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Welcome

First things first ... thank you very much for getting this eBook. :-)

My name is Louis Allport and | recently spent several hours grilling master copywriter Alex
Mandossian on exactly how to write copy that floods your web site with sales. Now Alex’s time
doesn’t come cheap, so you really are getting his secrets here at a steal.

In this eBook, you get two hours of that exclusive marketing interview where Alex reveals (for
the first time anywhere), his 10 step proven formula for writing killer web copy. It's one of the
most step-by-step and well detailed systems for writing copy that I've seen. Apply this simple
formula, and I'm sure you'll see the difference in your profits.

Sincerely,

Louis Allport

www.AllportPublishing.com
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Your Reprint Rights:
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About Alex Mandossian
During the past 12 years, Alex Mandossian has helped his clients generate over $183 million in
sales from TV spots, infomercials, QVC and Home Shopping Network, national retail catalogs,
space ads in Parade Magazine and USA Weekend, direct mail, Web marketing, and postcards.

Alex’s specialty is turning simple mailed postcards into web site traffic, and converting even more
web site traffic into a flood of sales.

Visit his web sites at:

www.MarketingWithPostcards.com

www.CopyWritingCoach.com

www.Mind-Motivators.com

www.MarketingBrainDump.com
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About Louis Allport

Mr. Louis Allport specializes in offering tools and information to help people make at least a full time
income selling information over the internet from anywhere in the world spending very little money in
the process.

Louis initially started in direct marketing several years ago running a mail order business selling
exclusive information products. Now his information business is 100% online, and runs it full time
practicing exactly the advice he shares with others.

Visit his web sites at:

www.ReprintRightsEveryMonth.com

(exclusive reprint rights products - like this one)

www.InfoProfitsTalk.com

(forum for information publishers - launches August 2003)
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How To Position Yourself In The Market For  Success

My first question Alex is for those that don’t know you, could you tell us a little bit about your
background please?

Sure. | started as an infomercial marketer, a television commercial marketer. And that was during
the early 90’s, about 91, 92, when the infomercial business was flourishing.

The advertising rates on the cable stations, in the US, and even overseas in the UK and in Europe
were more affordable and a little guy of maybe $40,000 - $50,000 budget could compete with the big
guys, Fortune 500 companies, because they would buy the odd hour times between 1 AM to 6 AM
because of a concept called the Isolation Factor which direct response guru Alvin Eicoff talks about.

When there’s a program you're watching that you're really not interested in, let's say a B-Movie, then
a commercial looks more interesting. So the best direct-response television spots whether it's a 60
second, two minute, or a 30 minute infomercial ... which is what | did, | wrote those spots as a
copywriter, and | also took the winning spots infomercials and took them to QVC both overseas and
domestically here in the United States as well as the Home Shopping Network.

We took them to print advertising such as Parade Magazine and USA Weekend in the States, as
well as overseas catalogs and domestic catalogs and then finally into retail and some of the
products included the Thigh Master, Ron Popeil's Ronco Food Dehydrator, and many of his other
products -- The Contour Pillow which many folks may know of, that was in the early 90’s, the
Doctor's Book Of Home Remedies by Rodell Press, Time Life Books, we did a lot of videos with
them, the Wild Animal Series, and Home Improvement Series and a host of others.

I learned the trade on television because it was so darn fast, and immediate, the responses were
almost immediate. On QVC you would know within the first 5 minutes if anyone was interested in
your offer, which is like catalog television.

So there | learned the trade of copy and direct marketing and | learned if you can soften the market
through television and print advertising whether direct mail or catalog, and then ultimately retalil, it
would be a lot easier to do.

And direct marketers like Joe Sugarman and others, there’s very few people like him, he’s certainly
one of the masters, he did the BluBlocker campaign of course with the BluBlocker sun glasses.
Those types of offers worked best because they were direct marketing offers and the genesis of
those offers started with master copywriters like a Joe Sugarman.

So what's important to know, in this interview anyway, is that copy is like oxygen to a campaign,
although there’s many elements to a great direct marketing campaign, copy is the oxygen and where
| learned my trade is just by gathering books. | have over 2,000 rare books dating back to the
18,00's.

Many people don't realize that the first magazine ad was written by Benjamin Franklin in 1741, it was
in his May issue of The General Magazine by Ben Franklin and from that point all the way to the
present, I've collected virtually almost every book on advertising, copywriting and marketing and
over the past 12 years I've helped my clients build over $200,000,000 in sales, through some of the
techniques we're going to talk about.
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| started on television, eventually went into direct mail, then into retail and then now, most of my
work is done online, and what I'm known to do is I'm an offline specialist, conversion strategist, to
generate online business. And | guess the topic today is proven web copy and online formulas to
create good web copy.

And what's quite remarkable about you is you are working a lot online now, but you've really
honed your skills offline, where it's more expensive to test.

Indeed. Well offline is an infomercial, that is not a virtual medium, that is an offline medium of
advertising, as is direct mail, as is telemarketing, as is fax broadcasting. Online is limited to web
sites and email, and because it costs so much ... right now it'll cost a little over $100,000 if you make
a decent infomercial, just production, and you need at least $50,000 or $60,000 to put it on the air.

A spot in a good day-part, or time frame, for 30 minutes is going to cost you ... that would be an
infomercial, a spot is generally short-form which is 60 seconds, or 120 seconds which are not
available as much as they used to be, but an infomercial would cost anywhere from forty to fifty
thousand dollars just to air for that time. And sometimes less.

But you'll find them on the weekends, | think all over the world, definitely in the US, because again of
the isolation factor that | talked about earlier, and it is very very cost preventative.

Well you can do that for nothing, for a pay per click campaign in Overture of maybe $100, $200 you
can do that on the internet, which is exactly the same type of marketing, you're directing eyeballs
and it's a visual medium in full color, you're using copy, and sound, which we’ll be talking about, to
direct eyeballs, capture attention, derive interest, create a desire, a burning desire hopefully, and to
illicit action. And there’s an S in that formula, | just mentioned the AIDA formula, A-1-D - A,
Attention, Interest, Desire, and Action.

But there’s an S and that is Satisfaction. Creating customer delight or satisfaction and that comes
through unadvertised bonuses, such as through autoresponders, and all of it is free on the internet.

So | made the leap between direct marketing on television and print over to the internet and it's a
funny thing Louis, many of the colleagues whom I've known for years haven't made that shift,
haven’t bridged the gap between the older medium and the newer one, and why, | don’t know? |
don’t think they trust the internet.

| look at it as just another channel of communication and marketing. Many folks on the internet look
at it as the only medium of communication and marketing. | like to use a clicks and bricks marketing
technique which is using both offline and online ... and my good friend and colleague and genius and
millionaire John Reese, he calls it the hybrid product marketing model.

Since of course as I'm in the UK if you do mail order campaigns it's probably unlikely I'll see
them, but obviously | see your web site and from when we’ve spoken in the past, you've
mentioned that after somebody orders from your web site you do follow up on them with a
postcard campaign.

With postcards, with email, with fax broadcasting. | follow up with as many different forms of media
because I'm not certain that I'm always going to be a welcome guest into their world.
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Imagine someone purchased something from me, maybe their child is crawling up on their back,
their two year old, and they're trying to read my email ... inadvertently they delete it into cyberspace.

Whereas if they got my follow up via fax, it's right next to their computer typically and they can read it
... it's physical ... or through postcard -- unlike email is not attaching a virus to it, and it’s in full color,
it's not clothed via an envelope, and besides being very inexpensive in this country to send, and |
think in the UK many marketers do use postcards, I've had many students in the UK with my
Marketing With Postcards course, | think it's a very effective and attractive medium that is going to
replace email to capture attention. So yes | do a lot of following up with that and specifics we’ll get
into very shortly.

And one final thing I'd like to mention about the site Marketing with Postcards.com ... was
that actually your first  website?

The reason | ask is because that was almost an immediate success from what you've told
me, from quite a low amount of traffic you make very good sales from that, so that just goes
to show that with a strong background in direct marketing, you can move that onto the web
and almost immediately start making  profits.

Well, my colleagues laughed at me from direct marketing when | decided to go online with that in the
year 2000. | started writing that book at the beginning of the year 2000, and you want to know the
quick story behind why it was postcards and nothing else?...

| look for the niche that is not owned by anyone. And so | looked at the internet marketing niche and
knew very little about that at the time, and people like Jonathan Mizel, Corey Rudl, Declan Dunn,
Patrick Anderson, many people of that ilk ... Ken Evoy, Marty Foley, even now Armand Morin and
Joel Christopher, people like that, they owned that niche, because it's very competitive, and internet
marketing was very difficult to compete with.

Direct mail, certainly people like Dan Kennedy owned that niche, as a how-to marketer so why would
| compete with Dan? He's made millions not only in dollars, but he’s made thousands of millionaires
out of teaching them. Ted Nicholas is the king of space ads, so owning that niche, although | know
a lot about writing space ads, would be futile.

Also in the other venues such as telephone marketing and just direct marketing in general there’s
Jay Abraham, and others so why would | want to compete with people like those? Joe Sugarman in
another one whom | mentioned earlier.

Then | looked at postcards and | knew a lot about postcards because | built an entire product line --
the world’s most expensive whitening toothpaste called Super Smile. | was working on Madison
Avenue at the time in New York and | built about a five and a half million dollar business largely on
mailing postcards so | knew a lot about postcards in the early 90’s. | thought "There’s a niche that
really is not owned by too many people".

A gentleman by the name of Markus Allen used to own part of that niche and there are a few other
folks, Brian Keith Voiles who | think is retired now, I’'m not really sure ... he wrote Postcard Profits. |
have a testimonial from him on my web page. And Bob Leduc who | believe is in Las Vegas,
Nevada, he wrote How To Build Your Small Business Fast With Simple Postcards.

Page 8


http://www.marketingwithpostcards.com/
http://www.marketingwithpostcards.com/
http://www.dankennedy.com/
http://www.tednicholas.com/
http://www.abraham.com/
http://www.amazon.com/exec/obidos/tg/detail/-/1891686038/qid=1036282052/sr=8-1/ref=sr_8_1/104-6896614-1319950?v=glance&n=507846
http://www.markusallen.org/
http://www.prprofits.com/admagic
http://www.bobleduc.com/

And so | noticed these folks are far and few between, and many of them aren’t even doing postcards
any more. Markus Allen doesn't talk about postcards as much as online marketing so | thought what
a great niche to focus on, so that’s what | did.

| wanted to become the postcard guru and it's embarrassing, because | really don’t think postcard
guru status is that much of an aspiring place to be, because sometimes it's a bit like plagiarizing a
comic book, but postcards are extremely powerful, they do work, and they’re like billboards by mail,
or web sites by mail, and so | began to own that niche.

And | sold a brick and mortar product which is a physical product on the internet, it took about four to
five months and | did the first five-figure month, a little over ten thousand dollars, about four or five
months into it.

Last month | did just over $30,000 and it's not just selling the course Louis, | only sell about two to
three courses per day at $247 American, | also have a CD-ROM version for $147, it costs less
because | don’t have to print out the pages and mail them.

And there’s a bunch of bonus gifts and if anyone’s interested they can go to
MarketingWithPostcards.com and just read the letter and see why | get so many people into my
autoresponder sequence.

But it’s a clicks and bricks campaign, I'm selling a physical product and I'm using autoresponders,
I’'m using phone calls, I'm using postcards, I'm using all sorts of things to capture an order, but it's in
an area that really no other major marketer other than someone like Bob Leduc who focuses on
network marketing and is not really even in my industry, doesn’t focus on the same customers | do,
isin. I mean I'm the one. Basically.

And so | went in to own that market within the information publishing arena. So my marketing
identity ... my industry is information publishing, my niche is postcard marketing, and my marketing
identity, everyone should know their marketing identity, it's what you would say when someone asks
you "Hey, what do you do?".

My marketing identity is teaching small business owners how to attract and convert more web site
traffic by mailing ordinary postcards.

Let me repeat that. My marketing identity when someone asks me "Hey, what do you do?". You
know, at a conference.

| was recently in the UK with Manhattan Direct, we had a lecture series with The System, Ken
McCarthy and Jon Keel and Jim Maddox, and Yanik Silver and Kirt Christensen, and there are many
folks sitting in the audience that asked me "So what do you do?".

And | told them this: "l teach small business owners worldwide, on how to attract and convert more
web site traffic by mailing ordinary postcards". Now very few people do that Louis.

So it's a very sound marketing identity and that’'s why I've chosen this area of postcards. Now
online, I've carved a niche which no one owned, and now it's becoming more and more prevalent,
and I'm delighted and flattered that it's happening. Before everyone just talked about internet
marketing, about a year and a half ago | started talking about conversion. So traffic conversion
versus traffic creation.
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I’'m a pathetic traffic creator, | get about 100, 125 visitors a day. I'm a pretty good converter because
| make five-figure profits month after month with less than 125 visitors. And that's through coaching,
that’s through consulting, that’s through postcard printing, that's through other affiliate campaigns on
and offline, and that’s through selling my courses.

So the 125 strangers who are coming to my MarketingWithPostcards.com web site are having the
ability and the opportunity to do many, many styles of business with me. Not just purchase a
postcard course.

And through that process | generate that kind of income, just through that course. | have other
income from other ways but just through that landing page which is a two, three page web site, it is
possible to make a lot of money and again these are some of the things that online and proven web
copy can do and the formula is more than just words, it's a plan to systematically give the reader an
opportunity to get much more than just your core offer.

And also of course by doing that you're positioning yourself in a very focused way in the
market, so when clients start working with you, you can offer them other broader services
which you wouldn’t offer initially.

Initially you appear in a very focused way, and when clients work with you more, you can
offer your copywriting services, and further services.

Indeed. You bring up a very good point Louis, and that is that those other services have a halo
effect ... a halo effect meaning it almost virally moves on to other venues of marketing when I'm
delighting a customer who came to me via postcard marketing, | also surprise them.

| become less predictable and they go "Wow, | didn’t know that you're one of the top ten freelance
direct marketers in America". They read that in a magazine and they say "I thought you were just a
postcard marketer, | didn’t know that you were a conversion expert".

So the biggest fear many copywriters have or even direct marketing copywriters and marketers is
that they’re going to be too specific and | like to tell them, even with my coaching clients, you can
never be too specific, ever.

Be specific, eliminate all the other possibilities, let people have a perception of what your marketing
identity is. Again for me it's teaching small business owners how to attract and convert more web
site traffic by mailing ordinary postcards. | do far more than that.

But once | have that as a hook, then the halo effect begins when | show them, heck I'm a coach, |
can teach you about direct marketing. I'm a copywriting coach, in fact | have
CopyWritingCoach.com ... on the internet you can go there and | sell a book called Copywriting
Classics, which are all the great classics that every library should own. Or it should be in every
marketing library anyway.

And so these things start to geometrically expand and flower as a perception of me when I'm starting
very specific and then expanding out, and | highly recommend that. It's an old cliché that we use as
Americans use, if you're a jack of all trades, or perceived as a jack of all trades, you're going to be
perceived as a master of none.
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I'd rather be perceived as a master of one trade and have people not do business with me because
they didn’t know | did other things, and have specific people do business with me, and capture their
interest in the other things that | do. Does that make sense?

It does, absolutely. And just one other example similar to that that | can think of is when
people put up web sites with let's say a lot of affiliate links, or a very general web site,
especially let's say related to internet marketing ... if you keep it too general there’s so many
of them people would visit and think "What's the point? It's the same as every other web
site”. And move on.

Make it a lot more specific and it can hook people in. Obviously, by being very focused it
could hook a small percentage but if you think internet wide that percentage can still be a
large amount of people.

There’s no question. | do something very interesting that will dovetail nicely from that statement. |
have a web site called AskAlexMandossian.com.

It just went up, and the reason | did it is because many people have one question to ask me. And
they can't ask that question the way they would like to. Email doesn't typically cut it, so every once
in a while I'll send out an email and say "Okay, I'm doing AskAlexMandossian.com" and the only
difficulty is how to spell my last name.

But if they get that correctly they’ll go to AskAlexMandossian.com and I'll typically have a lightning
round hour of questions. And so what happens is I'll say "What's the single most important question
you have about blank?"

So it could be about postcard marketing, it could be about traffic conversion on the internet, and then
a bunch of people respond, they pick a certain hour, and then | give them a five minute slot, 300
second slot, to ask me that question.

And so | get however many 5 minutes are in an hour, | think it's 12. They're assigned a time slot
and according to time.gov they just call me right on the hour, by the second and then they ask me
this one question. And what you just said a woman asked me the other day. She had 50 ebooks,
five-zero, that she’s selling on a web site.

And she asked me "Why is this not converting?"

And | said "Madam, you are much better selling one eBook and giving excerpts from that as your
opt-in, and giving 49 free eBooks as a bonus, than selling 50 eBooks. Because you confuse the
person".

So it's much better to sell one item and give 49 free bonuses, even if all 50 are part of the deal,
because the human mind, the monkey brain, the very primal part of the brain, can attach itself to
that, plus it's looking at all the greed of 49 free eBooks "Gosh, why not?".

You can have bullet points -- 49 free eBooks , and one by one talk about what each eBook reveals.
That is far more powerful than 50 eBooks, because the first thing the mind says is "Where do |

start?". You don't want them to ask the question. You want them to ask "Okay, | know where to
start, how badly do | want this? | get 49 free Ebooks, and | can return it if I'm not satisfied".
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So | think that really illuminates the question you were asking -- it's a very good case-study, if you
had 50 eBooks to sell for $19.95, sell one, talk about the virtues of that one, give them excerpts of
that one as they opt in, so you capture an email address and a first name, and then give 49 eBooks
as a bonus. Does that make sense?

It does, yes. I've discovered this as well -- you want to offer as few choices as possible. In
effect, you want people to opt-in, leave, or order and anything else, it dilutes the whole power
of the web site.

My idol, and just widely known marketing maverick and world class copywriter Joe Sugarman ...
luckily | get to say this while he’s still with us and has many, many more years with us, because
typically we make statements like this posthumously, but | have worked with Joe on one project in
which he gave me a very generous testimonial with a project called the 21 Mind Motivators | did with
Yanik Silver ... Mind-Motivators.com if anyone wants to see the copy on that page, and he gave us a
testimonial.

He wrote the book Triggers, and many many other books and he did the BluBlocker commercial on
the infomercial.

It was a Swiss Army watch, and Swiss Army the person who had the license | guess went back to
Joe and said "We have these six makes and models" and they were trying to sell it like a department
store would. And Joe said "Forget that, | want one make and model, here’s the one | want".

And so they went head to head. They did an A/B split. One ad had all six watches, and the other ad
just had one watch. Guess which one he found pulled more?

The single one! And Joe knew that, because Joe was smart through the University of Hard Knocks.
We call it the HK, University of HK. And he just learned through skinning his knees and I'm grateful,
and just reading that case study and listening to a tape that I'd listened to early in the morning one
day, | was about to spend a few thousand dollars on an ad that had multiple choices and | chose not
to take that track, instead | just sold one item and it did very, very well, so if you have a choice to sell
six things, sell one and give five bonuses.

And just as a slight tangent to that, by saying that people might get a bit concerned that if an
upsell may dilute the offer, but it actually has the opposite effect doesn't it, even though it is
in a way offering more choice.

The upsell, is not the offer. The upsell is the upsell.

So Louis, I've just decided I'm going to buy one eBook for $19.95 and get 49 bonus gifts of eBooks.
Then | go to the order page and then | see an upsell for a piece of software of some kind, or let's say
an eBook generator, some type of eBook generator.

My good friend and colleague Armand Morin has eBookGenerator.com and there’s a whole slew of
products that are Generator based -- GoGenerator.com you can see the entire array there of
Generator products.

But let’s say you had an eBook Generator because someone’s buying an eBook and then 49 free
eBooks as a bonus. The upsell is the eBook Generator software. For $97. They've already
decided to buy the book, the ebook. They’re not confused about that, they've already made that
decision while they’re in that zone of purchasing.

Page 12


http://www.mind-motivators.com/
http://www.ebookgenerator.com/x.cgi?id=39548&pid=4020
http://www.gogenerator.com/x.cgi?id=39548&pid=4463
http://www.gogenerator.com/x.cgi?id=39548&pid=4463
http://www.ebookgenerator.com/x.cgi?id=39548&pid=4020
http://www.ebookgenerator.com/x.cgi?id=39548&pid=4020

You're saying "How would you like to get a piece of software that can make eBooks for you?
Especially if you want to become an online author."

Well that's a pretty good upsell. And typically anywhere from 20% to 40% of people will purchase
that just with maybe 50 or 60 words of copy...

"Take advantage of today’s special value and get the eBook Generator for only $77. That's a
saving’s of $20 from the normal $97 price. Click here or add 1 down below to add this to your offer."

That's all you have to say.

And typically 20% to 40%, depends on the person visiting your web site, will say yes. That is not
confusing the offer, the offer has already been purchased, they're either going to say Yes to the
upsell, or No to the upsell.

So it should not be confused with too many offers. I've even had double upsells. "Oh, you want
that? Great. How about this one?".

I've even gone as far as having double, double upsells because it does work, and why not give the
person a choice?

Yanik Silver, good friend and colleague, he has double upsells all the time. All the time.

Just before we move off this subject, something very interesting which kind of takes
everything you've said in a way of not offering too many choices and also how to position
the offer...

| believe the product’s called Instant Internet Empires, put together by Frank Kern.

Yes, Frank Kern is a very smart guy, actually, he’s also a coaching client and that's a very, very
smart offer he's put together.

Because it is in fact products which have been readily available but the way he packaged it
and positioned it created a lot more interest than what people have done in the past with
those products.

That exact same product is available, yes.
And that’s really taken off.

Absolutely. It's available by another online marketer who | just recently mentioned, and he’s a
reseller, Frank is a reseller, he’s brought a bunch of traffic over to a web site, and also he has |
believe CashFlowCircle.com and he talks about the Instant Internet Empires concept. He'’s
repackaged it and by repackaging and repositioning it he’s breathed in new life just by changing the
positioning and having a little different spin on the copy of what the offer is.

So it's interesting -- let's say you are creating a popup generator course like Amazing Popups by
one of my JV partners and good friends Jonathon Mizel. You can see it at AmazingPopups.com
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I’'m not an affiliate of his, so most of these I'm giving you I'm not even affiliated with business-wise so
go take a look at AmazingPopups.com. That's a popup generator course on how to bring popups to
bring more profits.

And Jonathon is one of the old-timers on the internet dating back to 1993, so he definitely knows
what he’s talking about.

Well, that course is positioned as how to use popups but if you go to Overture search engine tool or
if you go to Google you'll find that there’s a lot of people who look for ways to kill popups, especially
consumers and IT people. The IT industry hates popups.

And this is something that was bought to my attention by Armand Morin of GoGenerator.com and he
of course has eCover Generator and eBook Generator and all those great products.

And although he does have a popup generator ... he has PopupGenerator.com, he looked at it as
the antithesis and he’s working ... by the time this interview is published, he will have a project | think
that’s called PopupZero.com ... don’t quote me but | think that’s what it's going to be called. And it's
a piece of software that kills popups.

Now listen to why this is so incredible -- he’s repositioning his own Popup Generator to go after all
the people who are uninterested in that and want a way to instantly kill popups. Obviously they're a
different source of people.

So repositioning just the way Frank did of an existing offer can be the lowest hanging fruit and the
fastest, easiest, most economical way to capture more profits, or dramatically increase your profits
online and offline without spending an extra dime on research or advertising.

Because it's already there, it's looking where the market is and with tools like what Google offers for
advertisers and WordSpot as well as the Overture search engine tool you can very quickly find out
that heck, there are a ton more people wanting to kill popups, versus having killer popups.

Think of this Louis -- one word makes all the difference. Killer popups could be a course about how
to create great popups. Popup Killers is another course on how to kill popups. So one word, where
it's positioned changes the entire context and hopefully that little case study shows you ways of
thinking of the antithesis of what everyone is offering.

If | had a course on how to eliminate postcards from your marketing mix because there was a big
demand for that, | would come up with one. | just haven't found a demand for that yet.

So look at what you're doing, and think of the opposite, and you may have a whole new market.

Just one final thing ... we’ll move onto actually creating the copy, but going back a little
actually to what we spoke about that you initially worked and learnt your trade offline and
only recently in effect moved online, | can speak from experience

| actually started in a small mail order business a few years ago and | didn’t make any money
at all in any sort of marketing, until | actually got the hang of copywriting. And that's why in
my own newsletter I'm quite adamant -- | keep saying "Learn to copywrite, learn to copywrite
-- it's about the best time you can spend to learn anything".
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And that's why when you see people trying to learn about search engine tactics or whatever,
those things will come and go, but | feel if you learn direct marketing, especially copywriting,
I think you’re going to make money whatever the tactic of the month is.
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Introduction To Writing  Copy
| can define copywriting in two words: applied psychology.

A good copywriter is a great communicator. Very, very simple. And copy is like oxygen, it can
breathe new life into any marketing campaign, take any business off life support ... anyone listening
right now, if you're finding yourself working harder and harder each day, only to get fewer and fewer
qualified leads, learn to become a direct marketing copywriter.

If you can’t distinguish your marketing methods from your nearest competitors, learn to be a direct
marketing copywriter.

If you're trying to squeeze out the last ounce of profit from a dying business model, learn to become
a direct marketing copywriter.

On and offline. On the web or off the web. You owe it to yourself as a direct marketer ... which
means getting a direct order, it does not mean going to a store and picking up something to
purchase, this is directly. I'm communicating with you and I'm giving you a way to purchase from me
directly.

You owe it to yourself and your business to use copywriting as a secret weapon for the next
campaign that you launch, and it will seriously make your response rates soar. Increase the pulling
power of every ad that you have.

That may sound like a commercial, but it's been indelibly etched in my mind. | didn’t read it from
anywhere. It's just there to know because | remind myself how important it is to write copy.

If ’'m not communicating with my reader | don’t have a sale and I'm not giving them the opportunity
to buy. I'm confusing them. That's what it means to be a great copywriter and it can be easier than
you think if you just record yourself, just like Eugene Schwartz one of the greatest copywriters of all
time, he’s no longer with us but he is my idol. He’s my favorite copywriter of all time.

He took a tape recorder with him, he interviewed Martin Edelston | believe it was in New York at the
time, he interviewed him and 30 minutes into that interview the idea of Boardroom Reports which is
the largest consumer publication newsletter that goes in the mail, was born. From what Martin told
Eugene that historic date.

So all you have to do is record yourself or have someone interview you like you're doing me right
now Louis, and take those words about the subject at hand or maybe call your best sales people
and ask them "Why do you do so well? Tell me how you go about selling all those customers?”

Take those words, transcribe them, and you have about 80% of the research you need. You don't
have to be a great writer, but you do have to be a great communicator.

And what | found ... speaking from my experience, what's very important is the style and as

you say you can do that by transcribing a conversation or a sales presentation and I just find
personally speaking because the sort of products | deal with obviously there’s no telephone

selling, for me it's been a process learning the style, and obviously studying good examples.
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