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Chapter One:
The Power of Direct Mall

What'sthefirst thing you think of when you hear “Direct Mail”?

I’d bet you say “junk mail,” right?

Wrong!

Direct mail isonly junk mail if peoplearenot interested in what you send them.

If you carefully target who your top potentia clientsareand provide them with valuableinformation —
you arenot sending junk mail. Here' san example: Let’'ssay you' reredly intoraising Pot Belly Pigsandin
your mailbox comesaletter telling you how to makeyour little piggiedo dl kindsof neat tricks.

Would that bejunk mail to you?

Noway! You' dwant to rip that thing open right away to find out what it'sall about.

Andthiskind of precisetargetingiswhat makesdirect mail so powerful. What'smore, that precisionis
coupled with detailed accountability and tracking. It’'seasy for companiesto spend tensof hundreds of
dollarson advertising and not really know what their resultswere. However, with direct mail you know
exactly tothe penny what your returnoninvestment is.

Thesereasons makedirect mail the most controllable and predi ctabletool inyour marketing arsenal.

Justimagineif you could hirean employeewho will relentlesdy go out to ddliver your message per-
fectly every time, never call insick, never complain, and never quit on you— all for about acup of coffee.
That’show tothink of asalesletter. Saleslettersare perfect for creating quaified leads, attracting new

customers, reactivating lost customers, spurring referralsand much more,

Plus, onceyou haveaproven and tested direct mail letter you can continue mailing it to moreand more
peoplewith the same successful results.

Using direct mail you can start off small, mailing asfew as500 or 1000 | ettersat first, and then expand
your mailingsasyou seethe profits come back.

Why Don’t MoreBusinessesand PracticesUseDirect Mail?

Thereason direct mail isnot used more often isthereisno direct mail salesrep (except perhapsthe
Post Office) going around trying to pitch you, likethereisfor radio advertising, yellow pages, cable, co-op
mailersor your local paper.

Thefactis, dollar for dollar, and pound for pound, direct mail providesthe best return oninvestment. ..
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when doneright. And I’ [l be sharing with you all the secretsto get it right, in these pages.

The3 Componentsof Successful Direct Mail
Inorder to get maximum resultsyou’ |l need 3 componentsof direct mail in place:
1) YourList
2) Your Offer
3) Your Creative

Onceyou get these straight, your letterswill sall...and keep selling with every mailing! Solet’scover
youlistfird...
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Chapter Two:
Who Are You Targeting?

Your lististhemost important factor in your direct mail success. Think about it. Youwouldn't mail a
letter selling snow tiresto peoplein Phoenix - right?

Assllly asthisexampleis, many peopleessentially do the samething. They just pick azip codeor city,
say a5 mileradiusaround their office, and just mail abrochure, flyer, postcard or self-mailer to aresident
lig.

That'sjunk mail!

Anythingthat hasalabel onit that says*“resident” isjunk mail. Don’'t doit!

These people have never indicated they areinterested in your productsor services, nor haveyou
qualified them asgood targetsfor your offerings.

The Secret To Selecting A Good List

Withdirect mail, you' regiven the opportunity to uselaser-beam, pinpoint accuracy to specifically
target your message. And thanksto the growing direct marketing industry, privacy isdead in America

If you told meyour ideal customer isawoman age45-55, who drivesalatemodel luxury car, who
reads Architectural Digest, who has 2 petsand just got divorced —1 can get you that list. It might not be
that big of alist, butitisavailable. Now you probably don’t need to be as specific asthisbut you can.

By carefully selecting your list you candiminatevirtualy al advertising waste.

Thisispractically impossible usng massmedialike Radio, TV, newspaper or magazine advertisng.
Maybeyou own aPet Food Store, the problem iseverybody, including non-pet ownerswill read the
newspaper and watch TV. So that meansyou’ repaying for alot of wasted advertising.

But not with direct mail!

Because now you havetheability to only select alist of pet ownersinyour area— and you won’t
waste asingle dimeon peoplewho don’t have petsin the house.

If youwant alaugh, try getting your newspaper to agreeto only deliver the newspaper to pet owners.
Seewhat they say.

What Kind of ListsAreThere?

1. Therearetwomajor typesof listsavailable. Thefirst kind of listissmply compiled information, taken
from directories, phone books, motor vehiclerecords, etc. Theselistsare called compiled lists, big
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surprise, huh?

2. Thesecondtype (and often morevaluable) iscalled adirect responselist. Thesearelistsof people
who have bought or responded to direct marketing. Thereason thisisusually abetter listisbecause
these people have actually done something to get on thislist. People spast actionsareusualy avery
good indicator of futureactions.

WEe' |l cover both typesof listsstarted with compiled lists. ..
WorkingWith Compiled Lists

Probably the most commonway of using acompiledlististo buy ageographiclist, likeall theresidents
around a5 mileradiusof your office. Usualy thiswill not yield the greatest results.

Another way isto segment acompiled list isby demographics(that’sthefancy termfor age, sex,
income, whatever). Thisisalittle better way to target. For exampleyou could specify you only want fe-
males, age 50-65, who earn $75k and above.

But thereisan even better way isto combinethemusing “ Geo/Demo” characteristics.

You can pick certain geographic areas and certain demographic characteristicsthat you desire. Think
of your ideal prospect, the moreyou know about them the better targeted listsyou can purchase.

For most peopleagood starting point isto comb through your customer recordsto find common
characteristics, likeregion, age, etc. Or if you sdll businessto businessthen you should try tolook for
commonindustriesor SIC (Standard Industria Classification) codesthat amgority of your businesscomes
from.

Your godl istry to cloneyour best customers!
Cloning Your Best CustomersUsing A Customer Survey

You may have heard that 80% of your profitscomefrom 20% of your clients, the Pareto principle. So
you need away to get more of thoseideal clients. And the best way to do that isby selecting thetop 20%
and finding out what they al sharein common (demographicsand psychographicidentifiers).

Whenlooking for your top 20% clientslook for high marksin categorieslike:
» Total dollarsspent

* Frequency of vistgorders

* Notbeinga®paininthebutt”

Onceyou haveyour list together you should sel ect out asample group.

Just pick out every 10th name or 30th name, whatever. You don’t need to send your survey to every-
oneto get accurateresultsfor thewhole population (that’ stheterm for the entire group being sampled).

Asyou put together your survey you should ook over the next two categoriesof questions (demo-
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graphicsand psychographics) and use the questionsthat fit for you.

Demographic Questions

(Consumer)
e Age
o Sex

e Marital Status
« HomeOwner

e Children

* Education Leve
* Occupation

e Income
(Business)

* Typeof business
* Postion

*  Number of Employees
e Total SalesAmount

Knowing theseanswerswill help you select the best possiblemailing liststo use.

Next, you' Il want to know answersto afew of these questions:

Psychographic/Behavioral Questions:

» What did you like most about ?

» What did you disikemost about ?

* How can improvementsbe made?

» What isyour biggest problem/frustration with <<your industry/pr ofesson>>?
» Why did you choose<<Your Company>>?

» What other servicesor productsdoyou think weshould offer?

» What magazinesdoyou read regularly?

* What credit card doyou normally use?

Knowingthisvital informationwill help you makethemaost compelling offersinyour salesletters.
Here'sHow To Get Your Survey Results

Thereare 3 waysyou can get your answers.

1. Written survey - youwill mail your clientsacopy along with acover letter, praising themfor being
your best customersand asking for their help. Thisisprobably the d owest method — but a so the cheapest.

2. Telephone survey - you will haveastaff member call up and ask your clientsthe questions.

3. On-gite/In-office survey - You have an opportunity to not even spend astamp or aphonecall by
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getting clientstofill out your survey when you seethem or whenthey comeinfor their vists.

If you can offer afreegift your resultswill increase. Also if mailing, encloseapostage-paid return
envelope. Makeit easy for clientsto send back their comments.

Analyzing TheResults

Bottomline, onceyou haveyour resultsyou want to usethem. So look for significant similaritiesand
commonaltiesinover 20% of the respondents.

For Consumers.

What’ sthe most common age group?
How about incomelevels?
Arethey divorced or married?

| sthere one magazine many of them read? (You can rent their subscriber list.)
For Businessto Business:

How many employees?
What'stheir annual salesvolume?

Onceyou know thisimportant information you can useit to honein on your best prospectsby select-
ingtheright listssfromalist broker.

WorkingWith A List Broker?

A list broker’sjobismatch your ideal prospect with availablelistsonthe market (either compiled or
direct response). Look inyour yellow pagesunder theheading “mailing lists’ for apersoncalled alist
broker.

A list broker isreally amiddleman who smply rentslists(typicaly for one-time use) of namesto
mailers. Don't worry, list brokersget paid acommission from thelist owner so you pay the sameamount
regardlessif you buy fromthelist owner or thelist broker.

Thelist broker, if they’ regood, will beableto giveyou val uable advice about which listsareworking
and which offersareworking. The broker only getspaid onceyou rent alist so you don’t pay for their
vauableresearch.

Whenyou call youjust let the broker know which“selects’ you want (that istheterm for segments,

like: women aged 35-55 with ahousehold income of $75K and livewithin 15 milesof my business). Re-
member, these arethe common elementswe should have discovered from our customer survey.
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I mportant: Most brokerswill only rent you aminimum of 3,000 or 5,000 names. However you don't
havetomail dl of themuntil youtest your letter. Keepin mind your cost for postageand printing will usually
bemuch morethanthelist rental sotest small. Alsoyour broker will keep track of thelist you rented so you
candoa*continuation” (takeabigger chunk of the samelist minusthe peoplethat responded).

Another scenario that may comeup isthat your particular selectsonly turnsup asmall amount of
available names, perhaps 1,000 (far lessthan the minimum). If thishappens, instead of having to pay for the
3,000 or 5,000 minimum, you ask the broker if you can rent them those same names 3 times. They still
makethe same profit and then you can legally mail these same people 3 times(we' Il cover why thisis
important later onwith sequential mailings).

A rented listisusually rented for one-time use. So unlessyou’ ve made arrangementslikethe above
ahead of timetherewill be some problems. Brokerswill “ seed” their list with fake names so they can verify
exactly whoismailingther ligts.

But once aprospect contactsyou or respondsin anyway, you own that name. So you arefreeto mall
them asoften asyou want.

Okay, now let’stalk about the next typeof list...

Direct ResponselLists

In somecasesit will make more sensefor you to buy amail order list. The people onthislist have
bought something from direct response methods (mail, print ads, infomercids, etc.).

Thiskind of list isthe most specific you can get. To get anideaof what I’ mtalking about go down to
your local Library and ask thelibrarian for the SRDS (The Standard Rate and Data Services) Direct Mail
List Source Directory, usualy inthereference section. Or you can get moreinformation on http://
www.srds.com.

The SRDSisahuge, 4” thick reference book with nearly every publiclist availablefor rental — it'sthe
biblefor direct mailers.

Just glancing through thisbook you can find listsof buyersof almaost anything that has someaffinity to
what you' resdlling. The best part about theselistsisthat you know these peoplehaveahighinterestin
whatever they bought. Soif you’ rean Accountant, you could rent alist of peoplewho bought tax planning
information by mail. Or maybeyou’ readentist, what better list could you find for ateeth whitening offer
than someonewho just bought atooth whitening product from aninfomercia?

What youwant isa*“ starving crowd,” somebody who has expressed aninterest inlooking better.
Somebody who has paid money. And that’sexactly who you can find using direct responselists.

Thisinformation alonewill be of immenseva uetoyou. But wait, thereareafew pitfals— solet’s
cover them before you go running off to thelibrary. Direct response namesare more expensive (usualy 2,3,
or 5timesmorethan compiled lists). You also need to do alot more homework on direct responseliststhan
compiledligs.
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When you speak to your list broker (before or after you check the SRDS) you tell him asmuch asyou
can about what servicesor product you want to market and they will come back to you with recommended
ligs

You then ask the broker for the“ datacard,” they’ll expect that. Onthe datacard you will find how
thelist was collected, adescription of thelist, number of peopleonthelist, and thelist owner, among other

things

Don't take anything written about the datacard asfact. It'sjust the owner’sideal representation of the
listinthebest possible manner.

What you needtodoiscall thelist broker or thelist owner and ask to seeasample of themailing
pieceor ad (whatever) fromwherethelist originated. Thisway you can seefor yourself to what these
peopleresponded to.

Also, you want to get names of mailerswho haverented thislist inthelast 6 months— and continued
renting that list. Thisiscalleda® continuation report” . Most timesyour broker should beableto givethis
youl.

3 GuidelinesTo Selecting Direct ResponseLists

1. Recency

When selecting listslook for peoplewho havejust recently bought. Themorerecent the better. That's
why when you rent your list youwant the* hot lineg’ names. Hot line namesaretypically peoplewho
bought within thelast 6 weeks or amonth. Theseare usually peoplethat arethe most eager and hottest for
your offer.

2. Similarity
Themoreclosely rdated thelist isto what you are selling the greater resultsyou’ |l get. Soif you're

slingfishing luresand youfind alist of peoplewhojust bought fishing rodswithin thelast 30 days—
you'reontheright track.

3. Similar Price Range

A buyer who bought something for $3.00isobvioudy not as qualified as somebody who bought
something for hundredsof dollars(if that’swhat your price pointis). The closer theamount to your price
point the better.

Becareful, you only want buyer s— somelist brokersmay try to rent you theinquirers. If your offer
isdoing great with buyers, then you can movedowntoinquirers.

But there'sstill onelist wehaven't covered. ..
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TheAbsoluteHottest (And Most Neglected) List Of All

There’'sonemorelist that dmost everyoneforgets. It'sliteraly agold-minelying at your feet. And
that’ syour ownlist!

If you have not put all your customer’s names and addressesinto adatabaseyou' re overlooking an
incredible source of added business. Thislist will bethemost powerful list and responsivelist you canuse
for any offersbecause these peopleaready trust you and like doing businesswith you.

Thisiscriticaly important. Especidly if you' rein abusinessthat typically doesn't keep their
customer names and addresses because you' re missing anincredible amount of money. Maybeyou'rea
retailer or arestaurant owner — makeit ahabit for your staff to collect customer names! Itisabsolutely
critical! | cannot stressthisenough.

When'sthelast timeyou got apersond letter from your favorite restaurant inviting you back?1
would haveto bet never!

Using your houselistislike having an unfair advantage over every oneof your competitors.
Think about thisfact: According to aFortune Magazinesurvey itis5x ascostly to acquireanew
customer asit isto sall something to an existing customer. Eventhoughit may bemoreexciting tofocuson

new business, it'simportant to squeeze every hit of profit out of your own customer list. (There’ sawhole
chapter devoted to your working your customer list sowe' Il cover it all inmuch moredetail later on.)

Page- 14



Chapter Three:
The Copy and Creative

Thenext part in having asuccessful salesletter isgetting your copy and creativeright. You' relucky
becauseyou’ regetting al thelettershanded to you oneasilver platter so you' re saving yoursalf hours of
agonizing over ablank sheet of paper.

But even though you do have all theselettersalready made, it’simportant to understand what makes
copy compdllingif inthefutureyou want to try your hand at writing other salesletters.

TheFormulaFor Writing A Winning L etter
(Say HelloToAIDA)

If youarefamiliar with the sales process, you may haverunintothe AIDA formula.

‘A’ standsfor ATTENTION
‘I Standsfor INTEREST
‘D’ Standsfor DESIRE

‘A’ Standsfor ACTION

Thisisastructureto atop-producing letter (or ad).

1. TheAttention portion of theformulaisyour headline. If your headline doesnot capture attention you are
done beforeyou even begin.

2. Thelnterest of thereader must befurthered onceyou havetheir attention. The best way todothisis
with compelling benefitsthat answer, “What'sinit for me?’

3. MovingontoDesire. You need to create astrong desirefor your prospectsto call you. Oneway to do
thisisby introducing afreebonus or some other appealing fact. Also, thisisthe section whereyou will
want toincludetestimonials.

4. Findly, youwant to movethat prospect to Action. Your entireletter iswasted unlessyour reader takes
action. Soyou needtoignitethat action (call your office, come-in, order, etc.). Many timesyou can
increase action by inserting adeadline or adiscount for quick action.

How To CreateDirect Mail So Damn Good T hat
Prospective Customer s ArePractically Forced To Call You

Thefirst thing you need to do beforeyou can create powerful direct mail (samething appliesfor
ads, Internet Sites, etc.) isto grab your prospect’sattention. Your direct mail pieceisanintrusion. | cantell
you thereisnobody anxioudy awaiting your mailing piece (except maybeyou).
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When prospectsget your mailing you’ ve got to break the conversation going oninsidetheir head at
that time. Every minute of the day thereis something on your prospect’smind.

Here' swhat’sgoing onintheir headswhen looking over their mail:
“Bill...another bill...another bill...gee, when'smy phonebill due?” ...

“ Oh yeah, | need stamps to mail it out, better go the Post Office.” ...

“1 need to go to the Supermarket and pick-up a salad for dinner tonight.” ...
“How am | going to fit into my swimsuit next week?” ...

“Oh, a Sharper Image catalog I’ ll set that aside for later.” ...

“Junk mail.. junk.. junk...wait a minute.. what's this? A plain envelope with my name on it
and only a street address....nmmm....what could this be?”

Andonandon...

Sincethereissomething going onin everyone' shead you need to do two things:
1) Break their preoccupation
2) Enter theconver sation that’salready goingoninsidetheir head.
Letmeexplain.

To break someone’s preoccupation you need astrong attention-getting headlinethat says“ Hey,
thisisfor you!” A headlineworksfor salesletters.

WE Il talk alot more about headlinesin aminute.

But for now here’' swhat Robert Collier, one of greatest direct mail copywritersof al time, said
about writing salesletters.

“Thereader of thisletter wants certain things. The desire for themis, consciously or uncon-
sciously, the dominant idea in hismind all the time. You want him to do a certain definite thing for
you. How can you tie this up to the thing he wants, in such a way that the doing of it will bring hima
step nearer to hisgoal ?”

Think about that statement for amoment. It’s pretty profound and doesn’t just apply to salesletters.

Soif you only think about getting a prospective customer’ s attention — that’seasy. If | wrotea
heedlinein
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“SEX”
huge 48 pt. typethat screams. would you look?

Yeah, | bet youwould. But thenwhat if theletter began “ Now, that I’ ve got your attention | want to
talk to you about your furnace....” What would you think of aletter likethat?1’ m sureyou’ d feel duped,
deceived and hoodwinked. And onceyou found out you' ve been tricked you' d stop reading immediately.

Thereforejust getting attentionisnot theanswer.

Therearelotsof waysto gain attention, but attention isnot theend-al, be-all to effective advertis-
ing. What you need to doisflag down aprospective customer by linking their desires, wantsand intereststo
what’sinsgdeyour headline.

Sobeforel tell you my secretsfor creating headlineslet me give you thethoughtsfrom guysawhole
lot smarter than meabout headlines:

David Ogilvy says, “ On the average, five times as many peopleread the headlinesasread the
body copy. It follows that, unless your headline sells your product, you have wasted 90% of your
money.”

And Claude Hopkinsrelaystheimportance of aheadline, “ The salesmanisthereto demand
attention. He cannot well be ignored. The advertisement can be ignored. But the salesman wastes
much of histime on prospects whom he never can hope to interest... The advertisement is read only
by interested people who, by their own volition, study what we have to say. The purpose of a head-
lineisto pick out people you can interest.”

John Caples hasthese words of advice, “ If you have a good headline, you have a good ad. Any
competent writer can write the copy. If you have a poor headline, you are licked before you start.
Your copy will not beread...Spend hourswriting headlines - or days if necessary.”

| don’t think these masterswoul d have placed such animportance on headlinesif it didn’t really
matter. Infact, John Caplessaysthat he’'sseen one ad pull 19 1/2 times better than another onesimply by
changing theheadline. | believeit. In my own personal teststhebest | got isabout 2 1/2 times— but that's
still pretty damn good. So for spending the same amount you can more than double your response— not
too bad.

Now, when coming up with powerful headlinesyou want to be ableto answer the questionsnearly
everyone hason their mind whenever they read your ad. Here arethe questionsyou need to zeroinon:

SoWhat?
Who Car es?

What’'sIn It For Me?
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Why AreYou BotheringMe?

If you have good answersto these 4 critical questionsthen you’ rewell on your way to success.

Headlines For Letters?

Yep, headlinesfor |etters. Successful | ettershave headlines.

They can be type-set in a big, bold type before the sal uta-
tion, while the rest of the letter is in a courier type face
(tmportant tip: always neke your letters in courier type face.
Courier may be hokey or seem outdated but Courier gives the sub-
conscious inpression of a personal letter - like this para-

graph).
Your headline can also beput inwhat’s called aJohnson Box - likethis:

kkhkhkkkhhkkkhhhkkhkhhkhkhhkhkhhkhkhkkhkikkx*k

* Attention Getting *
* Headline Here *
* *

khkkkkhkhkhkhkhkhkhkhkhkhkhkhkhkhkhkhkhkkkkkkx
Or thefirst paragraph or first sentence can essentially beyour headline.

Here'sWhat Your Headlines Should Do:

1. Identify your ideal prospect and speak only tothem.

Your headline needsto grab the person you want to attract and singlethem out. If you want busi-
nessowners, your headline should begin with “ Business Owners! Discover How to Make Your Comput-
ersWork Harder and Faster!”

Do you seehow thisqualifiesexactly who you arelooking for. You have targeted businessowners
looking to maketheir computerswork faster and harder. You can easily target any profileyouwishjust by
building-inthese screening devicesintheheadline.

Themorenarrow the criteria— thelessthe quantity of responsesyou’ |l get but the quality should be
higher.

2. Offer the biggest promiseor self-serving benefit to thereader.
Answer the question everyone hason their mind, “What'sinit for me?’ You answer that question
and your ideal prospect will stand up and takenotice.

Thisbringsusback to the same question everyoneisconstantly asking. Everyoneishbusy, so gettothe
point with the biggest benefit right away.
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3. Your headlineshould makethereader inclined to keep reading.

Curiosity isthemost powerful human emotion. However you don’t want your headlinejust to be
sometrick to get peopleto read. If you can combine curiosity with self-serving benefitsthen you have areal
winner.

But don't belike some creativetypes, never use double meaningsor some obscurereferencein
your headline. People aretoo busy to pick up onthose, it’smuch easier to turn the page. Humorousor cute
headlinesare most certainly amajor waste of money.

4. Offer newsif possible.

Newsisawaysagood attention-getter. Everybody likesto stay current. So announcementsare
amost dwayssure-fire. You can capitalize on new devel opments, improvements, new procedures, etc.

If you try hard enough you can usually come-up withanewsangle.

According to David Ogilvy, “ Onthe average, adswith newsarerecalled by 22% more people
than ads without news. If you are lucky enough to have some news to
tell...Sateit loud and clear in the headline.”

5. Try tosuggest thereisan easy and quick way to get theresult advertised.
A quick and easy way isnearly irresistible, but be careful to maketheclaim believable.

Keepinmindyour headlineisthead for thead.
Headline AppealsThat L ast Forever

John Caples, inhisbook “How to Make Your Advertising Pay” listed the 26 age-old salesappeals
that continueto be successful. Here’ swhat peoplewant:

Protect health Be aleader

Reducefat Haveahappy marriage
I mproveappear ance Careof children

Get ahead in business Improveeducation

M ake money Be creative

Save money Avoidworry

Win money Avoid drudgery
Cashinonbargains Avoid embarrassment
Gain social advancement Avoid discomfort
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Winfriends Avoid boredom

I nfluence people Enjoy comfort
Win praisefrom others Enjoy leisure
Gain prestige Attain security in old age

Of coursenot all of these appealswill apply to your businessbut many canif you takethetimeto
figure out how to apply that appeal .

How To Create‘Killer’ Headlines

Certain combinations of words continue to make the most effective headlines. Probably the same
wordsyou hear everyday.

Infact themost powerful wordsused in winning mail-order ads (the hardest kind of advertising) were
thewords, “you”, “how”, and “new”.

Not far behind was“How To”.

If you ever get stuck for aheadline, aclassic which almost never failstowork is“How To”. (It'sa
shop-wornclassic, but it still workslikeincredibly well.)

Hereare some of the other proven, headlinewords. Start using thesewordsin your lettersto make
your headlinesredly szzle:

Amazing Bargain Astonishing
Announcing New Secr ets Of
How To You Introducing
Life Hate Love

Just Only TheTruth Of
How Much How Would Which
AdviceTo At Last Breakthrough
Discover Sale Yes

Free Protect Here

DoYou Now Annoying
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This Why FactsYou

You can combine some of thesetogether to create excellent headlines, likethis:

“ At Last! New Breakthrough Internet Marketing System Discovered”

or

“How To Protect Your Computer From Fatal Errors - The Facts You Must Know!”

Now you'’ vegot the headline, let’smove on to thebody of theletter...
TipsFor Better Writing

Never mind what you learned in English 101. By frustrating your Englishteachersyou’ || makeyour
CPA very happy.

1. Writejust likeyou talk. Useplain, easy to understand English. Nobody caresif you can use
xenophobiaand ostentatiousin asentence. Writealmost likeyou' retalking to abuddy over abeer. So that
means use contractions. Befriendly and personableinyour writing.

2. Put passion intoyour letter. Sinceyouwon't havetheluxury of seeing your prospect eye-to-eye
to gaugetheir reactionsyou need to put extrapassioninto your message. Evenif youthink you areoverdo-
ing itwhenyouwrite, your letter will end understated whenit getsread. Get enthusiastic!

3. Writeto oneperson. Try tothink of theideal prospect asyou arewriting and make the message
just for them. Evenif your letter will go out to thousands of people-- every personwill read it oneat atime.
Use“you” and“your” liberaly. Focusonthem not yoursdlf.

4. Never end apageat theend of a sentence. Givereadersincentiveto turn the page and keep
reading. Sometimesyou may need to fiddlewith marginsto get thiseffect.

5. Keep your sentencesand par agraphsshort. Keep your sentences and paragraphs short and
simple. Period. Sentences can even be oneword likethat last one. And paragraphs should be no morethan
5o0r 6lines. Youwant your writing tolook easy to read with alot of white space. Makeit inviting. Long
blocks of words are scary. Paragraph breaks do not need to be determined by content.

6. Indent your paragraphs. Thismakesit easier to read and drawsthe eyeinto the paragraph

7. Useplenty of compelling subheads. Subheads should belike mini-headlines. Usethem to break
up large bodies of text and to bring people back into the body of theletter. Also subheadsshould givea
compl ete selling message by themselves. That way peoplewho scan theletter can even be sold.

8. Usegraphics. To makelong letterslook easier to read and draw attention to your message, these
type of graphicswork best:

A)Bullets.
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B) Numbering: 1,2, 3, etc.

C) Underlining

D)ALL CAPS

E) Bolding

F) Italicizing

G) Simulated handeoriting in the margins of the letter or in the 75.
|) Boxes

J) Yellow highlighter. Your printer canuseyelow ink to makeit |ook likesomeonehighlighted a
portion of theletter.

9. Eliminate excesswor ding. Simplify. Convey your messagein aclear and concise manner — but
remember that doesn’t mean keep it short.

10. Useaction verbswhenever possible. If you seetoo many “as’, “is’, “was’ or “were’ replace
them. Sentences using action verbsaremore powerful.

Here'stherulel try tofollow: The purpose of your first sentenceisto make peoplewant to read the
second sentence. And the purpose of the second sentenceisto make peopleread thethird sentence, etc.
Keepthat smplefactin mind whenever writing your | etter.

A simpletest for writing good copy isto read it out loud. Because the person reading your | etter (or
ad) will bereading to themsalvesintheir mind. By reading your work out loud you’ || discover al thetrouble
spotsand placeswhere somebody could stumble.

Another smpletestisto have someone el seread it to you. Preferably someonewho knowsnothing
about what your aresalling (if you havea12 year old boy or girl thisisaperfect job for them).

Whenwriting your messageyou want it clear enough so any 6th grader could understandit. Now you
probably think your prospectsarealot smarter than 6th graders but nobody hastime anymoreto sit down
and figure out what you' retrying to say — so keep your writing S mpleand straightforward.

Now, onto the body of theletter...

ThePraoblem-Agitation-Solution Formula

Aneasy formulato useiscalled* problem-agitation-solution.” Thisisagreat way to get your prospec-
tivecustomersall emotionally charged-up to do something about their problem.

First you should understand peoplewill act to avoid pain asmuch aspossible. That’swhy thisworks
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sowell.
1. Tobegin with, you must defineyour prospect’spainis:

Sincel doalot of work with cosmetic surgeons, let me give you an examplefrom that profession.
Thelr prospective patient’s pain buttons could be: L ooking older than they fedl by losing their hair. Or maybe
looking older because of wrinklesand lineson their face. Or having abulgethat never goesaway no matter
how much exerciseor dieting they suffer through.

2. Thenext stepistoagitatetheproblem, really stir up their emotionsand get them to
realizenothing they aredoingwill work to solvetheir problem.

Here'show | accomplish thisfor that target group: “ You can exercise on the stair master till you're
blue in the face and you can starve yourself on the latest grapefruit diet but you still won't get rid of
your ‘trouble spots'!

3. And then finally you offer thesolution totheir problem. You aretheir whiteknight
comingtotherescuetovanish their troubles.

Thisredly worksand the best copywritersin Americaal usethisformula

Signature

Believeit or not achangeinink color hasbeen shownto improveresultswhen sending out direct mail.
If possibleyou should alwaysusethe color “processor reflex blue” when having your signatureprinted ona
letter. Your printer will know what color bluethisis. Or if you' resigning your |ettersby hand useabluefelt-
tip pen.

Also practiceyour signature so it looks bold and powerful. Don't let look weak, likeyou're
gpologizingfor bothering them.

TheP.S.

Don'tforget your PS. inany letter. The PS. isthe second most read part of theletter, after the head-
line. So it makes senseto spend sometime and come up with acompelling P.S. Think of the PS. asyour
second headline.

You can useit to reinforceakey selling point or tell people not to missout by acertain expiration date.
Don'tlet aletter leaveyour officewithout aPS.
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Chapter Four:
The Irresistible Offer

There’ sanother secret to making direct mail pay off andit’sputting anirresistibleoffer inyour | etter.
An offer that’s so good peoplewould befoolish to not takeyou up oniit.

Brainstorm to come up with the most potent and irresistible offer you can. If you havetrouble, just
remember everyonelikessomething free!

Themoreirresistiblethe better.
You want your offer to be something peoplewould be crazy to passup.

Here'san examplefrom avery successful ad that used to run for Bob Stupak’ s Vegas World hotel.
Listentothisdeal and seeif you' d wouldn’t act on thisif you were an occasiona gambler:

“ Act now, to receive a virtually free Las Viegas vacation. For $198 per person or $396 per
couplel will:

1) Put you upinaluxurious mini suitein an exciting Las \Vlegas hotel right on the famous strip.

2) | will giveyou free tickets to a show with name entertainers.

3) | will put a chilled bottle of champagne in your room for free.

4) I'll let you drink as much as want for free, whether you're at the gaming tables playing slots

or in one of the lounges.

5) I'll hand you $1,000 of my money to gamble with for free.

6) 1'll let you keep all your winnings.

7) 1I'll guaranteeyou'll wina color TV, VCR or a faux diamond ring.

Obviously I’'m not going to give thisincredible deal to everybody in the whole world. There can
only be (small number) of these vacation packages available. First come, first served.”

If that’snot anirresigtibleoffer, | don’t what is. The closer you get to something likethisthemore
clientswill befalling over themsalvesto do businesswith you. By theway thisconcept took adying hotel on
thewrong sideof the* strip’, whereyou had to watch your wallet at every turn, into asuper money maker.

Doesthisgiveyou afew ideas?

Try aspecificlow-priced (but high value) introductory offer. Or what | doin one of my other busi-
nessesisoffer information. | give away afreereport with avery exciting headline.

You could do the exact samething. Reportsareaperfect |ead generator becausethey have high
perceived value, they showcase your expertise and yet they only cost you pennies.

If youwereacomputer training serviceyou could put out areport entitled “ 10 Waysto Make Your
EmployeesMoreProductive’. Thenyou’ d give out val uabl e advice and the tenth way would beto hireyour
company for training. If you' readentist maybeyour report istitled: “ 7 Ways To Have A Dazzling Bright
Smile'.
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Creating areport likethiswould take about 1 or 2 hours. You could easily come up with theinforma-
tion from your own experience.

Onemorething: Do you seehow thetitle of your report isreally aheadline? Thetitleisabsolutely
crucial becauseadumb or witty titlewill decreaseyour response. Also, who do you think will request your
freereport? Only peoplewho areinterested your topic. Viola

M ake Prospects Take Action Now

Human natureisto procrastinate and delay any action. So you'’ ve got to makethem take action and
respond to your offer right now!

Think of your prospective client asabig doth-like, jellyfish creature. One of my mentors, Jeff Paul,
likesto say to think of Homer Simpson lying on the couch. Hewantsto grab hisbeer resting on hisbelly,
but it'stoo much effort. “ Dooph!”

That’swhy you need to lead your interested prospect by the hand and tell them exactly what to do.

Likethiscopy for aveterinarian: “ Here’'swhat you need to do to uncover the secretsto keeping
your cat healthy and happy for years and years. Just call (123) 123-4567 right now and ask for
extension 200 to get your free report, The 7 Jealously Guarded Secretsto Your Cat’s Health. Hurry
because quantities are limited. Or you can come into our office at 1234 Main Street, right across
from the Post Office and ask Mary Ann for a free copy. The office is open Monday through Friday, 8
am. to5p.m”

Do you see how thisismore specific than just putting your phone number intheletter and leaving it up
to the prospect to act. You haveto makeit absolutely clear what prospects need to doin order to get the
benefitsand resultsyou have shownthem.

Itisyour duty to make sure people who haveread through your letter will take the next step. Don'’t
hidethe solution you promised in your letter. Come out and tell these prospects exactly what to do.

Expiration Dates| ncrease Response

Another very effective method for getting action now isaspecific expiration date. Themore believableyou
makeit the better. Sotry to stay away from arbitrary dates|like December 31%. Thiswill sound made up.
Now if you said the deadlineis December 22, thiswill bemorebelievable.

Or better still isif you haveareason for your deadline.
Here' sthe explanation of the deadline | used when selling an overstock of power medical tablesfor aclient:
“...you should know that the manufacturer’s promotion of these power tables end June 30". And

any unsold inventory | have could be sold to another dealer at wholesale cost. But instead of
doing that | would rather sell you the table at a wholesale price and gain your goodwill...”
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Thenlater on| hitthemwith the deadline and scarcity:

“Why you must act before July 15". First, | doubt if these tables will still be around until July
15" because the first 2 doctors that put their deposits down for these tables will take them. And
when they're gone this offer expires.

“But even if they are till here (highly unlikely at this bargain price) this offer hasto expire
anyway because we will be shipping these tables to other dealersin the area.”

AndthePS. reinforced the scarcity even more guaranteeing action.

“P.S. Hurry! Thisletter isbeing sent to 1,283 local doctors and this offer is strictly limited to the
first 2 people who respond.”

Thisworked extremely well to createimmediate action and profitably sall off theexcessinventory thisfirm
had remaining.

Another action deviceisto set alimit to the amount of peoplewho can get your offer. Makeit good only for
thefirst 50 people. Or another excellent tacticisusing scarcity and give specific numbers. Mention that you
only have 29 setsin stock and when they’ regone— that’sit. Thiswill quickly produceasell out for you.
(Thisisthesametype of psychology used inthe overstock | etter templ ates.)

Creating A Compelling Reason Why

Do you remember the stupid beer commercia that asked “Why asked why?” Well, compl etely
unknown to the ad agency, they were closeto hitting onto abreakthrough marketing concept. Telling people
thereason why you are doing something isone of the most powerful influencersof human behavior.

Robert Ciadini, Ph.D. in hisbook “ Influence: The Psychology of Persuasion” talks about an experi-
ment by apsychologist from Harvard, who concluded peopleliketo have areasonsfor what they do. This
experiment consisted of peoplewaiting inlineto usethe copy machine and having someoneask to get
aheadinline.

Thefirst excuse used was*“ Excuse me, | have five pages. May | use the Xerox machine be-
causel’minarush?’ Thisrequest-plus-reason was successful 94% of thetime. However whenthe
experimenter made arequest only: “ Excuse me, | havefive pages. May | use the Xerox machine?” This
request was only granted 60% of thetime.

Okay now for the shocker. It might seem the difference between those two requestswasthe
additional information of “ becausel’minarush.” But that’snot the case. Theonly word that triggersa
magic responseis” because’.

Here'stheclincher: In athird experiment the experimenter asks* Excuseme, | havefive pages.
May | use the Xerox machine because | have to make some copies?” There'sno reason mentioned just
thewords* because’.
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Thistime 93% of the people said yessimply dueto theword ‘' BECAUSE’!

Thisisanincredibly powerful concept for youto apply inyour business. Let’ssay you haveadow
time of year and you want to keep your staff busy, sinceyou’ ve got to pay them anyway. Well, write aletter
andtell themthat. Tell themwhy you' rethrowing in an extrafree bonus, an extrasession, aspecial discount.
L et themin onthereason why and they’ [| buy more often fromyou.

Maxwell Sackheim, originator of the book-of-the-month concept, saysthis* Whenever you make
a claimor special offer in your advertising, come up with an honest reason-why, and then state it
sincerely. You'll sell many more productsthisway.”

Hewould create successful adswith headlineslike“ How Can ThislIncredible Offer Be
Made?’ or “IsThisOffer Too Good To BeTrue?” Peoplewere curiousand then solid reason-why
answers sold them on the product.

Thisisoneof my favorite concepts. Using thissecret weapon for amedical equipment client of
mine, produced amassive 1,073% return oninvestment Simply using reason-why copy. The premisewas
how canwe sdll aproduct for theincredibly low price of only $477? And then thead went onto explain
how the manufacturer wanted to gain market share and get nurses and doctors accustomed to using their
product. It wasahugewinner.

| promiseif you give peopleagood, believablereason-why they will buy!
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Chapter Five:
Using Your Overlooked Assets

One of the biggest mistakes businessowners makeisfailing to capture the names of prospectsand
customers.

| can’t over emphasize how important your housemailinglistis. It’struly anincredible source of
overlooked profitsfor amost every business. | have never seen acompany or practicethat usestheir
customer/client/patient list aseffectively or asfully asthey could.

Sointhissection, we' regoing to talk about getting your database up if you don’t have oneyet and
also how to successfully useit to extract more money with every mailing.

Holding NamesHostage I n Your Computer

You must create an easy toimplement “name capture” systeminto your business.

Andtherearelotsof easy waysto get thisinformation.

1. Haveaprizedrawing! Everybody lovesto winsomething for free. But don’t forget that everyonecan be
a2" placewinner inyour contest. And the prizeisadiscount off your product or service.(Make sure
you seethe sampleletter provided for you.)

2. If youtakepersonal checkswritedown the customer’sinformation right off the check.

3. Justask. If you veever shopped at Radio Shack they makeit apoint to captureall your information
right at the point of sale. They ask you your phone number, name, address, etc. whileyou are paying.
(Too bad they don' t do anything useful with thisinformation like send out personalized offers.)

You can even createinternal contestswith your employees. Giveout areward of aquarter or 50
centsfor every namethat’s captured. Don’t overl ook theimportance of agood customer list.

Creating Your Database

Thereare many database programsavailable. Just choose onethat |etsyou customizefiel ds (spots
which hold data) and providesflexibility inimporting/exporting data, easy searching ability, and mail merge.

Besureto capturedl the datathat would be hel pful to you later on when you’ || bemaking offers.

First_Name

Last_Name

Company Name: (if businessto business)
Address

City
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State
Zip
Phone:
Fax:
Email:

Dateof last purchase:
Shoe/Dress/Suite Size: (if you'rearetailer)
Birthday: (thisoneredlly important)

Code: (I'll explainthisinamoment)
Comments/Pr efer ences, etc.

Segmenting Your Database

To get the most out of your database you should be ableto sort it into segments. Here' swhat |

mean. Maybeyou' rean Accountant, you should have codefor clientswho do tax returnswith you, another
for thosewho do planning, onefor businessclients, one codefor regular clients, etc.

Sointhecustomer codefield, you' ve set-up thefollowing:

T=Tax Client

P=Panning Client
B =BusinessClient
| =Individud Client

Now maybe you want to makeaspecia offer to al your tax clientsand introduce themto your
planning services. It sassmpleasletting your computer find everyonewho has* T’ intheir codebutno ‘P .

Thenyou'll send off asmpleletter (likethetemplate of introducing anew product/service) just to
those clientswho haven’t used you for planning.

Smple right?

Thisisthebest way to use your own database. You'll find lotsand lots of waysto keep using your
database. Hereareafew more:

Birthday and Special Events

Everybody lovesto beremembered on their birthday. I d bet you' re no different. Usually the only
peoplethat giveyou birthday cardsare your parents, your spouse or your sibling (of theoppositesex). That's
about it.

Andthisisn’tjust for companies salling to consumers, busi ness-to-business companies can usethis
information aso. Harvey Mackay in hisbook, “ Swimwith the SharksWithout Being Eaten Alive,” asksif there
isany coincidencethe Mackay Envelope Company (Harvey’scompany) gets some of their biggest orders
from customerswhen salesrepscall ontheday of their birthday.
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Just thefact that you remember meansquitealot to your customers. And your birthday | etter doesn’'t
haveto be some money waster either. It can beamoney maker if you make agenerousoffer for themto come
inforfree___ (fill-in-the-blank) . Or adiscount towardsapurchase. (However, afreegiftisbetter — and
you canfindlow cost giftsby looking inyour yellow pagesunder “ Advertisng Speciaties’.)

If you' reafinancid, medica or dental practiceyou should dready havethiscritical informationinyour
files, it'sjust amatter of usingit. Now, if you' reanother typeof businessyou should start actively asking for this
info. Just the month and theday isall you need. Most people are happy to giveto thisyou. Not only birthdays,
but you can keep track of Anniversariesand other specia events.

Just send out the | etter like theinstant salesletter templatefound in the Retail/Restaurant Folder
for birthday/anniversary promotion. I1t'savery smpleconcept but it yieldsincredible profits.

Using Preferencesand Per sonal Details
From Your Database

Another incredibly powerful concept isusing personalized datayou collected and then making offers
based on your customer preferences. Let me sharewith you area world examplefrom aretailer toexplain
what | mean.

In Denver, Colorado amen’sretailer called Grassfield's makesuse of direct mail andtheir
databaseto create over $1.4 millionin annual saleswithout spending acent on newspaper, TV or radio. It's
dl throughsmpleletters.

Thecompany recordsevery customer’ssuit size (among other things) and thenthey’ |l send out a
ampleletter likethis:

Dear Bill,
This could be your lucky month.

From time to time, we experience an overstock in a particular suit size and thistimeit’s 46 regular.
Snce you wear thissize, I’d like to offer you a special incentive.

I’ll deduct $100 from any suit you buy before December 21.

And if we have a Hugo Boss or Warren K. Cook, a Hilton or Hickey Freeman suit in stock when you
comein, I'll give you $200 off itsregular price. That means you can choose from every 46 regular in
our inventory and save up to $200.

Just ask for me when you come in and I’ [l make sure you |leave here looking and feeling great.

Cordially,
<< Sales Rep Name>>
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P.S The Sore is open Sundays from noon to 4:00 during the entire month of December.

Thisletter wasonly cost $550 to be mailed to 1,164 customers.

Andtheresults?

It brought back a$43,307 from thisone promotion (source: USPS' sDirect Mail By The
Numbers). That'sagigantic $78 return for every dollar spent. Not abad return oninvestment — just by
asking your existing customersto buy again.

Oneof thespecid “tricks’ they used inthisletter wasmail merge. They merged the customer’sfirst
name (one database field) and al so the customer’ssuit size (another databasefield). Thisisvery smpleto
dowith today’ sword processing programs.

Just look up thewords* merge’ or “mail merge” in your word processing program’shelpindex. So
theletter wouldlook likethiswhen origindly setting it up:

Dear <<First Name>>
This could be your lucky month.

From time to time, we experience an overstock in a particular suit size and thistimeit's
<<Suit Size>>. Snce you wear thissize, I'd like to offer you a special incentive....

And creating apersonalized promotion to your own houselistisjust that easy.

Keep Mailing Your Customer List With ReasonsTo Buy

You should try to contact your current customersat least once-amonth. A statistic from themail
order industry saysthat acustomersloses about 5%-10% of their value each month they are neglected. So
after ayear without contact you might aswell be mailing thewhite pages.

Plus, thisdoesn’t even takeinto account the fact that about 20% of the popul ation move every year.

Gathering TestimonialsFrom Happy Customers
Testimoniasareworththeir weight ingold— literally.

You know that peopleare more and more skeptical of everything and everyonetoday. | don’t know
of any better way to gain confidence and trust than by using testimonials. Anything you or | say about
ourselvesand our company isawaysdiscounted. But when somebody el setrumpetsyour servicesand
productsit becomes much morebdlievable.

That'swhy it'scritical to start aprocess of gathering testimonials. And lucky for you you' ve already
been given an easy-to-use templ ate that’ s been proven to bring back testimonials.
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Just look inyour folder for the Testimonia Request L etter and send it out.

Andthemore placesyou put your testimonial sthe better. Honestly, you can never usetestimonials
too much. If you ever watch infomercia s (thesearethelong-form commerciasthat look likeaTV show)
you' Il noticethat the good infomercialskeep piling ontestimonia after testimonial.

Becauseit really doesn’t matter what you or | say, it’swhat somebody else saysabout usthat is
important.

So put abook of testimoniasin your waiting room. Includetheminyour salesletters. Includethemin
your quotations. Framelettersfrom clientsup on your walls.

Put testimonialsin your ads, Va-Pak® coupons, yellow pagesad, brochure, salesl|etters, etc. etc.

You want peopl e to be so overwhelmed by testimonia sthat thereisno possibleway prospectscould
make amistake because so many other people useyou and talk about how great your services/products
are.

But try to stay away fromtestimonialslikethis:

“Dr. Williamsisthebest veterinarian I’ ve ever taken my cat Fuffy to.”
B.K.
Chicago

That’sokay, but what you' rereally shooting for issomething likethisif you' reaveterinarian:

“1’ve taken my dog Rover to practically every veterinarian in the city and nobody could figure
how to make him stopping itching himself. Different ointments and medications only worked for a
short time. | was skeptical that any doctor could help my dog, but when | came to Dr. Williams, he
instantly recognized the problem and now Rover hasn't scratched himself in over a year. Thanks for
your help.”

Adam K. Sandler, Beverly Hills, CA

Owner of 5year old German Shepherd “ Rover”

That’smuch more powerful.

Alsotry toget peopletoalow youtolist their full nameand addressif possible. Initialsbring up doubt
inpeople smind that you' vejust made up thetestimonials. But real namesand specificsgivetestimonias
credibility.

BringBack Your “Old” Forgotten Customers?

You’ ve spent an enormousamount of money, time, resources, etc. to acquire customersinthefirst
place solet’srecoup your investment.

First, you'll need to put together alist of everyonewho hasn't bought fromyoufor 1 year, 2 years,
3years, etc. whatever you think isareasonableamount of time. | suggest 1 year becausethey’ |l still remem-
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ber you and your list will be more current. Then asyou seeresultswith thislist you moveonto 2 year old
customersand continuethrough until theletter stopsbeing profitable.

Claude Hopkins (author of Scientific Advertising and oneof themost brilliant ad men ever) said,
“The right offer should be so attractive that only a lunatic would say ‘no’.”

| agree.

Andthemost compdlling and irresistible offer issomething for FREE!

Freeisthebest offer you can make. | suggest you use something with ahigh perceived va ue but
very littlehard cost to you. A freereport, free nominal service, consultation, etc.

A very smart thing to doisset an expiration date and a so limit thetime they can comeinfor these
free services. That way you have avery structured offer. Also, don’'t send too many at once because
guaranteeyou’ Il be swamped with business. Sotry out 100 or 200 at atime and see how it goes.

You Il find templatesinyour specific folder for thispowerful letter, called the Reactivation L etter.
Infact, thisisprobably thefirst placel look whenever | need to add immediate profits.

You know thetruthis, most businessownersnever redlizetheir most lucrative asset isthelr customer
list. You should aways, always make aback-up of your customer list and keep in asafe spot.

Your customer listisyour most important off thebooksasset. I [l tell you onething if my entire
businessburned down— I wouldn’t have any problem getting everything back just using my little Zip Disk
filled with my customer database. Be sureto giveyour customer list therespect it deservesbecauseit’'sa
goldminewaiting to bediscovered.
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Chapter Six:
Getting Your Message Delivered

Believeit or not, oneof your major cons derations needsto be how to get your message delivered.

What good isaletter if it never gets opened? There could a$100.00 dollar bill inside and the prospect
would never know.

Getting you mailing delivered isnot amild concern. The Post Officefredly admitsthat 20%-30% of al
bulk mail (meaning: junk mail) getsthrown out for variousreasons. There have been horror storiesof vacant
buildingsbeing completdly filled-up with mail by renegade postal workers.

Your mail man’smail sack gets pretty heavy sowhat kind of mail doyou think hewouldn’t dare
ddiver?That'sright— bulk mail, thekind with anindicia( bulk mail permit) or something marked for
“resdent.” Heknowsyou are not expecting it— and if it never makesit to“resdent” it won’t matter
because nobody will complain.

So, our first step isgetting the Post Officeto respect and deliver our mail. And here’ show we do that:
1. UseA Live Stamp

Useared, live, honest to goodness stamp. Thekind you got to lick with the best adhesive known to
man; spit. (Actually, you' relucky now becausethe post officehasall kinds of self-adhesive stamps.)

Do not useany metersand noindicia.
2.Handwritten Return Address

Inthe upper left-hand side of your envel opeyou ssmply handwrite your return address. Only the street
address, Your City and the Zip. No fancy logos and no company name (until they know you— and don’t

tell meeveryoneknowsyouinyour town, except if you livein Mayberry).

A secret isto having somebody handwrite your return addresson aplain piece of paper. Thengiveit
your printer and have them print envel opeswith your return address using that piece of paper.

Another variationisto useatypewritten return address. But ahandwritten onewill work better — it
makes peoplesay, “What thehell isthis?” Thenyou' vewon the battle.

3. Handwritten Address

The person to whom your are sending theletter getstheir name hand addressed or impact-printed on.
Nolabels. Labelsscream “ Junk Mail!”

If your staff isoverwhelmed with addressing letters, hireahigh school student part-time or haveloca
homemakersaddressthe envel opesfor someextramoney.
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Or imprinting on envel opesisfineal so.

Thekey hereismakeit look likealetter from Mom

Thecloser you cometo making it look likealetter from Momthemorelikely the Post Officewill
ddiver it and even moreimportant themorelikely your prospect will openit.

Oneof thetop direct marketers, Gary Halbert, hasafamoustheory calledthe* A’ pile, ‘B’ pile. He
sayseveryone sortstheir mail over atrash can and they divideup their mail intotwo piles (A pile, B pile).

Intothe‘ A’ pilego bills, subscriptionsyou pay for, and personal correspondenceand intothe B pile
goeseverything else(all thejunk). The B pileismuch morelikely to get tossedinthecircular fileright away
or they put it asideto beread later (maybe).

You want to make sureyou get your letter into the* A’ pile!

Pleasenote: If you' resending out aletter to your customer basethen it’sdefinitely okay to useyour
company’senvel opesand you can even uselabel s (though | still suggest handwritten addressesor direct
imprinting).
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Chapter Seven:
The Secret To Double-Digit Returns

Here' sanimportant lesson. Let’ssay you only have enough money to send out aone-shot mailingto
alist of 6,000 prospectsor you can send amailing 3x to 2,000 of those prospects— what are you better
off doing?

Beyond adoubt you’ Il seemuch greater successfromusing aseriesof |etters.

Here' swhy: A recent study conducted by Salesand Marketing Executives|nternationa concluded
that 81% of major salesare closed after thefifth contact.

That’sright, Eighty-oneper cent!

Soif you' renot making that kind of effort, it’ssafeto say you' remissing out on lots of revenueyou
should be getting s mply because of lack of persistence.

Let megiveyou an examplefrom my businessthat sells specidized marketing information to cos-
metic surgeons. | sell amarketing manua to help doctorsattract more cosmetic patientsand | cons stently
get an astounding 11%-15% responserateto my salesletter. So what'smy secret?

Thesecret isconstantly following-up.

Onceaprospect hasraised their hand and said they areinterested | send them thefirst salesletter
and info packet. Now if 3weeksgo by and | still haven’t received an order — off goestheir 2 notice.
Thenif they still don’t order after another 10 days, they get their 3 and fina notice.

Herearethe actua numbers: From thisfirst letter | only get about 5% - 6% response. And the 2™
and 3 mailing get the another 5%-7% response.

Soif | stopped at just one mailing | would beleaving morethan half of my profit onthetable. Did
you catch that?1’ d belosing morethan half of my revenueonly becausel didn’t follow-up. And I’ dbetit's
the samefor you but you just don’t know it.

Most peoplethat try direct mail only useaone-shot mailing. It ismuch moredifficult to makeaone-
shot mailing work, especialy toacoldlist. That’swhy thereisa2™ noticeinstant salesletter templatefor
attracting new clients. It'simportant that you use this 2™ letter. And infact, it'snot unusual to get agreater
response on your second | etter. You should send out your second notice about 2-3 weeks after thefirst
sales|etter hasgoneout.

There are alot of people who wanted to respond but just never got around to it for whatever reason. Somehow
your letter getstossed aside or under their ever growing stack of mail, bills, etc. So when your second notice comes
reminding them of an impending expiration date— it will jog their memory and get the action you wanted.
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Chapter Eight:
How to Use Testing For
Breakthrough Marketing Results

John Wannamaker (and then later PT. Barnum and William Wrigley), said that 50% of hisadvertis-
ing was being wasted — but hedidn’t know which 50%. Now by using direct marketing and testing you'll
know exactly and éliminate conjecture and supposition.

Doyouredizeit costsyou the same amount of money to send aletter that produces 2 customersas
onethat drivesin 20 customers. Sothat differenceisinyour salesletter and using effectivetesting.

Tedtingwill helpyou:
1. Saveyour self abunch of money.
2. Ilmproveany resultsyou’recurrently getting.

3. Stop guessing about what works.

I’ d say those are some pretty good reasonsto learn all about testing and how to apply it to your
business.

Instead of sending out to your entirelist, you should send your |etter to small portion of that list to
anayzetheresultsby carefully tracking (we' |l talk about thisinamoment).

That also meansyou can't fall inlovewith your letter. If you get emotionally attached to your
creationyou can't rationally look at your test results.

What MakesYour Test Successful ?

Let’stalk about successful vs. unsuccessful testsfor asecond. Everybody ishung up on percent-
agesand number of responses. | ook at bottom linenet dollars.

What if you send out 5,000 | ettersand you only get a 1/2% (0.05) response. You might beinclined
totell yourself that thisletter really stunk. Not sofast. Take alook:

5,000 x .005% = 25 peopl e responded.

Now, let’ssay only 10 of those peopl e actualy bought something. Andif your averagesdeis
$500.00, you' ve come up with $5,000.00in revenue.

Takealook: 10 peoplex $500.00 = $5,000.00 in revenue. Your cost for sending out those 5000
letterswas about 50 centsaletter. So your total cost was $2,500.00. Subtract out any suppliesand other
expensesrelated to these salesand you might end up with $1,500.00 net. Not too shabby.

| don’t know about you, but if I could invest $2,500 somewhere and get back $1,500 right away,
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I’ d bemaking that investment asmuch as| could. You see, that’stherea way you should look at the
successor falureof amailing.

When you go to the bank to deposit your money they don’t ask you whether you got half apercent,
20 percent or 70 percent responseto your marketing. Bottomlineisall that counts.

But that'snot al, if you understand that thefirst purchase acustomer makeswithyouistypicaly not
hisonly one, you can multiply your profitsmany timesover onthe*back end” with the repeat business. Plus,
oneyou start using thereferral stimulating letters— the amount acustomer isworth to you increaseseven
more.

L et me explain aconcept that may open your eyes.

Under standing and Profiting From
Customer LifetimeValue(CLV)

A customer/patient/client’slifetimevaueistheamount of profit youwill makefromwhenthey first favor
youwiththeir businessto their last transaction. I’ sextremely important to grasp thisconcept.

Her e swhat you need to know:
1) Figurehow muchistheaveragetransaction value.
2) How many timesper year doestheaverage customer buy from your business.
3) How many year sdothey stay with you.
4) What isyour aver ageprofit margin on each transaction.

Your best estimates or guessesarefinefor right now.

Here sanexample: Let’ssay theaveragenew client coming into your businessgivesyou an average $150
onthefirg visit. They comeback one moretimeover the course of the year spending an average of $75. And
they remain an activeclient for threeyears. Figureyour profit marginisat 40%.

So your customer lifetime profit value will be $150 + $75x 3 x 40% = $270.00
Which meansyou can spend up to $270to bring in new clientsand till break even.

But here' show it getseven better. Not only will you makeimmense profitsfrom each client, but their
profit vaue can bemultipliedif you figuretheir potential for referring moreclientstoyou.

Thisfigureisharder to cdculate. But just factor that if you nurtureyour clientsproperly someof themwill
giveyoureferrals. But even better you can program clientswith areferral stimulation letter you' ve been
provided.

Andwhat’smore, you will learn how to increase the average transaction, the number of timesaclient
returnsand how many yearsthey remainan activeclient. All thesethingswill positively affect your bottomline.

How High IsHigh?
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Let'skeepgoing...

Sinceyou areinterested in continuousimprovement, you will want to keep testing by changing one
variableinyour salesletter to seeif you canimprove response.

Andyouwill be surprised by theresults. A recent test | did showed amajor differenceinresultsjust
by changing the headline. | took my list and divided it into 3 equal groupsand each of those groupsreceived
the same pieceexcept | changed the headline dightly. Would you believe one of thethree pieceshad a
200% difference over the other two? So that meansif | just guessed and picked the onel thought would
work best, I’ d be achieving lessthan 50% of the potential response.

By employing testing, every marketing method you do will work many timesmorethanit would
without testing. To start testing you' Il need tofind your “ control”, thisistheletter or approach that has
consistently provento bethebest sofar.

And you want to keep testing against your control to seeif you can best it to establish anew control.

Testing For Maximum Results

Thegoldenruleof testingis: TEST ONLY ONE ELEMENT AT A TIME!

If you' re changing the headlinedon’t fool withthe offer. If you changethe body copy don’t changethe
headline.

It'svery easy oneyou learn about direct marketing to go off into afrenzy and try to test everything at
once. Restrain yourself. Remember you' ve beenin businessthismany yearswithout using theseprinciples
— s0you cantakeyour timewhiletesting.

Youwill find that asyou change different eementsyou will get different results. Andit could bea
minutedifference.

Hereareafew examplesof what smply achangein headline can do:

A.*1f you areacareful driver you can save money on car insurance” Vs.
B.“Howtoturnyour careful drivinginto money”

Headline A outpulled the other by 50%.

A.“Good newsfor men whowant attractive, well-groomed hair”  vs.
B.“Will your scalp stand the“finger nail test” ?”

Headline B brought in 56% more responses.

A.“Moisturized ShaveCream” v.
B. “Push-Button Shave Cream”
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Headline B outpulled A by 82%
A.“Tension Headache’ v.
B. “When Doctor s Have Headaches What Do They Do?”

Headline B drew 71% moreresponsesthan A

A.“How ToKeep Your Hairdo Prettier Longer” v.
B.“Tired of Sticky Hair Sprays?”

B pulled afull 79% better.

Could you have picked thewinnersfrom that group before they weretested?1f not, then you know
that’ swhy guessing isso dangerous.

Thesearejust afew examples of the dramatic difference one headline can have over another. But what
elseshouldyoutest?

What To Test?

Test thebig thingsthat matter:

Headline

Opening Sentenceor Paragraph
Your P.S.

Your Prices

Your FreeBonuses

Your Close

Your Offer

NouokrowbdpE

Split Testing
Essentidly youwill takeyour list and divideit upinto 2 equal segments. Thenyouwill mail out | etter
‘A’ tothefirst group and letter * B’ to the second group simultaneoudly.

Onceyou start testingyou WIL L find differences— | guaranteeit.

Keep DoingWhat Works

Never, ever changewhat isworking unlessyou find something that worksbetter. Don't makethe
mistakeof dropping it arbitrarily infavor of something new. You should continue mailing your winning letter
until something beatsit. Only then do you switch. Don't let your spouse, officemanager, or anyoneese
besidesthe market influenceyour decision. Infact, therewasafamousad for agrammar coursethat ran for
30+ yearsand it till worked.

Thisisasimple concept, but crucia to your success. Assoon asaletter startsworking, thefirst thing
everybody wantsto doischangeit. That isthe dumbest mistakeyou could make.
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Remember you are not advertising and promoting to astanding army, you are marketing to amaoving
parade of people. And your |etter that pulled in prospects|ast month will keep pulling in prospectsagainthis
month. Because peopl € sneeds and wants keep changing. And your marketing messageislikeagood
radar. It keepssweeping to find hot prospectsinsideitsrange.

SoHow Do You Know What Works?

Any processyou engagein can be quantified and measured. Which meansit can beimproved. You
will need to code every salesletter going out and record the resultsand anayze them. Keep doing what
worksand changewhat isnot working.

One of the best benefitsof using direct mail istheway you cantrack and trace exactly how much
businessyou are getting fromany |etter.

So how do wetrack our letters?

Easy. You'll want to assign unique priority codes, extension numbersor fake employee namesfor each
promotion. Each letter you send should have aunique code. Thenyouwill be ableto credit that letter with
theinquiry or sale. So you know what works and what does not.

Many times|’ll useapriority codeat thetop of theletter. WWhen prospectscall in your staff should be
trained to ask for the priority code. Or you can use extension numberslikethis: Call 301-555-1234 xFOO.
Thisway you know this code (the extension #) standsfor an offer you made F (February) 00 (2000).

Or if you do face-to-face business, an easy way isrequire peopleto bring theletter with them/or
present it to your staff in order to get the special offer.

Trackingiscritical or elseyou'll fill beflying blind.

Inyour interna tracking sheetsyou’ Il want to record the day of theweek aletter went out, quantity
mailed, list used, and other important information. Plusincludeacopy of theactua I etter.

Working Your Numbers

In order to measurewhich letter isworking better than the other, you’ ve got to do your numbers.
Andit’'snot too hard. Let’ ssay you' redoing alead generating |l etter — then thefirst figureyou find isyour
cost per lead.

Here'show todoit: Simply takeall your leadsand divide by your entiremailing cost (printing,
postage, list rental, etc.).

For example, you paid $2,500 for the mailing to 5000 people and you get 50 peopleto call. That
turnsout to be acost per lead of $50.00 ($5,000/50 = $50). Now, just like a percentage this number
does’t redly mean anything until you start comparing against other | etters.

Next taked| your variable expenses (printing, postage, fulfillment, etc) and multiply that by your

Page - 41



number of leads. Maybeit costsyou $6.00 for each |lead for afollow-up package.

Sointhiscaseit’s50 x $6.00 = $300.00.

Takethisexpenseand add it your letter cost ($300 + $2,500 = $2,800). Divide this number by
your leadsto get total cost per lead. Inthisexampleyour total cost per lead is$2,800 divided by 50 leads
= $56.00.

But lead cost isonly your first measure of how your campaignisgoing. You also need to know to
know how muchit costsyouto makeasdle.

Sointhisexampleif only 10 out of the 50 prospects bought — you would have a cost per sale of
$2,800 divided by 10 sales = $280.

Thisway you can analyze one approach against another, figuring thetrue cost. But don't forget about
Customer Lifetime Va ue. Some companieslikethe music clubsand book clubswill actualy lose money on
theirinitid customer acquisition efforts.

Doyouredly think they makemoney giving away 7 CDsfor a$1.00?But they’ renot stupid they
know that the customer lifetime va ueway exceedstheamount they initially spend to get that customer.
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Chapter Nine:
Action Steps to Maximizing Your Profits

Thischapter isshort because there’ snot much | eft to do now except take action. Let’srecap, you've
found out all about the 3 components of successful direct mail: How to utilizeyour houselist most effec-
tively, how to get your message delivered and most importantly, how to track and test.

So now herearethe quickest and fastest waysto get up and running:
1. Create Your Customer Database

2. Start Internal

Reactivate Old Customers

Gather testimonials

Proactively Stimulate Referrals

Keep Making Special OffersToHouseL ist (birthday, overstock, introduce new prod-
ucts/services, special event, etc.)

00w

3. Go External
A. CreateQualified Leadsor Ask For Initial Orders
B. Follow-up With 2 Notice
C. MakeNew CustomersContinueToBuy From You
4. Do lt Over Again and Again
That'sit. There' snothing too complicated or difficult that you can’t start right away with your own
houseligt. | hopeto hear al about your successesusing the Instant Sales L etter Templatesand following the
adviceinthismanud.

Pleaselet me know about your progress. Good luck!

Email: yanik @sur efiremar keting.com
SurefireMarketing, Inc.

14312 FairdaleRoad

Silver Spring, MD 20905

Fax: 301-656-2424
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Special Bonus
Section:
Creating Joint
Ventures For

Maximum Profits




The Power of Endorsements
and Joint Ventures

Using endorsementsisone of my absol utefavorite marketing strategies. You' re playing off the
assetsof another company that has aready spent enormous amountsof timeand money gaining their client’s
trust and goodwill.

Thistechniquewill blow your mind with smplicity and the powerful resultsit producesfor you.

By usingasmpleletter from another business(all provided for you) you can harnessincredible profits.
And the best part about thiswhole concept isthat not one businessowner ina 100 will ever know how to
use start making the enormous power of endorsementswork.

Let medtart by telling you apersona example:

Oneof the businesses| own provides specialized marketing information for cosmetic surgeons.
Whenl first got started | looked around for other companiesand individual sthat had agreat ded of influ-
enceand“pull.”

Oneendorser | foundisadoctor in Californiawho produces hisown set of “How to” videoson
cosmetic procedures. Thisisaperfect complementary match for my marketing system. So after establishing
arelationship with thisdoctor and hisstaff, | managed to get the special report selling my programto be
placed in hisoutgoing packageswith thevideos. Thisendsup bringingin clientsto mewho probably would
never find me, and also it givesmetheimplied stamp of approval of thisdoctor.

For almost zerorisk I’ ve been able to generate thousands and thousands of dollarsin additional
profits.

Hereareafew possibilitiesto get you thinking:

A car pet cleaner could joint venturewith acar pet retailer.
A car detailer could joint venturewith acar dealer ship.
A veterinarian with apet store.

A health spawith anaturopath.

A nail salon with ahair salon.

A real estateagent with an interior designer.

A homeimprovement company with apool builder.

A travel agent with aretail clothing store.

A cosmetic surgeon with acosmetic dentist.

A businessconsultant with an officesupply store.

A bakery with abridal consultant.

A CPA with adoctor.

A florist withamortician.
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Think About Who Has More To Gain Than You Do

Here'swhat | dwaystry to think of when |’ m considering joint venture partners—*“Who hasmoreto
gainfrom seeing thisprospect becomeacustomer than | do?’ Let megiveyou anexampletoillustratethis:

Onejoint venturededl I’ vedoneiswith acompany that sellsequipment to doctorsfor skin particle
resurfacing. These machinesrun about $15,000, so they havealot to gainif they canincreasetheir sales. So
| approached them and did adea wherethey would give away one of my practice marketing audiotapesto
interested prospectsand customers. Thisway, the manufacturer isproviding avaluablebonusandit’sfree
advertising and promotion for me. Plus, even better than that, they order the audiotape directly from my
tapeduplicator so | don't have any hasses.

Think of other waysto apply this. Let’ssay one of your biggest suppliersstandsto get a50% increase
insalesif you can start 100 more customers on your product. So, you should approach your supplier with
proven resultsand ask themto help you. A lot of manufacturers give co-op money to their distributors so be
sureto ask. | know inthemedical equipment company | worked for, wewould have the manufacturers pay
50% - 100% of our advertising. Be sureto ask.

Now, what you want to do isbrainstorm who hasyour targeted customer (or prospect) before, during
or after thetimethey’ d becomeyour customer.

Right now my wedding isabout 6 months away, so let me giveyou an examplebased on this. Let'ssay
my businessisabridal shop called Yanik’sWorld of Wacky Wedding Gownsand | sell wedding gowns (of
course). So I’mgoing to sit down and brainstorm who might have accessto apotentia customer before
they need me.

Solet’sthink what' sthefirst step beforeawedding?

Easy! Theguy isgoing to buy an engagement ring (oucht).

Now, I’d go out and introduce myself (viamail with theletters!’ Il giveyou) to theownersof severa
jewdry storesthat | know heavily promote diamonds. So when the sucker, er...gentleman buysaring, I'd
work out adeal wherethejewe ry shop owner would send out aletter congratul ating the customer on his
engagement and offering adiscount for dressesto hisfiancéefrommy shop.

Now, if youleftit uptothejewelry shop owner he' d never get around to doing this, so| do all the
hard work for him. | hand him aprewritten letter for hissignature. And whereareyou going tofind aletter
likethis?Well, wouldn’'t you know it —1" veincluded asamplefor you also.

Areyouthinking: why would thisjewelry shop owner want to send out aletter promoting my bridal
shop? Good question. Theanswer issimple—it'sin hisbest interest because !’ || be paying him apercentage
of my new business. Don’'tworry, I’ll explainal of thisamoment. So let’ skeep going with thisexample.

What'sthe next stepin abride-to-be'slife before thewedding dress?
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WEell, it’ d probably beto book areception spot. And since I’ mon top of things| aready know thetop
10 reception spotsand I’ d try towork adeal with them also. (Thismay bealittle harder with big hotels—
but smaller establishments should be no problemif you explain the benefitsto them.)

So now oncethe happy couple contactsthe reception spot —what do you think they’ |l getintheir
mailbox?That’sright! Anendorsement letter from the reception areatelling how unusua and unique my
wacky wedding dressesareand giving away adiscount.

Okay, now we areflooded with blushing brides buying |oads and |oads of gowns—now what?\Well, if
my bridal shop waslike 99% of them out there, I’ d haveforgotten al about these bridesand moved onto
new customers. Maybe, just maybe, the customer would get apostcard or something el se mentioning
discountson bride’'smaid dresses. But probably not.

But, we' renot likeanyonee seanymore.

So after ahappy customer hasjust purchased adressfrom me, she' |l obvioudly get athank you note.
But then after that iswherethejoint venture marketing magic comesin.

After thedressour bride's(or groom’s) next step isto think about flowers, invitations, wedding cakes,
the photographer, honeymoon, etc. And since we' re so smart now —we' regoing to go makereverse-
endorsement deal swith severa of these vendors. Now instead of theletter coming from another company
recommending Yanik’sWorld of Wacky Bridal Gownsit’sgoing to be going out on our | etterhead endorsing
another business(Yes, moreexamplesare provided.)

Our customerswill get lettersrecommending the most delicious bakery for exquisitewedding cakes, a
florist with thefreshest, most beautiful flowers, the best photographer, etc. etc.

Andwouldn’t you know it—we get a% of every customer werefer to these* endorsees . So now that
onetime customer al of asudden becomes much more profitableto us.

Doyou get thedrift?

All you'vegot to doissit down and think about which vendors, servicesor productsyour customers
would use beforethey comeand what they do afterwards. That'sit!

Aneasy way to dothis, isto think about who el setargetsthe sametype of customersyou do?

Thenjot down aquick list of generic businessesand professions. So for the bridal shop my list looks
likethis

Jewelers

Hotelsand other reception areas
Florists

Wedding Planners

I nvitation vendors

Bakeries
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Travel agencies
Limousine services
Photographers
Videographers

Now after your listisdoneturn, to theyellow pagesand get actual business namesand phone num-
bers. Whileyou are getting more comfortabl e working endorsements you should approach smaller compa-
niesfirg.

Or even better you probably aready know several vendorswho you refer back and forth between
each other. Introducethem to thisconcept and watch their facelight up.

Basicdly therearetwo optionswhen creating endorsement dedls.
Option 1: You aregiving away afreeproduct/servicetotheendor ser’scustomers.
Here'swhat you'’ ve got to reassurethe endorser of :

1. Everythingyou providewill giveincrediblegoodwill by sending afreeqgift or offeringa
discount totheir clientsand customers.

2. Your businessisabsolutely non-competitive.
3. Youwill givecompleteeditorial approval of anythingyou write.

4. Youwill pay for all postageand printing.
Settingup TheDeal

When setting up these endorsementsit isbest to speak in person. You can follow up with aphone
after your joint ventureintroduction | etter (seethe example) hasgoneout or wait for their call.

What if they still don’t wantto doiit just for the goodwill? Depending on how va uableyou think their
customer list will be, you have several moreoptionstotry.

1. Offer tocontributetotheir favorite charity, maybe $100 or $200.
2. Pay them cash for usingtheir list.
Thegoingratefor list rental isusualy about $25 to $100 per thousand depending on how

vauablethenamesare

3. Offer toreciprocate
e You can offer todoamailingtoyour customer list that endor sesthem.

e Or put their flyer inasaninsert in your newsletter
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4. Barter your services

You have an excellent opportunity to exchangeyour servicesfor whatever you want.

It makesyour endorser more credible becausethey (or their spouse) has used your servicesand now
cantak about it first hand inthe endorsement | etter (seethe sample).

Option 2: You areoffering adiscount or special deal on your product or servicetocustomers
of your endor ser.

Inthisinstance, you' || want to offer the endorser apiece of the action. Then, asidefrom the previous
pointsyou’ |l want to cover —you also need to cover: Accounting!

If you' re offering theendorser aprofit sharethenit’scritical to assurethem of afool-proof way to
track the business originating from them. Theway I’ vedoneit with my own Joint Venture dealsisto have
theendorser haveall orderscomein to them. Then oncetheordersarein—they’ |l sendit to mefor fulfill-
ment. That way everyone hasarecord of the order and an accurate count.

TheMethod To Your MadnessIf You're
Giving Away A Product Or Service

Giving prospective customersafree service/product doesafew thingsfor your business:

1.

You get peopleto giveyou a'‘try’. It'simportant that you makeit easy for peopleto sample
your product and services. One of thewisest investmentsyou can makeisactually giving away
asampling of your servicesor product (aslong asit deliverseverything it promises).

If you havealot of backend salespotentia and high repeat business, then getting asmany
peopleaspossibleto start using your product or serviceisvitally important. Takealook at
AmericaOnline. AOL will giveaway 100, 200 or even 500 free hours of Internet service.
That’'show they’ ve grown to bethelargest I nternet Service Provider. Once people become
AOL usersit’'sjust easier to keep using AOL so they lock-in $19.95/month forever!

Using packaging and up-sdllsyou can seeanimmediate profit from customerscominginto
redeemtheir freeservices.

You aso add morequdified namesto your mailing list. Theseareall peoplewho areinterested

inyour services. Then you can continually work these prospectsthrough your direct mail
efforts.

Reverse Endor se

| mentioned thisbriefly alittle earlier when giving the Bridal Shop example. Another way toincrease
your profitswith very littlework isto reverse endorse. You turn the tablesand becomethe endorser for
someone else'sserviceor products.
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Thisisagreat way to harnesstheincredible goodwill you’ vegot built upinyour customer list.

Remember your clientstrust you and your opinion sowhenyou say use“soand so” for thisservice
most of themwill. Explainthisto your “endorsee’” and you should have no problem getting the bulk of the
profitsfrom that transaction.

Okay, let’sgo back to my Bridal Shop example:

| could send out asimpleletter to my customersletting them know what awonderful service Bob the
photographer offersand how other peoplerave about hisgreat service. Then| makeapreferential ded to
my customersfor their wedding photo album. Now everyoneishappy. I’ ve hel ped my customerswith the
next step intheir lives, Bob got another customer, and | made acoupleshekelsonthereferral.

Plus, if | make Bob pay for the stampsand printing (which heshould or at least splitwithme) I'm
making money out of thinair. Thisisadditional profit you never would haveseen andit’'sreally sosmpleto
do.

Don’'t Think TheseldeasWon’t Work Until You Try Them

| suggest mulling over and thinking about thisspecia section. Reread it several timesto grasp how
smple, but powerful thistechniqueredly is. Pleasegiveit atry!

Important Note: All of thesamplejoint venturelettersarein theappropriatefolders. You get
sampleletter templatesfor approachingtheendorser and sampleendor sement letters. Besureto
study thissection beforeusing theletter sfor maximum results.
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