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Persuasive Ad Copy: The Ultimate Silver Bullet
How to Mint Money with the Printed Word

There are many skills tha come into play when you run an Internet busness: HTML and web servers
and all thetechie stuff; graphics, Pay Per Click, Search Engine optimization, recruiting affiliates, setting
up joint ventures, testing and tracking; anadyzing web traffic, avoiding spam filters, developing produds,
managing projects and teams, setting up blogsand managing discussion forums. Thelist never ends

But head and shoulders aboveall these thingsisthe oneskill trumpsthem al:

Copywriting.

If you crank out persuasive copy, everything else will rideits coat tails. Entire busnesses can bebuilt
onasngle salesletter. AsDan Kennealy says, onegoodsales |etter can set youupto livein style for
years.

Stated another way, really goodcopywritingistheonly thingin theabovelist of skillsthat you cannot
easily hiredone Webmasters Bdime adozen. Good Pay Per Click and SEO people, not as easy to get,
butthey are readily obtainable.

Produds bdimeadozen. You can find hundedsof produds at atrade show or swap meet. (Heck, you
don®@even have to |eave your houg Byou can find @m ontheweb.) Managing projects or blogs you
could putan ad on Craig@ List or thelocal newspaper and get amailbox full of resumes by thistime
tomorrow.

But goodcopy isn@cheap. An QA listOcopywriter will typically charge $5,000to $20000to create a
single package or sales letter. Not only tha, it no small task to (nire avoiceOfor your company
anyway. Thebest voiceisyours.

Striking Out On My Own: )
Olneed to get goodat copywriting really really fast.O

When | |eft the Dilbert Cubein 2001and hungoutmy shingle, my copywriting skills were more than
adequae for corporate client work Bwriting press releases and produd descriptionsand magazine
articles. However | wanted to sell information: todkits, books e-booksand thelike. | wanted a sales
on autopilot busness, not a conaulting project busness.

To dothis| had to become a skilled Information Marketer. Given tha my specialty was marketing
itself, tha meant becoming a marketer’s marketer, competing with the black bdts of the copywriting
world. At thetime my copywriting skillswere notupto thetask. | needed a mentor.



For years John Carlton had been the hotshot freelancer the Los Angdes ad agendes snudk in theback
doorto dothework ther staff writers couldn® pull off. He had jus begunto mentor rookie copywriters
like myself and his name was getting out | heard hewas taking new students.

Dan Kennedy, who commandsfees of $50000to $100000 per copywriting project, had described John
as oneof thefew copywriters he@ hireif he couldn®do thework himself. Pretty convincing vote of
confidence. Sol joined John®/nsider’s Club and started sending him stuff.

Johnwould reply back, ripping my letters apart and buging my chops Then he@ bandage my damaged
body parts with some words of encouragement and ingruct me on howto re-assemble my message for
killer persuasion power.

Thefirst letter he made me re-write went from 1% respon (alittle shy of breaking even) to2% (solidly
profitable). | was elated! John@guidance got me over the hurp. | can attribute my busness Gescape
velodtyOto histutelage. His help was essential to moving my rodket ship from launch pad to orbit.

(1t@ kind of like space travel: your capsule either escapesthe earth@ gravity and circles our blueplanet
onitsown momentumkE or elseit burnsupin theatmosphee and sprinkles a 300 mile trail of scorched
metal parts across southern Mongola. Thelatter was notan option, at least for me.)

WEell then a couple years later Johnand | were together at a seminar and heintrodueced me to his#1
student, Harlan Kilstein. Harlan followed John®advice to theletter and went from zero to charging
$8,000 per project in 18 monthsand made $36Q000 hisfirst year as afreelance copywriter. (At the
seminar, Johnwas complaining to me abouthow much money Harlan was making, jug by ripping off
all hisgreat idess.)

Wha followsis a shift of gears fromtherest of thebook,a transcript of a conversation between Harlan
and John. Asyoudl see, these guysdon®take themselves terribly serioudyE butyou should. You
should scour this chapter and adgpt some of these supeab examples to your own promotions

Y ou can get a highly informative free tutorial on John@website at www.MarketingRebd.com. Y ou can
hear a hot 1-hourteleclinic | did with John(induding a swipefile with three very successful letters John
wrote) at www.perrymarshal.com/copywriting. Andif youwant to see wha Harlan@ upto lately (and
how high hisfees are) he@ at www.overnight-copy com.

Thisinterview isariot, andloaded with nuggés. Enjoy and proger.

Perry Marshall



Harlan: Hey John,1n holding yet another bookwritten by an nlinewriting expertOwho says writing
for theweb isentirely different than any other kind of writing. He claims web copy demandsa different
approech, adifferent voice, and atotally different attitude Or ou can@write onlinein the same way that
you write a sales letterEQ

John: He@ gotalot of bdls for someonewho® so obvioudy cludess. Tosstha book.

Let me make a point | will make throughoutour conversations Effective direct marketing copy which
rakes in the cash offlinewill be profitable onlineas well. Some of my mog notoriousand profitable ads
which began life as print advertisements or direct mail letters continueto work like crazy now that
they®e poded online  Andwithoutchanging aword, copy that works offlinewill work onlineas well.

Heck, all my clients did was add afew order linksand, voila, they had an indant onlinesales |etter.

Now, there are circumstances onlinetha will limit your choices of what to write, either because of
limits on space (such as Google Adwords), or banson certain wordsthat will get you tossed off search
engine searches, or get your email shot down as spam.

But these limitationsare physcal, such asthe number of actud letters you can use in a given space.
They do not mean thefundamentals of great direct respons copywriting are changed. Infact, these
limitationsreally mean that you must undestand and apply those fundanentals even more diligently.

Abandonig great salesmanship would belike firing your sales staff. You® murder your botom line

So whoever iswriting that stuff aboutneeding a different voice orlineis nota copywriter or a marketer
DIdl bet ontha.

Harlan: Actudly, you@e right. Theauthor has written articles aboutwriting online copy butis nota
copywriter himself. But theclaim is maderegarding theinternet tha it is notjug a marketing channd
and everythingis different. Trueor nottrue?

John: Theinternet inits current incarnation is adirect marketer@ wet dream. It istheideal direct
responge mechanism because of the ability to get immediate feedback.

Online, you have the ability to conduct massive sophisticated tests and find outif you have awinne or
not faster than you can blink. You don®even haveto be goodat testing -- you just need to undestand
what important parts of your ad you should test, like price, which benefits to use in your headline, what
basic appedl to use.

Youaren®pendized, finandally, for making awrongguess -- if your price is driving away customers,
you can changeit fast, even while new progects are responding to whaever is driving traffic to your ad.

This eliminates so much of the scary guess-work and gut-based intuition that ld schoolOmarketers had
torely on. OntheWeb, you can make significant changes to your sales letter, onthefly andfor
practically nothing, based on solid nunbers.

L et@ say you send outadirect mail piece and you drop 5000piecesin themail. Now, we knowBlike
Halbert teaches DAmerica sorts its mail near thegarbagepail into A pilesand B piles.



And while we can package our mail to sneek into the A pile, we really have noidea of how many letters
get opened. We don©know how much of theletter the prospect readsbefore hetossesit. Or if heputs
it down for aweek and forgets aboutit.

Harlan: Theonly thing youknowis whether he orders or notwhen the envdopes start to come back.

John: Right But onling we can track whether or nothe openstheemail. Whether heclicksalinkin an
email and even which link heclicks. We can track visits to web sites and even how much time they
spend onour site.

If we have an averagetime of howlong people read our letter, we can figure outat wha point people
start dropping out like flies and revise our work.

1t@ really an unfair advantagefor the marketer.

And mog of all, we can track the nunbers of people ordering, optingin to email lists, dropping out of
shopphng carts -- a big problem wedl solve for people -- clicking on pop-upsand upslls. 1t@theided
mechanism for direct respons.

So when | say thelnternet is no different, | mean in the style of writing that is effective.
Harlan: So how exactly would you capitalize on theimmediacy aspect?

John: | tell people theonly way to know wha your market wantsisto test. Testingviadirect mail is
codly and time consuming.

L et@ say you want to market a golf produd and you want to test the prices 49, 59, 69, and 79 dollars.
You® have to send out about5000packages to the same list and tabulate your orders. Redlly, this
should betested a few times and youd find out which price bringsin themost money, or the most
cugomers, or themog buyswith least returns, or whatever your benchmark is of success.

Using themall, even first class mail -- heck, even if you use overnight ddivery -- is achingly slow.
YouQ findtheanswer to wha youwere testing to find oute  butyoudl have invested atidy bit of cash
and alot of time.

And you know that circumstances can even changein your market during the time you@e getting your
information. A competitor could arrive, or some new invention could make your produd less attractive,
or anew war could break out, or al kindsof thingscould happen that would affect this tested
information you now have.

Harlan: And, online, we are almos workingin Qeal timeQ so we can react to anything that happensin
themarket, asit hgppens It bogglksthemind. Sowha would you do onlineto test efficiently?

John: There are bundes of different waysto test, but essentialy, | would putup acompdling sales
letter, usng my old-school gutinginct to make it the best chance | bdieve | have for this paticular
market. Jus putthegunto my head and make theletter askiller as possible.

And then autometically alternate certain thingsl want to test -- price, or availability, or promises or
whatever -- so each new visitor got a different element | On testing.



But here® an important aspect a lot of people miss: Y ouneed to test wildly opposte optionsat each
stage Don®jud test $39agang $49. Also test $19, and $199

And $999-- though asyougo upin price, you need to add perceived value, which can either actud
additionsof materials like specia reports or recordingsE or jus make a better case in your copy about
why the high price makes sense.

Say, you® make themoney you spend back within a short time, so it@really just an investment.

| would track the amountof traffic to make sure | had equd number of visitors visiting each versonon
thesite. AndI would look at theresults and make a decision based on actud numbers.

Thewhole process can take an hour or less, if you@ein amarket with real heavy traffic. You are only
usngyouringincts and guessing for thevery first podsk after you get numbers back onyour tested
elements, you can let the market select the best price, the best promises, the best whaever.

Statistically speaking, offlinewe like to get at least 2,000t0 5,000 people into each test (el Q to beable
to trug our results. In other words to test thevalue of any largelist, youfirst mail to arandomsampling
of 2,000(or 5,000) people. Tha@wha they call a tatistically relevant sampleQ

A simple way to dothis kind of testing onlineisto putup 4 different sales pages and 4 different order
pages and either use the easy way of rotating evenly 4 different Google Adwordsadsor usng a script to
do the same thing.

Wed get into more of this later but like my buddyJohn Reese says, if you@e nottesting, you®e letting
money dlip throughyourfingasonline [t@ silly not to take advantage of this amazing tool, since it@ so
easy.

Andin marketing, it is always better to knowwhat your market actudly wants and proves tha they want
it by taking outtheir money and givingit to youE than to bet thefarm guessing at wha they might buy.

Harlan: Theclaimismadetha Internet users have adoped awhole new modusopeandi because of
the etiquete of newsgroups forums, brief emails, and tha people want everything faster and tighter.

There are unwritten rules of communication onlinewith dictionaies of abbreviations(LOL, .
ROTFLMAO) so this culture wants smaller and tighter communication. Do we have to take this @nline
shorthandGinto accountwhen selling?

John: First of al, the people on aforum are notyour cusomers when they are ontheforum. They are
looking for information or to be steered in a particular direction.

There@ a direct marketingforum Qe spent some time on. People give and take advice there freely.
But if someonerecommendsasiteto me, 1®n still goingto check it outon my own. Youstill have to
convince me to trug you and take action.

So bringing someoneto asite tha sucks isn®going to hep you, whether they get to your site onatip
from someonetext-messaging them on ther Blackberry or they foundyou by diligently doing a search.



Let@ say Idn alittle old lady onan arthritis forum and someonerecommendssome gooptha@ gonna
make me feel beter. |®n goingto goto thesite but you still have to get me to whip out my credit card
and buy.

So people talk oneway onaforum or in a private email, butthey expect something totally different
when they@e in apostionto buyor nat. They need to be sold.

I mean if brevity works so well, let these guysthrow up a site with a picture of ther bookand a buy
button but no other information aboutther bookand see how many people buy.

Y ou@ benuts to base your success on something so boneheaded sparse like that. Thoughmany people
do.

On the other hand, many top marketers (the guysearning the big budks and creaming ther competition)
are poging letters tha 20 manu<ript pages long. Heck, you showed me aletter that was almog two
hundeed pageslong. It would take someoneseveral hoursjug toread it all. Yet tha letter wasthemain
pat of acampagntha pulled in amillion budks.

Oneof thefirst thingsyou learn when you start selling stuff istha convindng someoneto give you
money is oneof the hardest human interactionsthereis. You have to convince, you mug present
credibility so they trug you, you mug get your sales message across, and you mug indall urgency.

You can®bully or trick someoneinto buying. You musg persuade them.

Mog people can®talk afriendinto seeing a movie even when thefriend would likeit. If youingst tha
someonedo something -- as most people try to get friendsto see amovie -- youtrigger resistance. They
won®see the damn movie jud to spite you.

[t@ the same with selling. Y ou can®force someoneto trust you, you mug persuadethem to trust you.
Youmug cover afew basic, fundanental basesfirstE andtha takes copy. Thisis, essentially, why
longcopy works so well. It alowsyouto get an entire, killer sales message across to thereader.

Harlan: Hey, Amazonjud added thefeature where you can actudly search inddethe book, check out
thetable of contents to see if you@ereally interested or not

John: Thelnterne isthegreatest provider of informationin history. You can find everything unde the
sunonline 1t@ changed the entire relationship between dodors and paients. When a dodor gives you
adiagnoss, you can nowimmediately check it outonlineand find outwha he@talking about A lot of
people are chdlenging thar dodors based onwhat they learn online

People are information junkies and they want moreinformationBnat less. Jug geting that into your
head -- tha people crave more information, notless -- will hdp your marketing by afactor of one
hundeed.

Harlan: So al the concepts you®e been talking aboutand teaching for copy all apply onling, right?

John: Yeah, you need to be usng Power Wordsbpowerful action verbsand phrases tha tell a story or
pack an emotiond wallop that demandsreadership. So, whenever you can, use wordstha gently (or



even not-so-gently) shodk thereader -- notto inault him, butto hdp wake him up, and ddiver your sales
story in away tha rivets his attention.

Readingis a passive benavior. And readersOeyes really glaze over when they encountr advertising --
they®@e jus bombarded with it, condantly, and have thar resistance levels set to highCell thetime.

A true Power Word isaword tha nat only does nat contribute to his semi-asleep stateE  but actudly
jolts him awake.

For years, |Qre had alist of powerful words-- verbs and nouns-- tha elicit awhole smorgasbord of
emotionsand assodationsin mog readers.

Wordslike GmbarrassOor (huriliateO-- those wordstweak the readerG memory, and offer the promise
of tasty storytellingahead. So | use these Power Words as often as possible when | writeE and
especialy in headlines, where | know | have afraction of a secondto grab anyoné&s attention.

Depending on your target market, nounscan work the same way. Political fund-raising experts
undestand this -- they know they can expect awindfall in new donaionswhenever they can work
certain politicians (or Hollywood actors) into ther copy. Jug reading the name gets people al worked
up, and mad enoughto send in money.

In golf, IQe invoked the mystiqueof Tiger Woods Bobby Jones, Ernie Els and adozen other legends
whos names alonecan make a golf-oriented reader pay closer attention. It can bejug a passing
reference -- like lobling a casud bomb into thereaderG lap.

And 1®n a hugefan of action verbs This has become alogt art anongmoden writers, and tha@ goad
for copywriters who want to hit homeruns Don®use any word, at any time, that you suspect your
reader won®recognize -- that@ not goodmarketing.

But do use wordstha heundestands butjug doesn@enoognbr very often. | have written about )
Ongrderi ng your botomlineQ or Gtrangling profitstE  or Qilthy-goodtactics stolen from thewealthyO
or Qwicked secrets tha will ignite your hidden greed glandO

Theideaisto NOT rely onboringwaysto say wha youwantto say. Mog rookie copywritersam for a
very bland presentation of ther sales pitch, asif being too aggressive will frighten ther reader or
something.

Thisisnuts. Assoonasyourreader realizes youfDa putting a sales pitch in front of him, his defenses go
up. And nomatter how goodyour produd is, he8looking for areason to ditch your copy and go do
something else.

Boring him isagreat reason to leave.
So never write from your heels, afraid to assault your reader® sensbilities. Don®be abrasive or

insultingE butit®worse to beboring. He® bored already -- most people do lead exciting lives, or
know interesting friends or have anything fun happen to them anymore.



Tha@ your OnO Don®write like an accountant or insurance agent -- even if tha@ what youare. For
this piece of copy, where you®e postioning thereader for awild ride tha endswith him giving you
moneyE use dl thetools of great writing.

Action verbs power wordsand phrases, and lots of ideas that wake him up and chdlengehis world-
view.

[t& fun to write this way, once you get thehang of it. 1t@ all aboutthe unexpected juxtapostion of
wordsthat jar him out of his sleep-walking ho-hum existence. Youhaven®jug gat a @oodQproduct
for him. Noway. You®e gotan amazing oppatunity to changehislife foreverE usngembarrassing-
easy secrets tha humiliate other experts because they work so darn wellE

Andonandon.

If youwant people to read your sales letter onlineor off, you better be usng action words

My Indders (www.marketingrebe.com) send me dozens of web sitesto review. When | get to thesite
and read wordslike Gell moreOingead of Gorce your cusomers to stand in lineand beg you to take

their moneyO-- wordsthat tell astory -- my Inne Salesman beginsto yawn. L ookE peopleare
desperate for excitement in thar lives and it@ up to you, the marketer, to provideit. Tha@yow OnO

Andif you are edgy enoughwith your hodk, they@e going to stick aroundto see what else you®e gat to
say and -- if you complete the pitch therightway, usng classic @ld schoolOsalesmanship -- then
they®@e goingto order because you gotthem so hot and bothered.

Let@ go back to thegalf market. People actudly look forward to my golf ads They want to see what
this self-described @olf nutODoc O eary is going to tell them. Qe created this character whois self-
effacing, and funnyE but who also shaesthe passion of gdf with thereader.

There@ an ingtant recognition factor goingon-- I love golf, you lovegolfE and hey, IQe gotthis
amazing information here that | swear will make your golfing buddies hate you, because it@ going to
make you onehdl of agreat golfer, aimos overnighte

Andeven if ahugepart of them refuses to beieve they are going to hit thenext bal onto thegreen ona
pa 4 hole, they till want to read every word of wha Docis saying. Because he@interesting, and he@
thar OnddeOconnection to aworld that@ more fun and fascinaing than the onethey@e living in.

So when | writethey are gaing to Qaunch their next drive the distance of three footbal fieldsQ theyGe
al followingaong,wantingit to betrue 1t@ similar to wha goes onin the bar after aroundof golf --
relaxed fantasizing, alittle bold story-telling, afew secrets revealed.

| doalot of writing from the perspective of what people might say or want to hear while sittingin a bar.
It hdpsto keep thereader interested, by imaging hisreactionin person. If you make him yawn, you®e
log him.

Look, |Qe made a career bang outrageousin my writing but 1®n jug following in thefootsteps of the
greats | learned this craft fromblegendslike Jm Rutz, Gary Bendvenga Jay Abraham, and Gary
Halbert of course.



Intheearly days, | just copied the verbsfrom Gary Bendvenga3 letters. Jug theverbs He and Rutz
both have Onne ThesaurusesOcrammed with wordstha pack awicked pund. They -- asall great
writers do -- undestand the power of languaye

And you can®@do much better than their response rates. Anyonestill wondeing if longcopy redly
works needsto read aletter by oneof usfirst -- and seeif you can pry your eyes away after you®e been
hooked.

If wha wele sellingis something you want (or are going to want, after you discover it)E  thiskind of
hard-core old school salesmanship is going to bowl you over. Because, once you@e into the copy, you
no longe will smply want this produdE youwon®@beableto deep until you haveit in your hands

Tha OtchOwe ingall degp insgdeyou will notgo away.

[t@ all aboutthe power of languaye The power to move people to action, to rattle their cages, to shodk
and ddight them and bring them into your world shivering with excitement.

Best pat: Noneof thisisoutrageoudy difficult.
1t@ mostly amatter of getting hip to thetools available to you.

Since mog people writing for the Web are onther word processors, | chdlengethem to highlight every
single verb they use in their sales letter and replace it with a power word. 1f you dor® have abeat up
dictionay AND thesaurus nearby, you®e missing some of the best tools you could ever have in your
Bag of Tricks.

You may not beingantly goodat Gpowering upOyour copyE but every second you spend juicing it up
will pay off, eventudly.

Harlan: Now, youQre called me on aweak hookabund of times, andinsisted | beef it up. How
important is thehookonline?

John: Wha makes or breaks a sales letter is the compdling hook.
[t@& notjug important. 1t@ the difference between copy that gets read, and copy that gets passed by.

Anyonewho has followed my work knows how | have come up with some of themos outrageousand
notorioushooksin moden advertising. Like -- jud to take the golf market -- the onelegged goffer, the
skinny geek who can drive the bdl farther than anyone the blind golfer, and onand on.

Outrageous? Sure.

But here@ thekicker: These are all based on true stories connested with the produd. (And by theway,
they were never picked up by anyoneelsein thecampaign. | had to use my best Sales Detective tactics
to uncover these hooksE andthen | had to twist some arms and put my reputation ontheline-- as well
as risking the success of theentire project -- to force theclients to runtheadsoncae | had thehookin
place.)



Thehookdraws readersinto theletter. It hasto beso compdling and so motivating they cannotdrag
thar eyesaway fromthead. A great hookgoes straight to the passionae sweet spot of thereader, and
sets up camp.

A world-class hook, like alife-changing event, will linger inddeareader@ head for avery longtime. In
agoodway, of courseE if hebuys

If hedemuresE well, hemay behaunted by wha he passed up.

For themod part, readingis a passive behavior. In order to get areader to become abuye, you mug
activate hismind, and especialy activate hisdesire. A great hook actudly wakes thereader up, and
causes al sorts of chemical and mechanical reactionsin his body.

Thisis the same reaction you®e probably had, standingin linein the supemarket, when you glance at
oneof thetabloids and see something so outrageous so aimed right at your interest, that you can®stop
yourself fromreaching outand grabbing thetabloid and givingit a closer look, or ripping throughthe
pagesto find thestory.

My favorite two tabloid headlines, from many years ago, are Boy Eats Own HeadQ and (Preacher
Explodes On PulpitO Fourwordseach, yet theimages they invokedemand areactionfromyou.

Thetabloidsearn ther bread by writing headlines that force people to pick up the puldication and search
for thestory.

L oiter arounda newsstand some time, and watch how people act aroundthetabloids Many pick them
up, obvioudy uncomfortable with doing so -- they do not see themselves as someoneQvho readstha
stuffQ Yet therethey areE devouring another story on Bat Boy.

| Qe seen publication stats that show more people reading the varioustabloids every weekE than all the
people who read Time, Newsweek and theNew Y ork Times combined.

Andit@all aboutusng languayeto hookthereader.

Curiodty, desire, achdlengeto your world viewE agreat hookactudly violates your sense of redity
onsome level, or causes some inne conflict from theincongiity of what you@e reading. To thedegree
tha you are compdled to continuereading to find out wha the heck this story is al about

If yougolf, | defy you to read this headling, and nat care aboutthe story behindit.

How in theworld does a onelegged golfer play beter golf than you? Wha ARE these amazing secrets?
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| Qe taughtmy Insdersto think of theoffline progpect as a dlothful, somnambulant blob welded to the
couchE and so averse to moving tha hewouldn®get up to save himsalf if the house were burning
down.

This may beadight exaggeation of theactud situationE but notby much. Getting another human
being worked up enoughto take money outof hiswallet and give it to youE is easily anmongthe most
difficult interactionsyou will ever face.

So theimage of thehdf-awake blobis actudly close to wha you@e redly facing when you®e trying to
initiate asae.

Yourjob-- your ONLY job-- isto get that blob so excited and agitated that hecan@)slgep or do
anything else until he@ gatten off his lazy ass and ordered your produd. Because you®e putan itchon
him tha won® go away.

If hedoestry to goto bed, he@® gonnawake up at 3 am. thinking aboutyour ad, and the promi ses that
ad hasindalled in hisinternd hard drive.

Youredly want the sale to take place while he@ reading theadE because (as old school salesmen
undestand) once a prospect actudly walks away or puts your ad down, your chances of flipping him
become small.

But still, if youhave agreat hookthat staysin his head, he@® going to bethinking aboutyou and your
produd all day long.

Thebest hooksprovidethebiggest jolt, the most excitement, and the promise of the most fun hed ever
come acrosstoday. Youbecome abright spotin his othewise boring life. Tha@ yourfootin thedoor.

If you prefer adifferentimagefor onling cugomizeit. There are millionsand millionsof webgteson
thelnterne and billionsof pagesfilled with all kindsof information ®good,bad, and worthless. So this
time, picture a hugeslug sitting at the computer with his hand twitching on his mouse ready to click
away fromyour site at thedightest hint of beng bored.



He doesn®want to beinterested in your site. He doesn®want to be persuaded to buy. He@ gotenough
on hismind, and as much as he hopes your promises are redly true, he@ actively looking for areason --
any reason a all -- to say haw, | don® need this.O Because that |ets him off thehook

Thisiswhy learning the basics of killer salesmanship is so critical to longterm success. If youmuck up
the sales process, you give him a chance to walk away. Andtha saleislod.

You@e got to understand this -- your progpect is not usualy happy he@foundyou. If what youoffer is
something tha directly affects the problem he has, or isthevery produd hereally wantsE you
neverthdess represent a PROBLEM to him.

Because now he has to get out his wallet and do something hereally, really, realy doesn®want to do:
Give his money to someoneelse.

Itéjyst ahad thingto convince a human bengto do, even in our consumer culture. Especially when
youe selling onling where your progpect cannothold, smell, heft or closely examineyour produd. Or
even, in mog cases, sample your service.

He@®@ making this toughdecision to give you money based entirely onwha you®e told him in your ad.

Thisiswha you® up agang. Thisiswhy you need to hookyour reader, and stir him up, get his mind
engaged.

To thisend, there are afew critical metrics you need to track on your websiteE and themos important
oneistime onyoursite.

Theaveragetime onasiteislessthan seven seconds Top marketers keep track of these stats. Seven
secondsiswhat it takes for asurfer to register an impression fromthelanding page of your site. Tha@
not enoughtime to make a buying decision. 1t@ enoughtime to decide, naw, I don’t want that.

If your site were aretail store, this would be equivalent of watching people walk in thefrontdoar, take
two stepsin, and then turn aroundand leave.

Tha@ alog opportunity.

S0, to keep tha andogy, you better bedarned sure tha wha a progect seesfirst grabshis attention and
draws him INTO the store.

Y et mog websgtes -- and, downtown, many stores -- actudly drive people away.

Now, Malcolm Gladwell has explained in his bookBlink exactly how people make decisionsin a
fraction of a secondand 1®n going to provethis even more so later on.

For right now, think of your hookas an actud fish hookflying out of your computer to grab your
progpect and hold him in place while your ad invades his congiousess. He won®beable to click awvay
fromyour site in no stinking seven seconds His attention has been nabbed.

Take alookat this site Harlan swiped frommy One-Legged-Golfer.



Want to change the way people respond to you? This is the key to what's been holding you
back your entire life?

Amazing Secret Weapon Hoarded By
Movie and TV Stars, Singers, Business Leaders, and Politicians
Skyrockets Your Self Esteem, Transforms Your Voice in Minutes A
Day, Eliminates Fear of Public Speaking... Ahd Commands Instant
Respect From The People You Meet.

The Secret to Unlimited Power! %

Sean "I was able to learn an incredible amount about % Heather
Connery my voice and about how to have a great impact Locklear
with more pleasure and less pain."

Tony Robbins - Success Coach
His name is a Hollywood insider's secret. His phone number s
. ylvester
Cathy Lee is in the rolodex of the most famous agents and actors. stallone
Crosby Singers, TY announcers, Broadcasters, and Politicians vie
for his time...because they respect his power.

There® aredlly big promise in the pre-head and he@ jus getting warmed up. Theheadlineis an exact
paale of theoneleggeal golfer headlinehook. Only, this hookis the secret weaponof movieand TV
stars and the names going up and down the side of the page prove his claim.

| gointo headlines and specificsin my main course and really ripped into them in my Copywriting
SweatshopDVDQ@. 1t@funwhen you break the code on usng languae this way.

Y our pen really does become mightier than thesword. Mightier than the best salesman you®e ever met,
too.

This headlinefollows my headline guiddines: it offers specific bendit, bendit, bendfit, and then offersa
find killer benefit.

Harlan: Whenever | send you some copyto lookat, therespons |®n looking for fromyou, John, is
when you ask, Qs thisfor real 27OWhen | get you to ask aboutthe produd | knowit@awinna. This
copy sold arounda quater million dollars of product in aboutsix months

John: Goodjob. Goodilludration, too, of how agoodhookwill absolutely stop someonefrom clicking
away fromyour site. They will stay onyour site and read every single word whileyou light afire under
ther ass and force them to order.

Harlan: There@® some evidence wedl get to later saying people scan webstes, withoutactudly reading
whole sentences. How do you recondle this with theidea of people reading every word?

John: 1t@ notaproblem at al. You havethisinitia rapid scan of thefirst screen of your site and the
mind decides to stay or go.

That takes jud asplit second. Youhookthem andthey@ stay. Then they come back and scan with an
eye for more detail untl it time to goto the next screen and the same process happensall over agan.



A great hookwill arrest the eyes and force readership. We've known for alongtime that, whilelong
copy outsells short copy, mos buyeasdon'tread al thecopy. They are convinced early, scan the bulk,
and figure tha when they get thefree reports or the package or whatever, they'll get into it deeper.

But thefact they are scanning all this great, hookladen killer copy makes the case over and over agan --
thisis something they want, and want right now.

A goodletter will have subheadstha highlight themain el ements of thesales pitch, and these highlights
are easily picked up when scanned. Thingslike urgency, limited time or supply, guaantees, bonugs
andthelike.

And, aways, thebiggest and best benefits that outineyour USP.

Y ou have to reach out of the screen and grab thereader by the collar and hdd hisface to the screen until
heorders. Andall youhave to usislanguaye

Okay, there are afew bels and whistles you can use to increase your chancesE butit® the sales pitch
tha will dothejobfor you, whether it@ written copy, spoken words, or acted-out streaming video.

wedl give away some of the secrets to this a bit further on butright nowwe are sticking to advanced
basics.

Harlan: Sometimes people ask me to look at their site and thefirst thing | see is there@ no headlineto
befound. And1@n sitting there wondeing why would anyonestick aroundand read this? Then | find
out, nooneis buying and it@ easy to tell why.

John: Theheadlineonthesite hasto tell thereader exactly wha you®e gonnaget if you stick around
and read.

Jud imagine standing next to apassing crowd, say, at afootbdl game asthejoint empties. People are
rushing by, eager to get to thar cars or thebusor whaever, to move onwith thar busgy, hectic lives.
Ther mindisstill hdf onthegame, hdf onthejob of going home.

Thisisthe state of your target audience much of the time -- distracted, and urgently moving past you.

So, what do you say to get ther attention? Y ou can®write from your heals. Y ou can®whisper, or be
incoheent.

Rather, you need to ddiver asolid pund directly to their passionae sweet spot

No mamby-pamby stuff here. Come
outan d g ive it yO ur Learn these amazing moves just from watching... and be able to use them to save b est Sh ot Th I S WI | |

your life tonight!
hgppen when you...

"How A Bad-Ass Bouncer Caught The Eye
Of The Nastiest Undercover Division Of

The U.S. Military... Why They Chose Him
Over Spec Op Soldiers To Do The Most

Dangerous Job They Had... And How You
Can Now Learn This Guy's Secrets To
Instantly Dominating Anybody, Of Any

Size Or Any Skill-Level, As Easily As




Let® go throughmy headline off Bob Pierce@® www.trsdirect.comsite. 1t@astudy in grabbing the
specific attention of a specific audience.

Thepre-head promises that you can learn thisjust by watching... |®n feeding theslug factor there. He
doesn@ want to work at anything and 1n telling him jug watch this and you@ be able to save yourlife
tonight

So wele hitting themogt important themes: it@ simple, quick, and easy to get started.

Now let@ move down into theheadline. We have a bad-ass bouner which bringsall kindsof imagery
to mindE and now, oh wow, he® also pat of theNastiest Undecover division of themilitaryE and at
this point theslugis already leaning into the computer screen and that® when | reach outand grab him
and yank him into my letter.

Next: You@e goingto beable to dominate anybody as easy as taking candy from ababy. 1&egota
hugeclaim there -- the classic Big PromiseOof old school salesmanship, the key to setting up a quick
sale -- and to someonewho® interested in thefighting/defense market, Qe hit oneof his mog tender
and influential hot buttons

He doesn®even know what the produd is yet buthis inddes are already saying | want it.

Or check outthis puppy:

Want to start winning motocross races almost immediately... even against

stronger, more experienced, and better equipped riders?

Astonishing “Insider’ Short-Gut
Secrets to Instantly Faster Times &
Total Bike Control Finally Revealed By
The One Expert Many Motocross Pro’s
Want To Aeew Hidden!

Notice the subtie and not-so-subtie juxtapostion of seemingly opposte concepts. If you@®e amotocross
biker, you®e going to thrill at the promise of winning almos immediatelyE  even againg much better
riders. Hot button, pundhed.

And while you@e still takingthat lovely imagein, | also promise youtheindder secrets revealed by a
credentialed motocross expert so powerful, other professionds don®©want youto even know he exists.



Aw, the secrets promised here have gotthereader soppywith desire right out of the gateE  and wele
way unde seven seconds

If youle in this target market, you®@e gonnaread alot more of this ad, at thevery least. Becausethisis
exciting stuff, and it SPEAKS to your heart-of-heart and degpest wishes.

Harlan: Secretsisacommonthemein alot of your copy.
John: Works, doesn®it.

It@ not hard to undestand why. Lifeisdifficult, even if you®e a spoiled American consumer. We all
want respect, wealth, fabuloushealth, great sex, adventure, all thethingsthat only seem to hgppen to
Hollywood celebrities and afew lucky guyswho break away from the pack.

How do they doit? Thereare hundedsof ansversE but mogly it@ hard work, and the tenacity of a
bulldogto ignae pain and failure and keep driving for your gods no matter what.

But that® a hard thing to make people undestand. 1t& like the diet game -- there@ no magic answe,
notreally. Eat less, exerciseE andlearn to be hgopy with your God-given shape and genes.

No onewants to hear tha. They WANT themagic. They WANT thereto be a secret way to magically
lose all theweight youwant, overnightwhile you snooz, with no cravingsor discomfort or effort.

And for sure, noexercise.

Still, there are certain thingsthat people have doneto lose weight that seem to defy theobdacles. They
doit withoutsweat, withoutdepriving themselves of chomlate cake, withouthardly any perceived effort
at all.

If youde overweight, and you hear aboutsomeonewho logt weightfast, smple and easy, without
exercise or dietingE tha would be something youd want to know.

Thefact you DONG know aboutit makes tha information a secret.

If | possess that secret, and you dor®, and youwant itE wele nowin the beginning stages of abusness
transaction, aren@we.

If youwant to let your inne cynicism gowild, it@ not hard to beieve tha few people want to take
responsbility for anythingin thisworld. They bdieve there are secrets outthere tha explain
EVERYONE dse@ successE and if they only knew these secrets, they@ betheworld@ best whatever.
Ther liveswould change forever, for the better, in a heartbest.

Good copywriters undestand the psychology of consumers, often better than the progpect undestands
himself.

Classic salesmanship isredly jug theoldest form of real-world, practical psychology thereis. Mog of
busness deals with people@ desires, wishes, demandsand fanciful nations 'Y ou don®buy a Porsche
because you need arideto thestore. Youdon®load up onjewelry on QVC because of hedlth reasons



And you don®buy a’5,000square-foot ranch hous in a gated community because you®e going to raise
cattle and fifteen kids

All of usshare some pretty basic human traits. Like wanting a better deal than your neighba -- think
how happy youd beto drive home the same car as your neighba, and find outyou pad thousandsless.

We al want to hgppier than e\/eryonee[seE we want more recognition for our achievements (even if
tha achievement is only beng a more QqudityOindividud)E and we want to beonthe OnsdeOof all
information sharing.

In shortE we all wantto beVin Diesel, dashing and lucky and adored and richE while knowing all the
secrets of living agrest life.

Harlan: Here® the headlinewritten by Michd Fortin for Jon Reese@® Traffic Secrets. Jon@wizardry
and organizing affiliates to mail for him repeatedly allowed him to gross over amillion bucksin one

day.

"If You Can Copy And Phaste,
Then You Have What It Takes
To Quickly And Easily Drive More
Cash-In-Hand, Eager-To-Buy Leads
And Prospects To Your Website
Than You Can Ever Handle —
Once You Know The Secrets."

Michd gotthis headline after reading oneof Gary Bencivenga® Bullets. He qudifieswhat heis going
to say; thisis notfor everyonebyou have to be able to copy and paste BPwhich means essentialy,
everyone Copyandpastingissimple. Buttheimpression of exclugvity isthere.

So if you can do something ssmple, you can drive traffic to your site. Now look at the usage of the
adverbs Qquickly and easilyQ Tha@® a snesky trick few writers pick upon: When you use a adverb
ending in an QlyObefore a verb or stack them two at atime as Michd does here, you are giving the
prospect no roomto say noit doesn@ Pay attention:

Y ou have wha it takes to quickly and easily drive more...

If someoneresists theimplications and says o they don@Pwhat they are really sayingnoto isthe
adverb. They aren@rejecting theideayou can drive more traffic but tha it can beaccomplished quickly
andeasily.

John: Niceillugrationof tha tactic. Did Michd tell you we could use his headline as an example like
tha?

Harlan: Yes, hedid. Asyou®e said before, wetruly livein aspecia time, where so much shaingis
being doneby top players and experts.



Even afew years ago, yousmply wouldn® have been able to locate a booklike this thet revealed so
much of the behind the scenesOsecrets of writing killer copy. WeQ®e lucky to livein an ageof such
generousshaing.

John: There certainly wasn®anything like this back when | started out It was toughe to become atop
writer, because you had to doit almog entirely onyour own.

| think it@& our duty, onae weQre attained a certain level of expertise, to hdp others. | get akick outof
hearing abouthow some piece of advice | gave someonekickstarted ther success, or changed
everythingin ther life.

1t& odd, too, that when illiteracy in onthe upswi ng and people are reading less noves and avoiding
newspapers and generally becoming lazy readersE well, agoodcopywriter can ill cause afinandal
riot in your bank account

[t@ all aboutthekiller sdlesmanship. 1t@ all aboutbreaking throughthefogin your prospect® head, and
drilling home your sales pitch.

People will read a LOT of copy,and absorbit, if you stay in ther sweet spot

Harlan: Tha® agoodsegueto something fascinaing. L et@ move onto another important area where
even other top writers admit you@e in a class by yourself Bwriting bullets.

Here are some of your golf bullets...

* How to GemptyOyour mind of al nongnse asyoutee up N the ZenOsecret that will allow your
bodyto naturally Okt it ripOand ingantly turn your swinginto anuclear-powered windmill!
(You® betheonly guy onthe course who never worries abouthis drives!)

* Thetiny physcs-related adjusment that will automatically Gquare upOyour club at impactE
giving you the accuracy of a guided missile, every time you swing!

* How to naurally allow tha amazing QagOeveryonetalks about (but no oneknows how to tap)
into your swing, without effort and without worrying aboutyour movements! (Thesudden
distance you get onyour driveswill SHOCK you!)

John: All of these bullets feature what | call the Dne Two PunchOtactics of piling benefit on top of
benefit. You get abendfit by getting this produd but there@@ a benefit ontop of tha benefit.

Mosgt rookie writers stop at asimple recitation of abullet. (How to get your mind in shgpeto hit agood
tee shotO Yawn.

Go deep. Putyoursaf in a state where you®e on the spot to drive home your point as succindly yet
specifically as aman convindng his wife to leave abuming hous.

(Honey, wake up. We have to leave.O Don®think so. No urgency, no sense of amazement or alarm, no
ingghtto information tha changes theway you perceive the situaion.

It@ morelike QVe have two secondsto get outof here! Flames are licking at thedoa already, the
roof3 ablaze, and if we don®leave right now we®e gonagseO



Let@ look at thefirst bullet. If you@e agafer, when you@e up at thetee, youQre gotall kindsof crap
going throughyour head. So emptyingyour mindis going to give you an advantage, sureE but®n not
stopping there.

In fact, weQde jus warming up. Because, if you let usshare this stuff, youd quickly tum yourswing
into anudear powered windmill. Wha@ more -- my God, it just gets better and better! -- you@ never
feel anxiousaboutyourdrives agan. Ever.

Theimageis specific. Thebendfitissmple: Better skillsthan the other guys professiond-level secrets
tha keep you cam, and theend of ner'vousess over thisrather difficult game.

Simple, but dramatic.
Harlan: Why doyou write so many bullets? Youw Rodde sex letter was modly bullets.

John: 1t@ all aboutthetease. Peopleloveto read bullets and try to figure outwhat it could possibly be
talking about To thisday Boadroom Publishing, oneof theheaviesin thedirect mail busness, spends
an enormousamountof spacein its copyjud onbullets. They knowther cusomers often buy the
produd only to find outwhat the bullets were teasing them about

Sometimes, in fact, asingle well-written bullet can make the sale for you. My friend Jeff Paul isan avid
golfer and oneof the savviest marketers alive. He stalks my golf ads because he wants to know what
new tactics |®n usng (so he can steal them)E  buthe always pissed at me because he always windsup
ordering theprodud.

In spite of himsalf, too. He@ already awicked good golfer. But oneor two teasing bullets just drive
him nuts, and he MUST find outwha the secret is.

| loveto hear thiskind of testimonial. Because it® notabouthow @oodQhecopyis. Bottomling, itG
aboutsalling the produd.

Like you said, you dondwant to hear another writer say Nice job onthe copy.O
Y ouwant them to beg youto reveal the secrets, so they can findly sleep.

There are two kinds of bullets Bopen and blind. But both employ the tease concept -- oneby being
specific, oneby beng mysterious

Here® an example of blind bullets from my infamousRodde Sex L etter:

v’ TheOpeasure trigge Osecret accidentally discovered by medical dodors that sets up more
intense and more frequent orgasms for you! (It also curbspremature gjaculation! Page 136-
141).

v Amazingtrick that instantly eliminates Oper formance anxietyOin men! (Used for centuries by
themod daring and successful loversin theworld.)

v' Astonishing Guccess paterngOtha actudly give physcally unétractive men a huge romantic
advantage over the goodlooking hunk®



Notice noneof these bullets gives theinformationthe buye islooking for. They@ethinking,wha the
devil ISthesecret pleasure triggeE what is the single most important this | can do, etc... it@ driving
them nuts. | teasing them. 1On pushing thar buttons

Andtheonly way heis goingto get this curiosty answered isto order. 1@1 notgoingto tell him the
answer until hebuysthebook. But hecan@stop reading the bullets. 1t@ driving him nuts.

But then, fromtimeto time, 1@ throw him a curve like these bullets;

v" How to replenish (and manage) a steady flow of fresh, youthful testosteroneE  allowing you to
findly experience more frequent, more intense, and more pleasurable orgasms!

v' Thefive secrets of kissing like aworld-class lover! (Thestunning key to GadvancedOerotic
foreplay women are demanding tha men learn!) Page 222.

v SiX hyper-slippery sexud lubricants tha Dat onetime or another Bwill save your sex life! (Pages
231-234)

Jud looking at these bullets, you can figure outwhat they are about butl use powerful visud adjectives
to pant apicture for thereader.

| didn®doit in this letter, butoften | will even give away the entire secret -- just spdl it out QVlove
your elbow aroundthe shoulder bladein aclockwise, circular motion -- never counter-clockwise,
because that causes irritation -- while pressing a single ice cubefirmly agang thebase of her neckEO

1t@ good,in fact, to give something avay now and agan. But notwhen you@e dedling with sex. This
was an oppotunity to go wild with the tease.

If 1 were selling abookon home hedlth tips or gadening (which IQe also donefor Rodde), 1®n always
sure to indudespecific tipsin detail. The sales piece becomes an information-heavy resource for the
reader, who keepsit aroundfor the advice andtips

But the best stuff isalways blind. You gatta get the produd to relieve your curiosty.

This combination of open and blind bullets works like magic onreaders. It teases them, cgjoles them,
and flirts with them untl they buy.

Harlan: Sowhy notjug write blind bullets?

John: Because the open bullets serve the pumpos of keeping thereader in thebdlgame. Ther
appearance convinces him thewhole thingis bdievable. If | only had blind bullets, their suicionsare
up and they don® know whether or notto bdieve me.

Now there@® onemore ingredient | usein amog al my copy: subhexds The Officia godOof a
subhexd isto provideamini-headling, typically aben€fit for the next section.

Here@ a subhead from an old Gary Bendivengaletter in my swip€file:

What | Lear ned
About the Rich and



Powerful When
| Worked at the CIA

So what Gary@ done here is provide amini-headlinefor the next session but it@ so compdling,you just

gottaread more. No onein theworld can stop at the headline withoutwanting to know wha@ coming.
Andthat isthewhole god of asubhead.

Here® another Gary Bendivengasubhexd:

A Major New
Economic Trend Is
Now Solidly in Place...
It Will Fool 9 Out of Every
10 Investorsand Affect
Everything You Own

Thefinandal reader islooking at this and wondeing... wha is this new economic trend (and how come
| don©know aboutit yet)E andthen Gary hits bdow the bdt forcing youinto the next paragraph,

(Ea nd Affect Everything You Own.O Tha@® expert level force-marching readers to go further oninto
his copy.

Harlan: Another aspect setting your copy apart from mog others are the pithy testimonials. Many
people have testimonials tha go onfor paragraphsat atime. Your testimonials are a sentence or two
and they are extremely tight

“John I{as created miffionsin
profit tor us. We pitted his ads
and letters against big-city ad
agencies, PR firms, and writers with
lots of awards... and John
slaughtered them all. He
consistently hits 'home runs' for us -
- a 20-tol return in profit is no¢
unusual. He has saved our butts on
several occasions." Robert
Pierce, president, Tactical
Response Solutions

John: A goodtestimonial is specific Orhanksto oneideayou gave me John, | made $64,212in one
week.O It stretches thelimits of credibility and pushes beievability to themax BQ was an acoholicin
thegutter and | was jug elected govenor.O Youaim for tha QNVhasaaa?Oreaction.

Plus to beeffective, atestimonial has to beexciting so thereader doesn®fall asleep duringthe
testimonials. Boring copy anywhere in your pitch will murder your results.

It doesn®get read.

Here@ a goodtestimonial from aletter Harlan wrote. Y ouQre gota celebrity doing the selling for you.
And Harlan got cute with thesubhead leading off thetestimonial butit worksin this case.



"My Name Is Bond - James Bond"
"arthur Joseph started as a teacher of mine
years ago. Over these years, he has become a
good friend whose teachings of Yocal Awareness
have become a constant in my life. He enlightens
with compassion and understanding of the human
spirit and above all else, it works."

- Pierce Brosnan, Actor

Here are some weight loss testimonial s that work:

Q wentfrom asize 12 to asize 6!0
“My results were immediate. The same day as my first session! [ was amazed when [ realized that my cravings
were now for healthy foods. I didn't even know that I was changing my food intake. I gave up junk foods. It
happened naturally! By the next day, I knew I was in control. I melted off over 30 pounds of fat in total. I am
happier and feel stronger thanks to XXX Hypnosis.” Juana Hernando

(Now | can look in the Mirror and Smile!O
Immediately after my first session my food preferences changed. I was amazed when I realized that my cravings
were now for healthy foods. It happened naturally! By the next day, I walked with a new spring in my step and a
smile on my face. I lost 4 pounds my first week and 10 pounds my first month! I melted off over 20 fat pounds in
total. I am happier and feel stronger thanks to XXX Hypnosis. Nancy Greenberg

They work because they are brief, dramatic, and specific. These testimonials are promising immediate
results which jus hgppened. Both testimonials Onelt off fatOand give atime frame for these results.

Plus the QroiceQisreal. Even to thepoint of beng incorrect grammar -- judt like real people talk.
Warning: Never forge testimonials.

Goodgrief, especialy when you@e dealing with markets that are unde condant scrutiny by federal
QlphabeOagendes, like the FDA, FCC, SEC, etc.

If your produd is any good you can get testimonials. Jug ask. Actively solicit them from satisfied
cugomers. Mog will welcome alittle hdp in beng pithy and succind -- so interview them, and hep
them craft ther story simply and effectively.

With lots of specifics and credibility and bdievability.

Andif your produd sucks so bad, you can®get any testimonialsE find another produd. Or fix theone
you have. Jug don®muddythewaters for everyone else by marketing crap.

Your testimonials can say thingsyou can not say yourself. For you to say you@e handme, talented
and charming, it@ bragging and notto be bdieved. But to hear someoneelse say the exact same thing,
it@ an endorsement.

Never brag in your copy. People hate braggats.



L et your testimonials do your bragging for you.

Second, there are laws govening the use of testimonials in weightloss and with ingestibles, and you
should knowwhat the FTC andthe FDA say before you write asingle word. Even if it@ true, it may not
beallowed unde thesdtrict rules.

There® aton of money to be madein the diet market, and Qe written pitches that ran or mailed for
yearsto tha audience. But youmug able to stomach theextrarisk inhaentin selling certain things
Plus, you®@e going up againg hardened, supe-experienced marketers who will eat your lundh if you
don®undestand the details of the yame.O

| don®write diet adsanymore. There®too much oppotunity outthere in other, untapped markets.

Harlan: You®e been doing somethingincredibly sneaky with your subhexdsfor years. Here@ an
example out of your Rodde letter.

! v’ A step-by-step “fingertip” guide to the 16 most sizzling “hot spots”

o her body (pages 94-95)...

Including At Least FOUR
She Probably Hasn’t Discovered Herself Yet!

Y ou break the paragraph in mid-thoughtand forcibly yank thereader into the subhead. 1t&impossible
to bal outat theend of the paragraph. Y our subheadsrepresent the secondhdf of ablind bullet so you
force someonewho is scanning your copy to want more.

John: Youbecha Sneaky, and wicked-goodstuff.

In the example beow, | interruptthe bullet to add Gind you@e gonnalove thisOPwhich keeps pundiing
at ther curiogty hot buttonsto the point they can not make sense of wha | wrote unless they go on and
read more.

But here, | sucker-punch thereader by beginning my next paragraph with theword GAnd.O Goodold-
fashioned hudket brigadeOstuff.

Remember when your teacher told you never to begin a paragraph or a sentence with theword GAnd0O

Well, forget that piece of advice. Theword and connects you to wha came before. So in theexample
bdow, notonly dol pul thereader into the subhexd, | drag them into the next paragraph as well.

What Bill McKinney focuses on... and you're gonnha love this... is...

Whacking The Stuffing
Out Of The Ball!

And that means... you only need to pay attention to the CONTACT you make. And no,
it's not hard. It's extremely easy, in fact. Once you know the secret.



In the example beow, the subhead gives a stunning benefit. Y ou can master these killer skills just by
watching avideo. No practice. No effort. [t@ asug@wet dream.

Evernything is so dead-on simple...

You Can Master All Of It...
Just By Watching.

And here@ oneof my favorite examples. Thisis from thefamousnickel letterOwe sent out My boys
questioned why they had to mail so many nickels, because it was coging them afortune.. untl the
orders started flyingin thedoor.

Ther staff remembersthenickel letter to thisday. Notice howthesubhead jumpsoutat you. And
contrary to what your English teacher told you, my next paragraphis so dramatically short tha it forces
you into thenext subhexd.

In less than a second, he suddenly realized he was about to he jumped by three experienced streetfighters... and if he didn't
do something right NOW. ..

His Life Wasn't Worth
Much More Than That
Nickel In His Pocket!

Well, what would vouw have done? You know, in your hean, you run the risk every day of being in the same situation... cornered
by punks who want to do you {and your family, too, if they're nearhy) serious harm! It's not even connected to robbery anymaore
— they don't want your nickel, they want the thrill of stormping your face into hamburger.

It could be in a parking lot downtown, in a movie theatre, outside your local Seven-Eleven. ..

Or In The Cool Darkness
Of Yowur Own Bedroom,
Late At Night!

Thegod of copyisto keep thereader interested, involved, and dying to find out wha comes next.

And movehim dong,asif hewere diding down agreased chute. Ontherideof hislife. Andhe
doesn®get to rideunlessk  he comes alongwith you. Mint money by stringing wordstogeher, it the
mog powerful skill a marketer can have.



