting News Headline!

Take a l ook a t he newspaper or magazine ads yousee everywhere. Pickany publi-
cation becawseit’s the same everywhere.

Howmany calls do you think these ads yousee get every time they are run?

Well, we can't gi ve you the exact answers tothis, but we cantell you that ads like
this, runover time, prove to be anywhere from partially tototally worthl ess.

As many of you who have usedthis type of advertisingknow, you'll fird that the
types of calls you get usually consist of other people tellingyou they saw your ad...or
your mo ther tellingyou, “Honey you look great inyour picture! ” But yougenerally
don’t get lots of prospects tocall, doyou?

WEell, yes, maybe once ina while you’'ll get a prospect or two who just happenedto
see your ad, and maybe they hadseenyour ad 10, 15, 20 ti mes before; and yes, every
once ina while that happens, but, and here’s the bi g but - we’'re tryi ng not t o depend
on “every once ina whle.”

We'retryingtoteachyou that every singetime that yourunanad, you must get
resuts. If youspendany money printing anythingandit doesn't get you immediate
resuts, why waste your money and our ti me?

Now, gettingbacktothese ads — you'll oftensee headlines like -

“Chrysler Crx”
“IBM”
“ATaste of Scotland”
“St oked!”
“Iced Brewed”
“There are 241 variabl e annui ties, and we understand t hem dl!”
“Menber of the million Dollar Sales Club 1993, 1994

(etc. Youget the idea)

What are those? They aren’'t headlines. They are j ust slogans or nothingat all. Re-
member, whensomebody is scoutingthrougha paper or a magazine or a publica-
tion - whenthey are looking for articles toread they look for the headlines.

Why do you think t he newspapers put headlines onthe topof every article?




It gives you enough informationabout what the articleis about sothat you'lld e-
cidetoreadit. People scanthe publications for the headlines. “Chrysler CRX” is not
aheadline. Not only do most peopl e not care about this, but ontopof that, they
wouldgoright by it because its not interestingtoanyone whatsoever.

Now, if you are 1 ooki ng to i nvest some money, and youare scanni ng t hrought he
paper, and yousee a headline that says:

“Shocking New R eport Shows
Professionals The Secret Of Getting
Money For The Equipment You
Need, Without Borrowing!”

or

“FREE Report Reveals How Any
Office Can Cut Their Office Supply
Bills In Half...Or Less!”

Or any of these types of headlines...doyou thi nk you might be more temptedto
stopandreadthe ad?

Whi chincreases the chance of prospects calling you! They can't call if they don’t
readthe ad They can't readthe adif they bl owpast it inthe paper. Right?

Do yousee the di fference?

Do you understand t hat emotional-type headlines out pull headlines with things
that are recogni zi ng achi evement?

All the ads we've collectedhere are people tal kingabout themsel ves. “Me, me,
me, me, me.”




The headlines that you use must
talk about the prospect, and what
the prospect isinterested in...which
I assure you...is not about you!

No, they coul dn' t care less about you. All they care about is THEMSELVES.
They’ re ot inthe least interestedinyou.

Sa if you want your ads to work as best they can, they have toappeal to your
prospects.

Al so, headlines needto have anemotional appeal, or they usually don’t do the job
of gettingpeople tostopdeadintheir tracks andreadthe “article” that goes withthe
headline.

Agreat example came from one of our members who sent us samples of what he
did.

His nameis Joe N., from the deepsouth. He’s a financial plamner who was read-
inghis girlfriend’s (bsmo and Glanpur magazines, and noticedthat their headlines
couldbe easily translatedinto “his head ines.” Some examples:

Theirs: “NewBeaut y C hoices- Hrally Get What You Wart!”
His: “Newlnvestnent (hoi ces-Firally Get What You Want! ”

Theirs: “It’s Time! Update Your Look For Work! ”
His “It’s Time! Update Your Portfolio For 2000! ”

Theirs: “High Payoff Persoral Ftress Plan/ ~
His: High Payoff Persoral Retirement Plan! ”

Theirs: “5 Mistakes That Can Haunt A Relatiorship! ”
His: “5 Mistakes That Can Haunt Taxpayers...And Cost You Thousands!”

Theirs: “Howlnport Is Sexual (henistry? Is There Danger In Fatal Attraction?”
His: “How Inportant Is A Plan When Choosing Mu tual Funds? Is There Danger In
Investing Too Much?”




Theirs: “Ides Your Man Measure [p?”
His: “Ides Your Financial Plan Measure Up?”

Theirs: “Preventing Breast Cancer! ”
His: “Preventing AFuture Without Retirement! ”

Theirs: “Hair! Qur Love/Hate Relatiomship! ”
His: “ Planning For Security in(d Age! Qur Love/Hate Relationship!”

Theirs: “Sex, Luscious Lips! ” (He coul dn’ t beat that one!)

Does Joe have it figuredout, or what? Do yousee how he has decoded t he emo-
tional hot buttonformula, toget intohis prospect’s mind? Please take a few minutes,
and plug your business or products or services intothese same headlines! All o you
cando the same thingJoe di d. Read and st udy all the successful magazine, newspa-
pers, etc. Anduwse their formulas for you! Yes, that means you'll have toreadthe
Globe (My Personal Favorite.)

Anyway. Good work, Joe!

Anot her very important point about headlines: Never, ever overestimate the so-
phisticationof your audi ence. This canbe a fatal error!

Lots of our members first feel that “their” clients andcustomers and prospects are
too “sophisticated” for tabloid-style headlines. “Their” target audience is “different”
from t he peopl e who read t hose magazi nes.

I understand how you might feel that way, but it’s just not true.

Your prospects andclients andcustomers are the same people who watched the
OJ Simpsontrial; they are j ust like everyone el se. Just like me, andj ust 1ike YOU

Never ki dyoursel f about this issue of sophistication Talktoyour potential audi-
ence, andsee how well they respond. Highfallutin boring, professional copy may
sound better tocollege professors, but who are you tryingtoreach? (ollege profes-
sors or clients and cust omers?

Anot her thi ng about headl i nes:

Headl i nes shoul d be Big And Bo ld ot teeny tiny. As a matter of fact, they




s abe Real Big, If You Have Room!

Sometimes we see peopl e who make their headire like this...

“Finally! FREEReport Reveal s Easy Tax Strategies For Workers Farni ng More Than $140,000”
At Last, The TruthIs Revealed. Learn Anazing Tax Strategies That the IRS Ibesn’t Want You To Know
FREE Report Reveal s Loophol es You Mist KnowTo Keep The Government Qut Of Your Pocket. (all 1-
800-XXX-XXXX, 24 Hrs., For AFREErecorded message. (all NowTo Get Your Copy!

And thenask us why the addi dn’'t pull many leads! I don’t know but the micro-
scopic print of the headl i ne may have somet hi ng t o do with it!

It'sOK, by the way, tohave small size body copy. People willreadteeny tiny little rirt, if

Headline GRABS Their Attention!

Soif your budget andspace for anadare 1i mitedinthe begi nni ng, do somet hi ng
like this insteadof resortingtoanadlike the sample above withits teeny, tiny head i re!

See, that's the same ad, but it is designedwithaheadine that’s Big and Bold!
Don’t forget how inportant a headineis!
If you'regoingto writeyour own, please study headlines very, very carefuly. I

promise you that a headline canmake or break your ad, you sales letters, andyour
lifel

NOTE - EVERYTHING YOU DO MUST HAVE A...

HEADLINE!

THIS MEANS ADS, SALES LETTERS, POSTCARDS,
YELLOW PAGES, FLYERS, NEWSLETTERS, ETC!




IFIT DOESN'T HAVE AHEADLINE, DON'T
WASTE YOUR MONEY !

If you want toget anal most-FREE headline educationj ust study t he publications
that sit at the checkout counter.

There are al so some excel l ent books. Youmay be able tofindthem inbookstores
or throughmail order booksellers.

e FRobert Wllier Letter Book by Robert (ollier (1931)

o Tested Advertising methods by John Caples (19 74)

e HowTo Wite An Advertisementby Victor Schwab (19 62)

e How to Make Your Advertising Make More Money by John Caples (1983)
o Sciertific Advertisingby Cl aude Hopkins (19 23)

e The First Hundred Millionby E. Jul i oussHal deman (19 28)

e The Utimate SalesLetter by Dan Kennedy (1990)

That shoul d keep you busy readi ngfor a whilel

Did you notice that some of these books were writtenalong longtime ago?

Let metell you, thetime periodwe’reinnow...it’sro different from any other era.
Human nature i s humannat ure.

Actually, withthe exceptionof Dan K ennedy’ s book (t he best moder n book on
writingcopy that sells), the ol dbooks are j ust as effective, if not more so, thanever!

You'll see that people are people, andtheir curiosity about thingis the same now
asit was in1923! Nothing has changed.

Except that most business peopl e waste tons of money on marketingwith poor (or
no) headl i nes and1ousy copy that sounds “professional.” but, youare nolonger in
that group! Now you are learningSecrets that literally a handf ul of peopl e know.

Youare ina group of marketers who can writetheir ownticket inlife, becawse you
know how towrite headine that work!




Advertising Mistake #8

No Mbtivating Or Appealing Offer!

The hi ghest and best purpose of advertisingis toget people torespond. To make
your phone ring. Toget qualifiedclients andcustomers tocall you todobusiness. To
get them torespond so you cancontact them!

Every single business card, letter, post card advertisemert, flyer or report that
leaves your of fice shoul dbe sol el y desi gned t o make your phone ring. It shoul dal-
ways include aninterestingstory or appeal i ng of fer that motivates prospects to call
you!

Don’t be content tojust get your name andface infront of the public.

Sure, we all know from havi ng t al ked enough about why gettingyour name out in
front of other peopleisn’ t worthanything. But any ad (even one withaninteresting
headline) that doesn’ t gi ve them anoffer that they want will, mo st likely, not pull re-
sponses.

You'll notice as you go t hrough our program here, our ads and marketing pieces
that we recommend oftenof fer a “FREE report.”

Why a FREEreport? Because FREEreports are t hi ngs peopl e wart!

Yousee, if your marketinggets their attentionwitha headline that draws them
intothe copy, andthe copy is interestingbut ends withnothing, or a boringclose, or
says, call our office for more information, that’s not goingtowork.

We have found that of feringthem a “FREEreport ” seems tobe the easie st way to
get people torespondbecause 1) it’s free and2) it expl ai ns more about why they be-
came curious withthe headline anthe adtostart with. (Althoughl admit, I coud be
comp letely wrong about why they work so well. Actwally, Idon’t evencare why they
work sowell. All I know is that they do work!)

Now, these FREEreports are normally paper andink, althoughthey canbe onau-
dio, or evenvideo! (Nordc-Trak and Xerox come tomindwiththeir free vi ceo of fers.)

These reports canbe used withmany di fferent headl i nes and many differert of-
fers.




See, if yourespondedto anadfor example, the FREEreport you got fromus be-
fore youenrolledinour program coul d have any number of headlines or themes or
titles for the advertisingtoget youtorespond and get a copy of that same report. We
coul d have used a headline like, “How To End All Your Prospecting And Marketing
Problems Forever! ” or whatever. See, aslongas we sticktothe formula, we will fird
whi ch headl i nes provi de t he best response. (We’re always testingwhichyou should
be doi ng as well. We’ll cover testingmore indepthinafew minutes.)

What ever your market is, you will want to have headlines that “smack-emup side
t he head”!

See the of fer has to be conpe lling and has to fol l ow throughonthe curiosity that
you have generat ed.

You can'tjust offer boringsel f-centeredthi ngs and expect them tocall you or your
office.

No, your offer mus t be somethingthat they really want andthat they areinter-
estedin

We have foundthere is not hi ng cheaper to print upand produce thanfree infor-
mation

This free informationis conpe lling for peopl e who want somet hi ng.
It is alsovery non-threateni ng, whichis critical.

See, if youused an ad or mailer that offers a chance totalktoyou, many people -
eventhose whoare interested— might not call becawse they are afrai dof havinga
pushy “salesperson” all over them andintheir face.

(It doesn' t matter if you're not that type of sal esperson. There are so many who
are that most peopl e don't want to subj ect themsel ves tohi ghpressure. Particularly if
they are onl y mildly curious at this point. They'drather take a pass oncallingthanbe
subj ectedto a sal esperson pesteringor pressuringthem.)

For example Before we built our home, my wife, Peggy, andI woulddri ve
around checking out for sale signs. Inalmo st every case, whenl calledto get morein-
formation [ was forcedto use a fal se name and phone number. I always expl ai ned
that I was onl y curious about the price or whatever and was not a serious buyer.

And, inalmost every case, the agent was all over me wi th hi gh pressure and semi nar-
learnedtactics that totally t urned me of f. I ended up buying t hrough t he onl y agent




who was 1 ow-keyed and enpathic. We'll talkmore about this later. Ijust wantedto
mentionit sothat you'd be aware of what happens to prospects, and why they won't
respondto threateni ng offers as readily as nonthreat eni ngoffers 1i ke a FREEreport!)

Now, if you firda better offer thana FREEreport, that’s great. (SEIT! And let us
know abot it also.

My poirt is, if you want maxi mu mresponses, you must have a curiosity -
provoki ng, non-threateni ngoffer!

The FREEreports are cheap, andt hey start youoff onthe right foot.

Soforget about offeringa FREE consul tation, or havi ng peopl e call your office, or
ot her things that reek of “salesperson” horrors.

Always make anof fer peopl e want, andyou’ll get responses to your advertising.

Just don' t be upset if that first offer isn't YOU.
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Advertising Mistake #9

No Reason To Take Action.. NOW!

Take anot her 100k at your marketing.

Would you drop whatever you were doingif yourecei vedor saw any of your ma-
terials? Is the any reasonor incentive toact at all, let alone, NOW!

How many points of the provenadvertisingformul a does your stuff hit?

(1)Get Attention!

(2)Arouse interest and emotion.

(3)Tell aninterestingstory ina believabl e way.
(4)Offer anincentive totake action..NOW.

(5)Ask for actionandmake it easy for people todo so.
They don’t hit too many, do they?

They pretty much miss all the five points of gettingpeople torespond (I'11 bet it’s
true, without evenseeingthem!)

Now, evenif you make an of fer and don't gi ve people areasontoact, it still won't
be successful advertising

For example if youare a professional withalocal market, andyouoffereda
“consul tation” as your free offer at the end of anadno one has any specific reason for
wantingtocall you.

Why?
Because every business personintownis goingtooffer aconsul tation

That’s why we thi nk t he FREE REPORT concept ads workedso well over the
years.

Because it’s giving people areasontotake actionandareasonto take action
NOW, because they want that information.

To have peopl e just call your office, as we discussedearlier — that doesn't gi ve
them areasontocall NOW. You re not offeringthem anythingthat stimulates them




tomove of f their butts and do somethi ngabout it RIGHT NOW!

The other thingis, if somebody is interested they'll wart totake actionright now.
They won't want towait...because buyi nga computer, home, car, etc. is somet hi ng
they are very motivatedt o do.

But if you don’t gi ve them a reason t o do something RIGHT NOW - especially
withthe FREEreports andfree i nformation, you' re not goingto get near the kind of
responses that you coul dand shoul dbe getting withyour marketing. Everyone needs
a goodreasonto get upoff the couchandcall. Make sure you gi ve them one!




Advertising Mistake #10

Unwillingness To Grow, Learn, Change Or Act!

Sellingany product or serviceis a process.
If you're not continually growingandlearning. ..you’re slowly dyi ng.
If you’ re unwilling to grow, 1earnchange or act, the worl dwill pass you by.

The sameis true of marketing Marketingis a process. It is the Life Force of your
busi ness.

Li ke the oxygen youbreathe, it is the single most important activity inyour busi-
ress. It is not somethingthat youdo once i nawhile...No nore thanyou would just
breat he once i nawhile.

Good marketingis one continuous, flowing life-enrichi ng process.

So, resol ve now to breathe more deeply, and morerichly! Denons trate your will-
ingness togrow, learn, live, change, act and prosper! If youneedhel por encourage-
ment, we'rejust anemail or fax away.

Inscubadiving, thereis arule that youhave tofollow. It’s called “ABC” which
stands for, “al ways breat he continuously.” For our own conpany, we have a si milar
rue, but itiscalled “AMC,"...

“Always Market Continuously.”

That means you must have your marketing machi ne t urned on, cranked on 24
hours a day, 7 days a week, 12 months out of the year, soyouhave a constant flow of
prospects andl eads comingintoyour life, a percentage of who will become clierts
and cust omers.

Now, there’s onthingthat [ want you to understand. I am continuously, con-
startly readi ng and goi ng t o seminars, talkingto peopl e and doi ngeverythingl canto
further my educationindirect response marketing. I know that I cannever learn
enough about direct response marketingtosatisfy bothmy curicsity and my bank
book.




I know that the more I learn, andthe moreI study, andthe more I grow, the better
my business will become, andthat has al ways beentrue. Whenit comes todirect re-
sponse marketing, we are going to be teachi ng yousome little krownSecrets that are
literally worthmilliors of dollars!

Techni ques that will beworthmillions of dollars tothose of you whofollow the
Secrets andinformationwe are teaching you. Butif you thinkthat learningthis pro-
gram al one is enough, youare wrong. It takes continuous study and experi mentation
and testing and knowledge to be abl e t o growt o become the best youcan possibly be.
And, we all know if you don’t grow, you die.

Whenit comes tomarketing, youhave toalways growand learnandstudy hu-
mannat ure, because what we arereally tal ki ngabout here is becoming an expert at
t he human condi ti on and underst andi ng howhuman minds work. Andthe better
you under st and howhuma n minds work, the better your marketingwill be!

Why? Because you will always be marketingdirectly to people — totheir emotions
andto getting them where they live —intheir heart. So, yes, it’s hardwork, but no-
body saidthis was goingtobe easy, didthey? Besides, 1ike Tom Hanks saysinthe
move “ALeague of Their Own” when Gina Davis who plays Dottie the catcher of the
women s baseball team says she wants toquit because “it’s just toohard’, Hanks says
“..it’ssupposedtobehard..if it was easy, everyone wouldbe doingit...”

Take alook at the ad onthe next page desi gned by mike L., ore of our real estate
br oke memb ers! Seeif you think he has the idea...andwhether he has noved away
frompersonal promotion, coldcallingandimage.

Is Mike getting people’s attention, creating curiosity, givingthem anoffer people
might want, right away?

I thinkso.

Actually, I know so, because Mi ke has had great success withthis material.

Nowkeep novingal ong withus, soyoucanstart doi ng what he’ s doi ng!




Local Broker Discovers How To Make His
Client An Extra $1,348!!!

Fairfax, VA -1t vas early Friday morning,
and the office was busy. Phones vere ringing,
andtvo clients and customers vere vaiting to
meet withfinancial plamners. Aneatly
dressed, ol der man wal ked i n and asked t he
receptionist to see the broker.

After abrief introduction, the mantoldthe
broker he vas aretiree, and he had some
noney he vanted to invest. He’dnever had
nuch use for a portfolioinhis younger years,
and he vas uncertain about things like stocks
andmutual funds. “The wfe and I nanaged
all right, andve raised three fine kids,” he
said “We got al ong but never had a lot of
noney leftover.

“I worked for Birlington- Northern for
thirty- seven years. Stared vhen I vas t vent y-
three. I’ve got a good pension, and my wife
and I canaffordtotravel some. We enjoy get-
tingout tosee our daughters onthe West
(bast for several nonths each year. Since
ve’re gone nore now ve decided tosell our
hone and buy a small condominium.

“Just last week, the house closed. We were
anazed at hownmuch noneywe gt for it!
Guess it pays tostay inone place a long time!
Anyway, ve bought the condo wth plenty left
over, and ve get to keep $125,000 of the capi-
tal gairs tax free. I’'m sure you nowt hat, but
El eanor vanted me tomake sure totell you
So, that’s vhere we are. We’dlike tomake
some of our money grow so ve can hel p our
three grandkids withcollege. Don’t know
howt o doit myself, soI’ve come toyou.”

“Great! ” The 100k on the broker’s face said,
“this’ll be easy one.”

The broker talked avhile about various
bond and annui ties, and t he nan kept noddi ng
inagreement. Then he dropped t he bomb.

“Before I gi ve you nynoney what’s the
commi ssion going to be?” The broker fumbl ed
withhis vords and said, “We normally get 7%.”

“Well,” saidthe man, “if vhat I hear is true,
hal f your jobis finding people toinvest noney.
The other half is selling products. Isn’t that
rigt?’

“Yes,” said the broker, “what are you getting
at?”

“Youdidn’t have toworkto get me in..no
advertising, no door knocking, no phone calls.
Doesn’ t it make sense, since I didhal f of your
job, I should onlypay hal f the commission? I'd
really rather see that noney go to my family.”

The smile left the broker’s face. After along
pause, he said, “Yes, it’s true, you saved us a lot
of time and vor k by jwst val king in and agree-
ingtoinvest here. Bit theres alot moretofi-
nancial planningthanjust agreeingona few
products inthe first meeting, So, since you
saved us the trouble of having to find you, how
about payinga 5% commi ssion?”’

The nan qui ckl y came back and said, “5%
sounds hi ghtome. Fowabout 4/9%?” The t vo
men smil ed, shook hands and agreed t o meet in
anot her week.

S the man val ked t o the door, he turnedtothe
broker. “CanI ask youa question before I go?
Are you going to |l ose money on me?”’

The broker 1eaned back inhis chair, thought
for amoment andsaid, “Only if the idea you just
gave ne doesn’t work. By the vay, the extras
$3, 148 you'll save wll still buy plenty of books
for those grandkids!”

Think about it...vhat woul d you do with an
extra $3,148?

Call 1- 800- XXX- XXXX, 24 hours, for a
FREErecorded nessage to get your report
now Youwll learn the secrets to nanagi ng
money so it can grow
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