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Introduction 
 

No matter what business you are in, you are selling to the same customer as every other business: 

you are selling to a person. 

 

And just as the law of gravity is constant, and applies all over the planet, so it is with human 

nature. The principle of persuading prospects to respond to your sales messages is subject to 

certain immutable laws that can be applied to any business. 

 

Always remember that what determines how successful you will be is not so much to do 

with your product or service, but much more to do with your marketing and selling skills. 

 

Background to Common-Sense Marketing 
 

I have spent the last twenty five years or so, systematically studying the work of the greatest 

marketers, from the early 1900’s to the present day. 

 

What has emerged is a step-by-step system I call Common-Sense Marketing. 

 

When you apply these marketing procedures that, for many years, have proven to be more sales 

and profit-efficient than any others identified, your success will become predictable.  

 

Common-Sense Marketing will work for any business, including yours, because it is based on 

simple underlying principles that will always be true about human nature. And attracting new 

customers becomes a certainty. 

 

What this means is that, from now on, you will always be in total control of your business. 

 

 

How to use this Guide 
 

I suggest that you read through each part of this guide with a paper and pen handy so that you 

can jot down notes and ideas as they come to you. Then, at the end of each section, DO NOT 

move on to the next part until you have come up with at least three action points that you will 

take and apply your business in the following days and weeks. 

 

Good luck, and happy marketing! 

 

Best regards, 

 

 
 



 4 

STRATEGY # 1 

What’s In It For Me? 
 

 

Virtually all companies are immersed in a culture of “we must GET more”.  

 

So your focus is on you, and you tend to talk a lot about what you have, and what you do, or 

what you know. This follows through into your advertising, brochures, mailings, seminars, sales 

presentations and all other types of activity which you’ve tried.  

 

Occasionally you’ve had a genuine success. But most of the time you’re frustrated and dejected 

with the results. Let me explain … 

 

 

 

EVERYONE ELSE, INCLUDING YOUR PROSPECTS AND CLIENTS, ARE 

ALSO PREOCCUPIED WITH THEMSELVES. FRANKLY THEY DON’T CARE 

MUCH ABOUT WHAT YOU HAVE, OR WHAT YOU DO, OR WHAT YOU 

KNOW. IN FACT, THEY’RE DOWNRIGHT INDIFFERENT ABOUT YOU. 
 

 

 

Does your marketing answer the prospect’s question “What’s in it for me?” If so, you will - at 

the very least - have an opportunity to win their business. If not, they will already have turned the 

page. 

 

 

Institutional vs Direct Response Marketing 
 

Most marketing is what is described as "institutional" or "image" marketing. It belies an inward 

focused "my business is so important" message, rather than an altruistic "you, the customer, must 

come first" message. 

 

It says to prospects "you must be interested in buying what I am selling, so give me your money 

instead of a competitor". Messages like this are largely ignored. 

 

 

How to recognise if your advertising is institutional 
 

Institutional advertising is advertising that doesn't directly ask for a specific response. 

It is characterised by ads that either have the company name or a glib play on words as the 

headline at the top of the ad. Very little copy appears on the ad., only a list of products or 

services provided by the company. There is no incentive to call now. 
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Another tell-tale sign of institutional marketing is that it is dominated by features, without 

reference to the benefits your prospect will enjoy.  

You Must Link features to benefits 
 

Your perfectly targeted audience are just like you and I, they have certain triggers that must be 

pushed in order to complete a sale. 

 

Without good benefit-led copy, they will never be educated as to the full range of benefits your 

service offers. 

 

They will never be forced to act on an initial interest and will instead become the customer of 

your competitor who provides the information and reassurances they are looking for up front. 

 

So force the prospect to visualise the end result using word pictures, testimonials, illustrations, 

case studies etc., and explain how your solution will meet their needs better than any other 

supplier. 

 

Keep asking “which means that…?” at the end of any statement you make in your marketing. 

 

Direct Response Marketing Experts such as Claude Hopkins, Albert Lasker, John Caples, Rosser 

Reeves, David Ogilvy and Drayton Bird, have conducted literally tens of thousands of market 

tests, involving many millions of pounds of investment. 

 

They have proved beyond any doubt whatsoever that customers and prospects respond in 

significantly greater numbers to marketing messages that offer detailed, useful information that 

explains and educates your prospects about the results they will enjoy, rather than to institutional 

corporate statements about how great your company is. 

 

Can you see how, by taking the focus off yourselves, getting out of the ego of your company, 

and getting into the ego of your prospects, your marketing messages will become much more 

powerful and successful because they focus on the needs of others, not on your own needs ? 

 

What I am asking you to do throughout your reading of this Manual, is to continually assess your 

marketing for this “inner focus” 

 

- Asking yourself: “is this good salesmanship?” 

- and then coming up with action points to boost your effectiveness and build more sales.  
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STRATEGY # 2 

Market Positioning and Your USP – 

The Foundation of Your Marketing 
 

 

Random acts of marketing don't work. You can't just jump in and start swinging the promotion 

hammer, making it up as you go. You must plan and build on a solid strategic foundation. 

 

Why should I prefer to buy from you, rather than from your competitors? 

 

Your carefully researched and tested answer to this question is your unique selling proposition or 

USP. 

 

Your USP is your marketing foundations. It’s how you create a meaningful point of difference 

and competitive advantage for your company. 

 

For example, if I said: 

 

“The world’s favorite airline” What company would you think of? 

 

Avis Rent a Car 'We're number two. We try harder.' 

 

Federal Express 'When it absolutely, positively has to be there overnight.' 

 

Dominos Pizza    'Fresh, hot pizza in 30 minutes or less' 

 

 

What do all three of these statements have in common?  They are powerful statements of 

uniqueness that helped to propel their respective companies to success. 

 

Avis Car Rental knew that Hertz, the number one car rental company, was so much bigger than 

them that they couldn't compete head on so they positioned themselves as the number two car 

company that worked harder for the customer. 

 

Federal Express based their slogan on a promise of delivery reliability.  Dominos based their 

slogan on the fact that most pizza eaters don't care how much stuff is on it but that it was hot, 

fresh, and delivered fast. 

 

A key starting point is to focus on the end result. 
 

It's easy to think that people want a doctor, when they're ill. But they don't want a doctor - they 

want to get well. They want what the doctor can give them. 

 

They don't want the medication. They want pain relief. 
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The DIY enthusiast doesn't want to buy a drill. He wants the hole that the drill can give him ... 

quickly and easily. 

What problem are you solving for your customers? What benefits are you really giving them?  

 

How to develop the most powerful Unique Selling Proposition for your business 
 

You can’t sell sameness.  You can only sell differences.  Even among products and services that 

seem to be alike, you have to find or create, differences and emphasise them. 

 

If your USP revolves around non-specific ideas on “quality, service and value”, it is 

meaningless. 

 

What is your USP?  Why should I buy from you, rather than from one of your competitors?  

 

Could your competitors claim exactly the same benefits you are offering? Could they replace 

your logo with theirs, and your literature would still work for them? 

 

If so, you don’t have a USP, or a competitive position in the market place. 

 

 

The Court of Last Resort 
 

How is your company and its products or service currently perceived by consumers and 

prospects compared to your competitors? 

 

Are you regarded as more or less expensive, traditional, technically advanced, exclusive, 

experienced, friendly, reliable, inviting than your competitors? 

 

What are the biggest problems and headaches your prospects want solving? What would make 

them place their business with you? 

 

Unless you know up to date answers to these questions, you are in danger of following a 

marketing strategy based on gut feel rather than reality. 

 

The buyers of your product or service, are the only people who have the right, and ability, to 

judge which sales benefits, USP and market positioning they prefer. They are the court of last 

resort. 

 

The one, and only, way to ensure your USP appeals to the greatest number of prospective 

customers is to ask them. 
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By conducting market research with a number of existing and lapsed customers, plus prospects 

that you have quoted but didn’t win business from, you will find out when and why they would 

consider buying from you. 

 

• By speaking to a number of existing customers you will find out why they buy from you. 

Often this is not for the reasons you might think. You can search for any bones of contention 

they might have, explore opportunities for referrals, and ask for testimonials. 

 

Here is a sample telephone questionnaire you can use to contact your existing customers or 

clients. It can also be adapted for lapsed clients and companies you have quoted but not won 

business from. 

 

Existing customers questionnaire  
 

Good Morning 

 

My name is _____ _____. I’m calling on behalf of XYZ Company. 

 

The reason for my call is that XYZ have provided you with (products / service) in the past and 

were delighted to have been able to do so. 

 

But as your requirements change they want to make sure the products and service that they offer 

are the very best for you. 

 

And we are asking for your help. 

I will only take up a couple of minutes of your time as I have a few short questions concerning 

the products that XYZ are currently providing or have provided recently. 

 

Please be as frank as you want as these results will be presented to XYZ in a non-attributable 

form. 

Is that OK? 

 

1. How did you hear about our clients? 

 

2. Why did you choose XYZ over their competitors? 

 

3. Is that the main reason you continue to deal with them, or has another aspect of their 

service assumed pre-eminence? 

 

4. What do you associate XYZ with? 

 

5. What is the biggest problem you associate with dealing with our clients’ type of 

business? 

 

6. Do they keep their promises? 
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7. If you had a magic wand, what single most important thing would you do to enhance our 

clients’ service? 

 

8. Would you consider using their products and services again? 

 

9. Would you recommend others to consider using their products? 

 

10. Are there any other companies you know of that our client may be able to help in the 

same way? 

 

11. Would you be prepared to write a short note explaining how good you have found XYZ 

to be, so that we can show it to other potential customers to reassure them when they are 

first contemplating starting a business relationship with XYZ? 

12. Is there any thing else you would like to add? 

 

I appreciate your time. Thank you. 

 

 

• Speak to people who contacted or visited you, but didn’t place an order. Establish their 

precise needs, and understand why they placed their business elsewhere. 

 

• Also talk with lapsed customers to find out if they have since bought from elsewhere (and if 

so from whom, and why have they stopped dealing with you).  Find out if they would mind 

you getting in touch again/more often. 

 

• With non-customers you need to understand their perceptions of your company compared to 

the competition. How do you help them overcome any fears and doubts they may have about 

contacting you?  

 

With all groups you will be able to identify which unique benefits and which sample positioning 

statements are most compelling, and evoke the most motivating response. 

 

• Your Competition  

 

You can research their strengths and weaknesses, and see what can be learned from them. This 

would include visiting or contacting selected companies to experience their service, and identify 

what sales message they are offering. 

What, if any, unique selling proposition are they promoting to the market? If you know this, then 

you can develop a competitive positioning and strategy that will give your prospects reasons to 

prefer dealing with you. 

 

After completing your research, you will then be in a position to create a distinct and compelling 

position in the minds of your prospects, so that you have the opportunity to grow and steal share 

in your marketplace. 
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“Nothing you will ever do will be as important as developing your strategic positioning.” 

Eric Schulz, former Director of Marketing for the Coca-Cola Company. 

 

If you are selling something, you need a positioning statement and USP to define why prospects 

should buy from you instead of someone else. 

 

If you short circuit the above process, don’t expect the sales picture to change  anytime 

soon. 
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STRATEGY # 3 

Getting Your Message Across – 

It’s All About Developing Relationships 

 

There are three levels of relationship you can have with your prospects: 

1. ‘Trusted Advisor’  

2. ‘Consultant’  

3. ‘Salesperson’  

Only one of these has the prospects’ best interests truly at heart (remember GIVING versus 

GETTING?). And only one leads to maximum long-term sales and profits. 

At first contact your prospect immediately puts you in category 3 - “Salesperson”. 

And unless you are in a face-to-face situation, consultative selling is difficult to implement. 

 

The key to being able to raise yourself from a ‘Salesperson’ 

to the ‘Trusted Advisor’ role is POSITIONING your company properly. 

 

FACT:  Prospects always prefer to buy from the industry experts 

Unless you want to follow a strategy of competing solely on price (and someone, eventually, will 

always be able to beat you at this game), you must position yourself as THE authority in your 

industry. 

There are several keys to successfully using this approach, but they are all designed to overcome 

the dominating thought in the prospects mind:  

WHY? 

All your customers want to know is ‘Why should I choose you?’, ‘Why should I take this 

decision?’, ‘Why should I spend this money?,’ ‘Why should I look at your website?’, ‘Why 

should I read your brochure?’, ‘Why should I agree to an appointment?’ 

 

The only way to answer all these questions is with relevant information, facts, figures, 

illustrations, case studies, independent reports, testimonials, guidelines and other knowledge that 

GIVES your prospect more value than your competitors. 
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In providing all this useful, informative education that helps your prospect make the best 

decision for them, you will automatically have become the expert in your industry or 

profession. 

Why you must change your marketing (and your mindset) from     

GETTING to GIVING 
 

Just think about how your own mind works when you are in the market to buy something. Say 

you want a new television or car or holiday, or you need to hire a new accountant or plumber. 

Suddenly you want as much information as possible.  

 

You become a sponge for relevant facts or figures about the product or service. You consciously 

or sub-consciously make comparisons, evaluate your options and consider the worse case 

scenario before you can make an educated decision. 

 

Always remember, your prospects are desperate not to make a mistake.  So ask yourself, how 

many of your prospects’ doubts or fears or probable questions are answered by the wording of 

your ads or mailings? How are you helping them to make the best decision, or encouraging them 

to take the next small step in the buying sequence? 

 

What free information do you offer via reports, case studies, testimonials or independent test 

results? 

 

Hard offers versus soft offers 
 

Hard offers involve a personal interaction between the buyer and seller. They include invitations 

such as: 

 

• Free needs assessment / audit 

• Free consultation 

• Free survey 

• Free estimate 

• Invitation to seminar 

• Free demonstration 

 

Hard offers are more common because they are more in the interests of the supplier. They see 

them as the natural next step in GETTING the order. The prospect however, sees them as a 

major commitment, which in most instances they are unready to make. 

 

They still have too many unanswered questions. The timing is too soon, and remember, it’s their 

buying process that’s important, not your sales targets. 

 

Soft offers are so named because they don’t involve a one to one meeting, or any direct personal 

contact, with the company making the offer. As a result, soft offers are the most painless, risk-

free way for a prospect to display an interest in what you have to offer, and response tends to be 

high. 
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The best soft offers involve free reports or booklets. This is much better than offering a free 

brochure, because reports appear more tailor-made for the prospect, and their content can be very 

specific in nature. 

 

A special report is usually a step by step list of guidelines produced by a specialist for the benefit 

of your reader. The report’s aim is to instruct the reader on how to achieve a certain objective 

successfully, or avoid common mistakes that others have made.  

 

The report should come across as an independent piece of work that relates real-life examples, 

not theory or concepts. The report should never try to sell your company and its solutions, until 

the very last page. Here you can offer further useful information (another report on a different 

aspect of your industry is ideal), as well as making a hard offer, if appropriate. 

 

Examples include: 

 

• “The five biggest mistakes people make when buying new windows – And how to avoid 

them” 

 

• “The seven key questions you must ask before buying your new windows – And the 

answers to them” 

 

How Many Times Should You Follow-Up? 

How many meetings does it take before you feel comfortable forming a friendly, trusting 

relationship with another person you have just met? Three? Five? Perhaps even Ten or More? 

You would think I’m mad if I suggested you should form a trusting friendship after just one 

meeting, wouldn’t you? 

Yet that is what businesses expect to do every day of the year! 

Every successful business relationship is also a personal relationship. People do business with 

people they like and trust 

Forming a successful buyer/seller relationship is almost identical to the process of forming a 

personal relationship, but in a professional arena 

80% of prospects who enquire about a product or service will end up buying it within 12 months, 

but typically less that 20% will buy from the company that they first contacted. 

Why is this so? 

Because they need to be courted, nurtured, reassured, educated and befriended first. 

What do you do with the leads that don’t turn instantly into appointments? 
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You must develop an ongoing education programme. 

Communicate regularly with customers and prospects, because people buy into your service 

when THEY are ready to buy, not when YOU are ready to sell. When an enquiry is generated 

(for example they request a FREE Report), all they are basically saying is that they are interested 

in buying what you have to offer (but NOT necessarily ready to buy yet).  

"Yet" is the important word here. This means that at some point in time they will be ready to 

buy, and the company that gets the sale will be the one who stayed in front of them until they did 

become ready to buy. When you educate your clients about the advantages, benefits and 

superiority of your service over time, they will become eager customers. 

Such a programme of regular contact will benefit greatly from some basic Database Management 

and Customer Relationship Management software. If not already in place, consider solutions 

such as Act, Goldmine or similar. This will help you measure your effectiveness, and automate 

much of your follow-up activities. 

To make this strategy as cost effective as possible, it is important that you make the capture of 

prospect email addresses a high priority. 

 

In your follow-up system, you could use any combination of Email, Phone Calls, Letters, Case 

Studies, Newsletters, Postcards etc. 

 

Realise that it sometimes takes A LOT of information and advice for the prospect to see 

you as a Trusted Advisor rather than Salesman. 

 

That’s why marketing isn’t about sporadic bursts of activity, but about building long-term 

presence and value in your prospects’ mind. 

 

The purpose of all this information and education is to warm up your prospects so that they will 

be willing to meet you and discuss their needs. 

 

And because you have GIVEN greater value and service before you even meet, your 

prospect has already answered many of the questions and doubts in their mind. 

 

They have justified to themselves (and their spouses/partners/colleagues) why they should 

give you their business. Because they want the results you offer to solve their problem, they 

are already emotionally sold on doing business with you. 

 

You will also be rewarded with higher margins (and a string of referrals) from the friends you 

make.  

 

GIVE more service and value than your competitors and you’ll generate more enquiries, make 

highly qualified appointments, and outsell everyone in your market.   
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STRATEGY # 4 

How Do You Get the Attention of 

Your Prospects? 
 

 

Now you have researched and developed your key selling messages, it’s time to start 

communicating them to the marketplace. But you have to be quick. 

 

You have only 5 seconds maximum to capture your prospects’ interest. How do you do it? 

 

Often it’s even less! Just one or two seconds. Before you’ve even been noticed, your prospect 

turns the page, walks past your exhibition stand, or drops your mailing in the bin. 

 

You must capture your prospects’ interest immediately, or you’ve lost your chance to ‘sell’ to 

him or her. 

 

Consider for a moment the way the human mind deals with and absorbs information. Nobody 

reads a whole newspaper or magazine. 

 

 

Headlines are the key 
 

Whether it’s your mailing, insert, flyer, brochure, advertisement, email or web page, your 

headlines are absolutely critical to your success. 

 

A good headline grabs attention and stops your prospect dead in their tracks. (Think of it as “a 

gun in your face”). It should aim to seek out and appeal only to your intended target market. 

General, catch-all headlines are wasteful because your service or products will only ever interest 

people who are looking at this moment in time. 

 

 

How important are headlines to the success of your marketing? 
 

According to advertising genius, David Ogilvy, on average, five times as many people read the 

headline as read the body copy. And a change of headline has been shown to make a difference 

of ten times in sales achieved. But what makes a good headline? 

 

 

Why you must test alternative headlines 
 

The sole purpose of a headline is to offer the reader a reward for reading the body copy. The 

wrong headline, or no headline at all, can result in the failure of the ad to achieve its sole 

purpose: to lead the reader into the main sales message. 
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Your headline is 90% of the reason customers and prospects will respond to your sales message. 

Therefore you cannot afford to just settle for the first headline you come up with. The minimal 

effort involved in writing and testing different alternatives will pay huge rewards – because your 

headline really does have a huge impact on the performance of your ad or sales letter. 

The following headline I created for a wholesale cooperative increased the response to their 

marketing by 800%: -  

 

“How Your Shop Can Generate £ 1,000 Extra Income, Reduce Costs, 

And Get Free Radio Advertising!” - By A Shop Owner 

 

Below is a headline for a two year business correspondence course. Written by Bruce Barton, 

former chairman of BBDO, Inc., it attracted so many coupon replies that it was run again and 

again in newspapers and magazines for seven years: - 

 

A wonderful two years’ trip at full pay – 

but only men with imagination can take it 

 

David Ogilvy tells of writing 104 headlines, and trying them out on his colleagues before he 

came up with the classic: - 

 

At 60 miles an hour the loudest noise in this 

new Rolls-Royce comes from the electric clock 

 

Research has shown that the reader’s eye travels so fast when scanning through web pages, 

newspapers and magazines that the reader doesn’t stop to decipher the meaning of obscure 

headlines. Don’t play games with the reader. 

 

Use plain English, and follow the following three basic guidelines: 

 

1. Attract the attention of your target audience in your headline and opening remarks 

2. State your proposition or offer in a benefit-led way i.e. state the best possible reason for 

reading the rest of your copy 

3. Unless your headline succeeds in getting read, your advertisement will fail. So take as 

many words as you need to make the headline have a magnetic attraction to your 

prospects. (Your headline must be the dominant feature of your ads). 

 

 

We all know the importance of a powerful headline. However, writing a great headline isn't 

as easy as it sounds.  

 

An effective headline will literally force your potential customers to learn more. It will instantly 

ignite a certain emotion and intrigue them to read on. 

 

In order to write an effective headline, you must learn how to use specific words to achieve a 

specific reaction. 
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How to write sales copy that sells… 

 
Before attempting to write your headline, you must first learn a little bit about the basic human 

motivators. According to psychologist Abraham Maslow, human behaviour is always the result 

of one or more of five basic needs. He listed these needs in a sequence that he refers to as "the 

hierarchy of human needs."  

 

 

He believes that until a less important need is met there won't be any desire to pursue a more 

important need. Below are the five human motivators, beginning with the basic needs and 

continuing to the most important needs. 

 

• Physiological - Basic human needs include hunger, thirst, shelter, clothing and sex.   

 

• Safety (Security) - Human need for physical, emotional and financial security 

 

• Social (Affiliation) - Human need for love, affection, companionship and acceptance 

 

• Esteem (Self Esteem) - Human need for achievement, recognition, attention and 

respect 

 

• Self-actualisation - Human need to reach their full potential. 

 

When you are aware of the basic human needs, you can incorporate these needs into your 

writing. A great headline will appeal to your potential customers' emotions. You must feel their 

needs, wants and desires and write your headlines with passion and emotion. 

 

When writing your headlines, keep in mind; you only have a few seconds to grab your potential 

customers' attention. If your headline doesn't immediately catch their attention, they'll simply 

move on and never return.  

 

Read on to discover several secret formulas used by professional copywriters to write 

compelling headlines… 

 

1:  How to 
"How to Increase Your Sales Up to 500% by Using This One Simple Strategy" 

 

Headlines beginning with 'how to' are very successful, as the Internet is all about information. 

Internet users have a strong desire to learn. A headline beginning with 'how to' immediately 

grabs your potential customers' attention and forces them to read on. 

 

2:  Question 
"Are You Sick and Tired of Working For Someone Else?" 

 

Headlines written in the form of a question are very effective, as they appeal to your potential 

customers' emotions. When they read a headline written as a question, they'll answer the question 
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in their mind. If the question identifies a specific need, want or desire, they'll read on. 

 

3:  Command 
"Double Your Income Within the Next 12 months -- Guaranteed!" 

 

A command headline focuses on the most important benefit your product or service has to offer. 

It instantly demands your potential customers' attention and intrigues them to read on. 

 

 

4:  News 
"Announcing a Brand New Breakthrough in E-Publishing" 

 

News headlines are very effective and used to announce new products and services. They are 

written in the form of an announcement or introduction and create curiosity. 

 

5:  Testimonials 
"Internet Marketing Exclusive is Pure Genius -- Our Sales Have Increased by 40%!" 

 

Headlines written in the form of a testimonial are very effective, as they instantly begin building 

trust. 

 

6:  Bonus: Power Words that work 
When writing your headlines, certain words, when combined together, will literally draw your 

readers' attention to your ad.  On the next page are a  few of these "Power Words" that 

consistently work. 

 

Breakthrough Discover 

Discovery Easy 

Free Guaranteed 

Hidden Incredible 

Love Master 

Money New 

Powerful Profits 

Proven Results 

Revealed  Scientific 

Secret Shocked 

Shocking Ultimate 

Uncovered You 

Your  

 

According to a Yale University study, the following words are the most powerful words in the 

English language.  

 

Money Discovery 

Save Easy 

New Love 
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Health Proven 

You Results 

Guaranteed Safety 

 

Just as certain words ignite different emotions, certain subjects have a broader interest than 

others do. Some of the most popular subjects include wealth, love, health and safety.  

 

Take your time and try the different formulas according to your needs. Use a combination of the 

power words and write a headline that sells. 

 

By learning the art of writing headlines that focus on the basic human needs and emotions, 

you can increase your sales considerably. 
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STRATEGY # 5 

Let’s get specific with your Sales Messages 
 

 

Why detailed sales messages hold the key to marketing success… 

 
Millions of pounds of marketing tests which track the type and style of sales message that people 

respond to most have proved conclusively: 

 

Customers respond to detailed, informative and educational sales copy much more than to short, 

sharp, minimal copy which contains no evidence or proof of results. 

 

How often do you receive, or send out an email or sales letter that basically says the following: 

 

Dear Sir, 

Many thanks for your valued inquiry. Please find attached our Company brochure which 

details our ABC services. Our company has been established since 1955, and is 

committed to providing the highest levels of service in our industry.  

If you would like to receive any further information please do not hesitate to contact me. 

Yours sincerely, 

 

This kind of message is a huge missed opportunity. 

 

By writing a good, effective, compelling sales copy the results to following up your enquiries 

and converting them into appointments or sales can be dramatically improved. 

 

Remember, your sales copy is simply a salesman in an email, or on a web page, or in an 

envelope. 

 

But how do you make sure your copy conveys your sales presentations with as much skill and 

compelling evidence, including a closing sequence, as your very best salesman? 

 

As with all the Common-Sense Marketing strategies that we are discussing, good sales messages 

rely on their effectiveness by understanding the basics of human psychology.   

 

 

The following 12 point guide provides a very good template for you to write sales copy that will 

generate a very profitable response. 

 

Overcoming the Hurdles Leading to Buying Resistance 
 

Every person has some form of buying resistance. The objective of your sales message should be 

to overcome your reader's buying resistance while persuading them to take action. 
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I liken writing sales copy to running a steeplechase foot race. The first one to the finish line who 

has jumped over all the hurdles is the winner, or in this case, gets the response, enquiry or sale. 

 

Whether you're giving a sales presentation in person or on paper, or in digital form, the process 

of overcoming the hurdles leading to buying resistance are much the same. These hurdles are 

manifested in many spoken and unspoken customer comments such as: 

 

1. "You don't understand my problem"  

2. "How do I know you're qualified?"  

3. "I don't believe you"  

4. "I don't need it right now"  

5. “It won't work for me"  

6. "What happens if I don't like it?"  

7. "I can't afford it"  

 

Results-oriented sales copy will need to address some or all of these objections to be effective. 

 

The 12-step sales copy template is designed to overcome each of these objections in a careful, 

methodical series of copywriting tactics. The 12 steps are: 

 

1. Get attention 

2. Identify the problem 

3. Provide the solution 

4. Present your credentials 

5. Show the benefits 

6. Give social proof 

7. Make your offer 

8. Inject scarcity 

9. Give a guarantee 

10. Call to action 

11. Give a warning 

12. Close with a reminder 

 

Each of these 12 steps add to reader's emotions while calming their fears.  

 

Remember, Motivation Is An Emotional Thing 

 

It's important to remember that people are motivated to buy based on their emotions and justify 

their purchase based on logic only after the sale. This means that each step in the sales copy 

process must build on the reader's emotions to a point where they are motivated to take action. 

 

 

The 12 elements of winning sales messages: 
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1. Get Attention 
The opening headline is the first thing that your reader will look at. If it doesn't catch their 

attention you can kiss your marketing efforts goodbye. People have a very short attention span 

and usually sort their email with one finger on the delete button. If the headline doesn't call out to 

them and pique their interest, they will just stop and vapourise your message. 

 

 

2. Identify the Problem 
Now that you have your reader's attention you need to gain their interest by spelling out their 

problem and how it feels to have that problem. The reader should say to himself, "Yeah, that's 

exactly how I feel" when they read your copy. In fact, you shouldn't stop there. Pretend that it's 

an open wound that you're rubbing salt into, so that they really feel the pain and agony of their 

situation.  

 

 

3. Provide the Solution 
Now that you've built your readers interest by making them feel the pain it's time to provide the 

solution. This is the part of the sales copy where you boldly stake your claim that you can solve 

the reader's problem. 

 

In this section you will introduce yourself, your product and/or your service. Relieve the reader's 

mind by telling them that they there's no need to struggle through all their problems because your 

product or service will solve it for them. 

 

 

4. Present your Credentials 
In most cases, after you have introduced yourself and your product or service your reader is 

thinking, "Yeah, sure he can fix my problem. That's what they all say." So now it's important to 

hit them right away with the reason why you can be trusted. 

 

List your credentials including any one of the following: 

1. Successful case studies. 

2. Prestigious companies (or people) you have done business with. 

3. The length of time you've been in your field of expertise 

4. Conferences where you have spoken 

5. Important awards or recognitions  

 

Your reader should get the impression after reading this section that you’re a proven entity, and 

that the reader can expect the same success and results that you’ve provided for other companies. 

 

 

5. Show the Benefits 
Now it's time to tell the reader how they will personally benefit from your product or service. 

Don't make the common mistake of telling all about the features of your product without talking 

about the benefits. As I already stated, people are interested, not so much in you, or even your 

product or service, but what it will do for them. 
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6. Give Social Proof 
After you've presented all your benefits the reader will again begin to doubt you, even though 

they secretly want all your claimed benefits to be true. To build your credibility and believability 

present your reader with testimonials from satisfied customers. 

 

Testimonials are powerful selling tools that prove your claims to be true.  

 

 

7. Make Your Offer 
Your offer is the most important part of your sales message. A great offer can overcome 

mediocre copy but great copy cannot overcome a mediocre offer. Your offer should be 

irresistible. You want your reader to say to themselves, "I'd be stupid not to take advantage of 

this opportunity." 

 

Your offer can come in many different formats depending on the nature of your business. For 

large ticket items, where multi-step selling is involved, your offer might concentrate on the 

advantages of getting a free survey, or personal demonstration of your product. The best offers 

are usually an attractive combination of price, terms, and free gifts.  

 

 

8. Give a Guarantee 
To make your offer even more irresistible you need to take all the risk out of the purchase. 

Remember, that people have a built-in fear that they are going to get ripped off or be 

disappointed.  

 

Give the absolute strongest guarantee you are able to give. If you aren't confident enough in your 

product or service to give a strong guarantee you should think twice about offering it to the 

public. 

 

Refer to the section on Risk Reversal for more details on providing guarantees. 

 

 

 

9. Inject Scarcity  
There are many reasons why people procrastinate on investing in a solution. The following are 

just a few: 

 

- They don't feel enough pain to make a change 

- They are too busy and just forget 

- They don't feel that the perceived value outweighs your asking price 

- They are just plain lazy 
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To motivate people to take action they usually need an extra incentive. Remember, people are 

more motivated to act by the fear of loss rather than gain. That's exactly what you are doing 

when you inject scarcity into your sales message. 

 

You can create a feeling of scarcity by telling your reader that either the quantity is in limited 

supply or that your offer is valid for only a limited time period.  

 

 

10. Call to action 
Do not assume that your reader knows what to do to receive the benefits from your offer. You 

must spell out how to make the order in a very clear and concise language. Whether its picking 

up the phone and making the call, filling out an order form, emailing your office etc…. you must 

tell them exactly how to order from you. 

 

Your call to action must be "action-oriented." You can do this using words like 'Pick Up the 

Phone and Call Now!" or "Complete the Order Form and Email It In Right Now!" or "Come to 

Our Store by Friday and …" Be explicit and succinct in your instructions. 

 

Plant your call to action throughout your copy. If you are asking the reader to call your free 

information line then perhaps some of the testimonials might say, "When I called their free 

information line" or in your offer you might say, "When you call our free information line…" 

Then when you give the call to action at the end of the letter, people won't be surprised or 

confused. It will be consistent with what you said all throughout your letter. 

 

 

11. Give a Warning 
A good sales message will continue to build emotion, right up to the very end. In fact, your copy 

should continue to build emotion even after your call to action. Using the "risk of loss" strategy, 

tell the reader what would happen if they didn't take advantage of your offer. Perhaps they would 

continue to: 

 

- Struggle day to day to make ends meet 

- Work too hard just to get a few customers 

- Lose the opportunity to receive all your valuable bonuses 

- Keep getting what they've always got 

- Watch other companies get all the business 

 

Try to paint a graphic picture in the mind of the reader about the consequences of not taking 

action now. Remind them just how terrible their current state is and that it just doesn't have to be 

that way. 

 

 

12. Close with a Reminder 
Where appropriate, always include a postscript (P.S.). I've seen good copywriters use not just 

one postscript, but many (P.P.S). In your postscript you want to remind them of your offer. It 

sounds like a simple step but postscripts get noticed. 
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Including a PS in your copy increases response by up to 300 percent 
 

Tests tracking in what order most readers look at the message reveals some surprising facts: 

 

First: readers notice your headline. 

Second: they turn or scroll down and glance at your signature. 

Third: they read your P. S. 

Fourth: they read the body copy of your message if they are compelled and interested by your 

headline, signature, and P. S. 

 

If you fail to capture reader's attention by this stage, they delete your email, close your web page, 

or bin your letter. The P. S. therefore acts as a second headline and is very nearly as important to 

the success of your copy. 

 

The P. S. is often a deciding factor in whether a prospect will bother reading the rest of your 

message.  A compelling P. S. can generate up to 300 percent more response to your sales copy. 

 

Using the 12-step formula detailed above, anyone can write an effective sales message that sells. 

Make sure that you include each of the steps because each step builds your case in a unique way 

and adds to the reader's emotions. 

 

Make sure that your sales copy follows this Common-Sense Marketing approach, and you will 

make a big step forward in your marketing effectiveness. 

 
 

How to improve the selling power of your web copy by up to 400% 

How often do you hear the cry from the sales team "we need a new web site."  

Actually, no you don't. No business needs a web site. What you really need is to sell something. 

The question is: can a web site help you close more sales? And if so, how? 

 

Headline 
Take the opportunity to position and promote your unique approach and benefits offered to your 

prospects. 

 

Furthermore, always position headlines ‘above the fold’ of the page, in the reader’s immediate 

eye-line, and before they need to scroll downwards.  Customers will buy into your sales message, 

not your company logo. 

 

Link features to benefits 
You need to deliver simple, meaningful benefits alongside the features.  Benefits that are 

quantified become even more powerful salesmanship in print. We could leave it for the reader to 
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work out the benefits for themselves (which is exactly what most of your competitors do), but by 

doing the work for them, the web page will convert many more targets into hot leads. 

 

These benefits must also be communicated in relation to the prospective client.  Communicate in 

the first person using ‘you’ and ‘your’ instead of ‘we’ and ‘our’.  Remember, I am thinking ‘how 

can you help ME?’ 

 

Benefit-led captions 
What specific benefits are the images of the page illustrating? Spell these out for the reader and 

your pictures will become a much more powerful sales tool.   

 

Sub-headings 
Use of sub-headings will allow the reader to scan the page, and should ideally include benefits 

that reinforce why they should read the copy in detail. 

 

Test: Scan your pages, and read only the headings, underlining, bold and italics. Does this copy 

tell the complete story?  If not, your message is unlikely to be committed to the reader’s memory. 

 

USP (Unique Selling Proposition) 

You must communicate the clear advantage the prospect can expect from dealing with your 

company or subscribing to your soft offers and reports.  However, your USP must be measurable 

and specific.  By trying to stand for everything, you run the risk of standing for nothing. 

 

Test: Imagine your competitor’s logo next to your unique selling messages –  If it can be applied 

problem-free, your message will not be consumed, believed or valued by your target market.  

Remember, you cannot sell sameness. 

 

Testimonials 
Make good use of third party customer testimonials that detail the excellent service and results 

they receive from your business. Well-researched and written testimonials and case studies are 

an effective but discrete way of encouraging action, and are never more important than in the 

early stages of a sale. 

 

Call to action 
We need to tell the reader precisely what they should do next to move this opportunity forward. 

With no compelling call to action the numbers responding will be minimised.   

 

 

Provide evidence of your claims 
Every prospect starts out trying to think of reasons why they shouldn’t believe your claims. 

 

So use statistics and case studies to remove the fears and barriers to sales, and make it easy for 

customers to take the next step and eventually to buy from you. 

 

…and most important, generate a response 
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What is the main objective of your web site?  To progress your sales effort and generate an 

appointment or survey? 

 

You need a strong and compelling call to action to maximize the numbers responding.  You can 

also encourage a low risk response from your target market by including an offer of a free guide 

or report etc.  This identifies those prospects that are interested, but not yet committed to move 

on. 
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STRATEGY # 6 

The Fastest Way To Improve Your 

Sales Conversion Ratios 
 

To achieve dramatic leaps in your sales results, you must achieve consistency in the performance 

of your sales team. You must improve the results of your best producers, and then bring 

everybody up to that level. 

Start by having your team commit these seven steps to memory, then set about practicing 

and internalising each skill area until your people are masters of each. 

 

There Are Seven Basic Steps to Every Successful Sale  

 

Step 1  
• Establish rapport. You will find that you close a much higher percentage of sales if you 

have good, solid rapport with your prospect. This can start on the telephone, before a face 

to face meeting takes place. 

Good rapport may take more than one contact to develop, but basically means that they 

like you, trust you, and respect you. Respect and trust lead to you having influence. And 

influence means that you can develop control over the buying situation. 

Work with your staff to design standards for establishing rapport. For example, prepare 

simple open-ended questions to get the conversation started on a friendly footing. How 

good is business for you at the moment? Tell me how you came to be working for ABC 

Co. etc. Taking the initiative from the very first seconds of the meeting is vitally 

important. 

 

Step 2  
• Qualify the buyer (are they serious, and do they have a real need for your 

products/service). To re-frame a customer’s buying criteria in favour of your product or 

service, you must begin by gaining a complete understanding of his or her current 

challenges, frustrations and problems. 

Develop six to ten key questions that you would like to know about every prospect before 

you begin to present your product or service. Make sure you have supplementary 

questions to dig down to the real issues the buyer faces. For example, if the answer is 

unclear or vague, try asking “Can you tell me more about that?” or “How does that make 

you feel?” 
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Drill these questions into your salespeople until every one of them can recite them by 

heart. 

 

Step 3  
• Build value. After you have assessed your customers buying criteria, you must begin to 

build value around your product or service. Make a presentation at this point in the sales 

process, and always focus on the results you will deliver.  

Remember, the presentation should be targeted to the buyer, not to your product or 

service. 

Step 4  
• Create desire. Be very clear about this important step: Your buyer will be a lot more 

motivated if you remind and illustrate why their current situation is unacceptable. To 

create desire, you must motivate your buyer using a combination of problems and 

solutions, even if you are the one pointing out the problems that they haven’t yet 

considered. 

For example, one company that sold information services to accountants showed the 

accountants how much new tax information (statutes, regulations, tax law, tax cases, etc.) 

they have to know each year. This information made the accountants feel overwhelmed 

and therefore predisposed to purchasing anything that would help them survive the tax-

information overload.  

The company illustrated the “problem” by introducing the accountants to the actual 

market statistics that existed, but that no-one else was showing them. It was very, very 

powerful. 

 

Step 5  
• Overcome objections. A professional salesperson usually does such a good job on 

finding the buyers need and “hot button” that objections are covered earlier in Step 2. 

But an “objection” can still surface when it is time to come to an agreement (i.e. close the 

sale). If you remember that “an objection is a request for further information” you should 

welcome them - because with each objection you cover, you are one step closer to 

coming to an agreement. For example, 

a) The client states an objection: “I’d love to buy it, but I just can’t afford it right now.” 

 

b) Agree that the objection is valid. The client will drop his or her guard:  

“If you can’t afford it, you can’t afford it (meaningful pause). But let me ask you a 

question: Apart from the money, is there anything else standing between you and the 

purchase of this product?” At this point, if there are more objections, they will surface. If 

not, the client will say, “No, if I could afford it, I’d buy it.” You have just moved a huge 

step closer to closing the sale. 
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c) Get agreement in principle to the sale: You say, “So, if I can find a way for you to 

afford this product, you will buy it?” If the client says yes, you have just closed the sale. 

You will now need to be more creative in the financing of the product or service or help 

create more desire, so the prospect will pay the extra money to buy the product or service. 

 

Step 6  
• Getting an agreement in principle is crucial to winning the sale. In truth, the best 

salespeople I have witnessed do not “close the deal”, they “bring the sale to a logical 

conclusion.” They have helped set up such a logical buying criteria that the prospect and 

the salesperson walk to the finish line together. 

That being said, it should also be stated that most people need help (and will later thank 

you) for helping them make the right decisions for themselves or their business. 

 

This report cannot cover every aspects of closing a sale, but it is worth noting the most 

effective (and time-proven) method of coming to a successful conclusion of your 

presentation: i.e. assuming the sale in advance. Do this by asking a question like, “Who 

do we send the invoice to?” or “How did you want to pay for this?” or “If we get the 

designs to you next week is that acceptable?” 

 

Step 7 
• Follow up – every time. Last but not least, be prepared for The Cool-Off Factor. 

Because enthusiasm and rapport are extremely influential in the sales process, a 

salesperson must know that a prospect is going to “cool off” after the salesperson leaves 

the room. 

 

How do you combat this? Follow up strongly after the sale! Email and mobile 

communications was the greatest invention for a salesperson. Send a good follow-up 

letter re-stating the problems highlighted and the solutions you have presented, ideally 

with more testimonials. This should arrive only a few hours after the sale, or the next day 

at the latest, and can go a long way toward avoiding the cool-off factor. 

 

 

Summary  
 

These seven steps are core sales skills and procedures you and your team must master if 

you are to see the permanent improvements in sales you desire. 

Just as football coaches must constantly train their players on corners, free kicks, and defensive 

drills, sales managers must constantly train their players on polishing every angle of the Seven 

Steps to Every Successful Sale.  

 

Smart, growing companies build tools, systems, and procedures that reinforce these seven steps. 

The more standards and clear, step-by-step guidance you provide, the higher the performance 

you can expect from every level of talent in your company. 
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But please remember that vital catalyst for your sales success -  Only constant practice and 

repetition will create a top-performing sales team. 

 

RECOMMENDED READING: 

“Selling to Win” – Richard Denny 

“How to Master the Art of Selling” – Tom Hopkins 

“How to become a Rainmaker” – Jeffrey J. Fox 
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STRATEGY # 7 

Risk Reversal – 

How to Remove the Barriers to a Sale 
 

It’s important to place yourself in the shoes of your customer one more time.   

 

Every customer, whenever they contemplate buying any product or service, will exercise some 

degree of caution.  They must subconsciously justify their purchase, and need reassurance that 

they are making the ‘right’ decision.  As a result, they will be silently asking “Is this right for 

me?  How do I know I am buying the best option?  What happens if it doesn’t work out?  Are 

there any hidden costs?” 

 

This presents a prime opportunity to standout from the competition.  Because the key to 

increased sales is to GIVE the customer more than other suppliers.  More reassurances.  More 

confidence.  And more control over their purchase.  

 

Good news is you already have everything you need to offer a solid risk reversal strategy. 

 

Test:  What would you do if a customer came back to you with a problem or complaint?  That’s 

right, you’d bend over backwards to help them.  I bet you’d even offer them their money back if 

the problem couldn’t be solved.  However, many businesses fail to advertise their ‘hidden’ 

guarantees.  As a result, their sales proposition is weakened, and they struggle to convert many 

of their leads to actual sales. 

 

So can you see that by promoting these guarantees upfront, you can eliminate the perceived risk 

that the customer is usually asked to bear? 

 

Don’t be afraid that your customers will exploit your risk reversal strategies.  Think of it this 

way … in my experience, including some form of risk reversal in your sales message increases 

sales by up to 400% whilst attrition rate predictably remains below 2%.  So, in reality the reverse 

is often the case! 

 

Furthermore, even if you do receive additional refund requests, it’s quite simple to turn these into 

greater long-term profits.  Here’s how – simply honour the terms of your guarantees and they 

will be so impressed with your level of customer service they will become your most valuable 

customers, buying from you time and time again.  In addition, you may even earn extra sales 

through referrals! 

 

The risk prospects subconsciously feel is a real barrier blocking their decision to buy from you. 

You can reduce or eliminate this barrier by reversing the risk of the purchase, and placing the 

risk on your shoulders, rather than your customers. 
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By incorporating a risk reversal philosophy and statement into every sales message, you will 

make giant leaps in your enquiries, and particularly in the number of quotes and tenders you 

convert into sales.  

 

But customers feel confident buying when they are in control. When they see you as a business 

that they can trust, you’ll be rewarded with much faster business growth. 

 

 

There are a variety of approaches to the risk reversal strategy.  

• A software vendor guarantees its product will reduce manufacturing costs by at least 

10%.  

• A commercial water filter distributor offers to buy back any filtering units not sold in the 

first 3 months.  

• An interior decorator agrees (in writing) not to be paid until her customers are completely 

satisfied with the work she's done.  
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STRATEGY # 8 

How to harness the power of the Internet 

for your business 
 

 

“You never get a second chance to make a first impression.”  This maxim is true for many 

things in life, none more so than your website. 

 

Too many websites do little to attract attention, educate prospects, build credibility, or advance 

sales efforts.  And when poorly designed and written, a website can actually do more to kill a 

sale than close one. 

 

FACT: The vast majority of internet browsers are using the Web to carry out 

RESEARCH. They are looking for ANSWERS TO THEIR PROBLEMS. 
 

Your website should be more than just an online brochure or advertisement for your company.  

 

Your objective should be to demonstrate that you understand the typical issues and situations/challenges 

that face your prospects. Then using compelling headlines, involving copy and tempting links, take the 

visitor by the hand and guide them through a carefully prepared presentation. 

 

The Common-Sense Marketing strategies are all crucial for your website to achieve its objective – to 

increase sales! 

 

So, how do you make your website more effective?  Firstly, ask yourself these important 

questions: 

 

• Does it avoid the long, pointless Flash presentations that frustrate visitors and impress 

nobody but your web design company?  

• Does it grab the visitor’s interest?  Or does the entire first page talk about your history, 

your experience or your Mission Statement?  

• Does your website clearly differentiate you from the competition? 

• Does your site ask the prospect to take some form of action on most, if not all, pages? 

• Does it capture the details of every hot prospect who visits your site? 

 

 

If you have answered “no” to any of the above questions, your current website has probably cost 

you more sales than you think, and could be improved dramatically. 
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Here are 5 KEY strategies to boost your website’s selling power. 

 

1. More focus will produce more positive results 
What is the main purpose of your web site? If you answered ... “to provide information” I’m 

afraid you're wrong.  Your main objective is to achieve any one of the following:- 

 

• To get the visitor to phone your sales team with a specific query, or 

• To have them reply to a compelling call to action and fill in your contact form, or 

• To close a sale and accept an order. 

 

2. Appeal of the home page 
 

The ‘first fold’ is literally the most valuable space on your web site because this is the screen that 

your visitors absorb during the first 10 seconds of their visit, and make their "should I stay or 

should I go" decision. 

 

Therefore, it needs to be designed so that it clearly communicates the biggest, most compelling 

benefits you have to offer your visitors.  This is a tall order, especially when you have just a few 

paragraphs in which to achieve it. 

 

Test: Do you communicate the biggest benefit with your headline?  These are the first words 

your visitor will read.  Therefore graphics, logos, illustrations, menus, links, etc should never 

overpower or distract from this critical element. 

 

3. Make getting around easy with your navigation menu 
 

The other critical element that should appear within the first fold of your web site is your 

navigation menu, which should be placed somewhere on the top left of every page.  When 

visitors first arrive at your site, they should be able to see in a glance that your site is going to be 

easy to navigate.  

 

If your visitors are struggling to get around, then they're not thinking about your offer. And if 

they're not thinking about your offer, they're going to leave! So rather than scatter links around 

your homepage, group them together in a concise menu that's easy to understand and use.  This 

involves carefully choosing your menu button names to include meaningful benefits that are 

valued by your prospects. 

 

4. Use the correct ‘onscreen’ font 
 

The reader can follow onscreen copy easier when in a sans-serif font, such as Arial or Verdana.  

And be careful, text can look too boring.  Try using bullet points, bold, italic and underline to 

highlight important sales messages and make what you have to say look more visually appealing. 

 

5. … and most importantly, capture their details 
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Not every person is going to ‘buy into your company’ the first time they visit your site, so it's 

very important that you capture their names and e-mail addresses before they leave.  However, 

with more and more websites realising this you must ensure you give compelling reasons why 

they should subscribe to your newsletter, download your free report etc. 

 

REMEMBER, A KEY OBJECTIVE OF YOUR WEB SITE MUST BE TO CAPTURE 

THE DETAILS OF YOUR VISITORS 

 

Still not convinced?  Let me put it another way.   

 

Imagine you’re attending an exhibition.  You’ve invested thousands in a new stand - and that’s 

before you’ve even thought about the cost of floor space, staff wages, wacky gimmicks etc.  

You’d be livid if you thought your staff made no attempt to capture the details of those prospects 

who visited the stand and showed an interest in your product or service, wouldn’t you?  Well, I 

have some startlingly news for you… Your web site must act as a live, proactive exhibition stand 

for your business. 

 

 

Your main objective is to extend the average length of your visitors’ stay, which is how 

you’ll also dramatically increase your overall sales. 
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STRATEGY # 9 

10 Secrets to Email Marketing Success 
 

More and more with each passing month, people are living in their Inboxes. 

 

Email is a fast, inexpensive, and effective way to target and address your various audiences, 

especially when compared to direct mail, outbound call centres, and other traditional marketing 

channels. 

 

What follows is a compilation of best practices for email marketing. 

 

 

SUCCESS SECRET No. 1: 

Building Your List—Be selective about who is added to your list or you’ll create 

more work for yourself. 
 

 

SUCCESS SECRET No. 2: 

HTML vs. text?  Let your subscribers decide! 
 

It’s in your best interest to give the recipient a choice between HTML or text versions of your 

email communications; that choice gives the subscriber a better sense of control. Response rates 

increase when users are in control and feel they have a relationship with you. 

 

HTML emails can be more inviting to read, but it can also smack of a more overt sales approach 

compared to the simpler, more personal text format. 

 

SUCCESS SECRET No. 3: 

Relevancy—Make certain your emails are extremely relevant and valuable to the 

recipients. 
 

In the recipient’s mind, you have to be known for sending high quality messages; otherwise, you 

will be ignored or recipients could unsubscribe or complain. 

 

With so much email now classed as spam, it’s no wonder that the most common Inbox activity is 

delete, delete, delete. Your name in the “From” field represents your brand and reputation for 

sending messages that directly appeal to the recipient. The “Subject” field represents the timely 

and relevant proposition. 
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SUCCESS SECRET No. 4: 

How Often to Send Email? 
 

Start off slowly. Get the kinks out by sending monthly or quarterly before going to two-

weekly depending on your business environment. 

 

How often should you send? As often as your subscribers want to hear from you.  

(See how cataloger Lands’ End handles this at www.landsend.com . After you subscribe to their 

email newsletter, they give you the option to select your content, frequency, and format (HTML 

vs. text). With the frequency option, they allow you to select “weekly, twice-monthly, or 

monthly”). 

 

 

SUCCESS SECRET No. 5: 

Email Length—Generally keep it short and packed with value. 
 

Unless you are introducing a complicated product that you know your email recipient is likely to 

be interested in, shorter email copy is more likely to be read and acted upon in the first instance. 

 

Small chunks of information are more digestible than a 2,000-word article. 

When it comes to straightforward offers, shorter is usually better. 

When it comes to informational and educational content, readers typically have a greater 

attention span. 

 

SUCCESS SECRET No. 6: 

Content—Give them something they can’t live without. 

 
The “look-and-feel” should say “Come on; I’m easy to read.” 

 

• Whether you’re preparing editorial or commercial content, make sure it is distinctive and 

can’t be found anywhere else.  

 

• Industry news and analysis, useful insights from your experience, or product tips are 

examples of content that can jump off the screen and into the minds of your readers. 

 

• Make your content so good that your readers pass it along. 

 

SUCCESS SECRET No. 7: 

Design—Don’t turn your email into a visual circus; remember…less 

is more. 
 

• Don’t overdo the use of moving images; use them sparingly or not at all. You don’t want 

to turn your email into a three-ring circus where readers are confused as to where to put 

their initial focus. 
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• Don’t use too many exclamation points or red type. The spam filters don’t like them, and 

the jury is out on the effectiveness of the colour red. 

 

 

• Don’t use “reverse type” for your copy. Except in a small graphic element, it’s extremely 

hard to read white letters on a coloured or black background. 

 

 

SUCCESS SECRET No. 8: 

 
Test everything—Test your subject header, your content, your offer, your pricing, your call to 

action, delivery days and times. 

 

Get the most mileage out of your email marketing efforts by tracking everything you can, and 

then improving on those results. 

 

Improving your results online is a very attractive proposition because you can do it faster, 

cheaper and often more efficiently than in offline media.  

 

 

 

SUCCESS SECRET No. 9: 

What to Expect After You Hit “Send” 

 

• Expect to see at least six kinds of responses as soon as you hit the “Send” button. 

 

1. Valid responses: These most important, non-automated replies are from real people 

requesting specific information or action on your part. 

2. Hard bounces: These are abandoned email addresses. Delete them from your email 

list. 

3. Soft bounces: These are typically mailboxes that are full and can’t accept any new 

inbound emails. Leave these email addresses on your list for the time being. If the 

same soft bounces occur regularly, then delete those addresses as well. 

4. Spam filter rejections: These messages tell you your email has not been delivered. 

You will probably receive more and more of these notifications as recipients institute 

controls to cut down on spam, which is growing rapidly. In some cases, you can 

Manually interact with these emails so your message is delivered to the recipient. 

5. Spam filter messages: Pay attention to these messages because they tell you why your 

email has been filtered out. Some spam notifications will actually give you their 

rating system and show you the words that sent you over the allowable threshold. 

You may want to avoid some of these words in the future in order to stay under that 

threshold. 

6. “Out of office” replies: Be prepared to receive many of these replies, especially 

around holidays. 
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• Reserve judgment on the success of your email campaign for at least a few days. Many 

people do not read email communications immediately. Recipients often put new emails 

in a “read” folder for review days later. 

 

 

SUCCESS SECRET No. 10: 

Get Going Right Now 
 

The key theme throughout all of these secrets is that you should take nothing for granted because 

email marketing is changing at an incredible speed. 

 

While you’re building solid customer relationships, you simultaneously have the opportunity to 

generate substantial revenue and savings.  

 

The implications of email marketing are far-reaching. The sooner you get started, the sooner 

your learning curve begins. The more experience you have in the email marketing arena, the 

greater your competitive advantage. 
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STRATEGY # 10 

How To Write Sales Copy That Generates 

High Responses And Sales 
 

Not one in twenty pieces of sales copy I read stands a chance of pulling maximum response.  

Why?   

 

Because they don't target their prospects accurately, grab attention effectively, or lead readers 

into the sales message with interesting copy, or ask the them to take action.   

 

Companies often see advertising online and offline as a way to keep their business name in front 

of customers, but don't necessarily expect to generate sales from it.  

 

If you cannot track and measure the response of any of your advertising, and prove it is 

generating profitable sales, stop doing it. 

 

Every single pound you spend on marketing should be forced to justify itself. 

 

Any strategy can be made accountable when you apply the Common-Sense Marketing strategies, 

because they are all geared to helping you generate a measurable response. 

 

How to make your online and offline advertising  pay 
 

Most products and services require as much advertising space as possible, because as we've 

discussed before the more you tell, the more you sell.  And there are strategies you can use to 

increase response substantially. 

 

1. Use a condensed version of the 12 step formula we discussed in letter writing. This is 

often known as AIDA 

 

A = attention 

get attention with a compelling headline. 

 

I = interest 

immediately capture your reader’s interest by following through the promise, 

benefit or advantage made in the headline, with details of your offer. 

 

D = desire 

create desire in your reader to own your product or service.  How would your 

service benefit your prospect now? 

 

A = action 

asking the reader to respond now, and provide a believable reason why they 

should. 
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2. Make the headline as large as possible, up to one-third or even one half the size of your 

Ad space.  Remember, the headline is 90 percent of the reason prospects will be drawn to 

your offer. 

 

3. Use one or two word headlines if you can. For example, the headline: Do you suffer from 

short sight?  can be reduced to: Short sighted? 

 

4. Write an ideal ad first -- then use the very essence of your sales message to create a 

shorter, more succinct version. 

 

5. Use telegram language for example, the sentence, “We will be pleased to send your copy 

of our free booklet” can be condensed to “free booklet” 

 

6. Test whether you attract more response with or without an illustration or picture. 

 

7. Wherever possible, use a freephone number -- response is likely to increase between 10 

to 30 percent. 

 

8. Write your sales message to look and read more like an editorial than an advert.  People 

inherently distrust advertising, but they are naturally drawn to news.  Create news type 

headlines for instance:  

“New breakthrough in ------------” 

Or: “Costs of ------ slashed by new service” 

 

 

How to measure the effectiveness of your sales copy 
 

• Track the response you get from each ad or web page by including a tracked hyperlink 

that tells you which where each response comes from. 

 

• Offer a free information pack, booklet, special report, or other incentive. 

 

• Always ask new enquirers where they heard about your company. 

  

You can then test one sales message against another to find out which appeal is pulling most 

response. 

 

Key points to remember… 

 
Prospects won't read long sales copy, right? Wrong! 

 

More serious prospects read information with long copy than with short copy.  Why? 

 

Because customers are screaming for facts about what they want to buy. 
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Without the relevant facts about competing brands, companies, products or services, how can 

any customer intelligently decide which is the best purchase to make? 

 

Most companies make it difficult for the reader to decide because they don’t give anywhere near 

the amount of information about the product or service the customer needs. When you have the 

budget to test bigger space ads, fill them with long, interesting, relevant copy.   

 

Provide your prospects with the factual and compelling knowledge they need to make an 

educated buying decision.  They will appreciate it.  And they'll buy in far greater volumes. 

 

Ten winning techniques to make long sales messages pay: 

 
1. Always use a benefit-laden headline.  Never use just the name of your product or service, 

and never put your company name at the top. 

 

2. Test whether you get greater response with or without a picture of your service in action. 

 

3. Always place a caption under your illustrations.  Like a PS in the letter, captions get high 

readership.  Use captions as another selling opportunity. 

 

4. If you show your product, always show it being used.  Tests prove customers respond 

more to products in use than a product shown statically. 

 

5. Always have people in your sales copy looking directly at the reader.  Customers are 

drawn more to eye contact than by a person looking away. 

 

6. Provide sufficient proof that the claims you make about your product or service are true.  

Use anecdotal testimonials and reasons why. 

 

7. Make your copy less like an advert and more like an editorial. 

 

8. Break your copy up with interesting sub-headlines that lead the reader into the next block 

of copy. The easier you make it for people to read, the more will read it. 

 

9. Always hook your prospect into your product or service asking them to take some form 

of action immediately.  How?  Involve them immediately while you have their attention, 

and tell them specifically what to do e.g. send for you free booklet, freephone for an 

instant quote and details of your fast-response guarantee. 
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Are you ambitious? 

 
If you want to have the success that you desire you need to take the next step forward. 

 

Here’s your opportunity.  You now know something which very few people in your industry are 

aware of – How to avoid the risk and remove the guesswork from your marketing.  

 

It may seem a slightly daunting task, particularly as you’ll have existing commitments to your 

customers which always take priority. You may also have marketing initiatives already 

underway that need to be delivered. 

 

There are many other Common-Sense Marketing Strategies that haven’t even been touched on, 

such as creative and design considerations, loyalty schemes, referral generation, ongoing 

communication programmes and customer relationship management. 

 

But what we have covered is the basis for dramatically improving the results of your marketing 

 

More than anything else, a solid Common-Sense Marketing strategy is what distinguishes the 

most successful businesses – in terms of growth, revenues, profits, brand awareness, and staying 

power. 

 
 

What questions do you have about your own marketing? 

 

Perhaps it’s: - 

 

• How can I generate more sales leads and reduce my marketing costs at the same time? 

• How do I convert lost, lapsed and ‘quoted but not won’ customers? 

• How can I shorten my sales cycle time? 

• How can I add value and differentiate my products and service, so I am no longer judged 

mainly on price? 

 

Like most people, you might need some help along the way as you put your new marketing 

methods to work. And I’d like to help. So, for a limited time, I’m arranging to consult with you 

personally to improve your marketing. Risk-free! 

 

Here’s how it works.  

 

Send an e-mail to Richard@common-sense-marketing.com and briefly describe your business, 

your revenues and your most difficult marketing problems. If I see a good fit between you and 

me, I’ll arrange for an in-depth consultation by phone or by e-mail. 

 

I’ll present a series of marketing ideas to you. If you choose to use them, we’ll come up with a 

modest retainer that fits your budget and requirements. If not, we can part ways, with no cost or 

obligation on your part. 

mailto:Richard@common-sense-marketing.com
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Interested? Just send an e-mail to Richard@common-sense-marketing.com today to get started! 

 

Yours sincerely, 

 
 

 

 

 

 

Common-Sense Marketing, Elm Tree Barns, Skeyton Corner, Norwich, NR10 5AP.  

Tel: 01692 538 800 www.common-sense-marketing.com  

mailto:Richard@common-sense-marketing.com
http://www.common-sense-marketing.com/

