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THE SECRET TO SUCESSESSFUL ADVERTISING

There are four factors that will determine the ssscor failure of your advertisement.

. Where you advertise (The media you use)
. What you advertise (Your offer — the deal)
. The Priceyou pay for you advertisement

. How you advertise. (The advert itself)

1. Where to advertise.

If it is important to you that you get value for ney and achieve effective penetration
with advertising. Then an excellent general rujed® not advertise in any give away
papers with small circulation numbers, specialiagarines or trade journals. Do not
advertise in pullouts, special features or anytlersg that is not a regular paper. If
value for money is important, then the most crite@spect when selecting ‘where to
advertise iscirculation’ . Before you make a decision on the cost of an rdideenent

in any publication, determine what the circulationmbers are. Dmot let them
confuse you witlreadership numbers. This is not the same thing. You wantriovk
the audited circulation numbers.

Newspaper advertising rates are usually expressamlumn / inches. This is one
column wide by so many inches deep. The width efdblumns may vary between
newspapers but inches won't. The price they charge column inch will vary
between papers so it is important to be able topesethem, ‘apples for apples’ so to
speak and there are a number of ways to make thparison.

An advertising rate of $5.40 per col / inch foriecalation of 50,000 is better value
than say $4.20 per col / inch for a circulatior86f000.

For example, to calculate comparable value for mgmer column inch. Take the
circulation number (and divide by 1000) and thevidd#i by the dollars per col / inch
rate i.e;

50,000 circulation / 1000 = 50 and at $5.40 peurwl inch rate =50/5.4 9.26
36,000 circulation / 1000 = 36 and at $4.20 péuroa inch rate =36 / 4.2 8.57

The higher the ratiothe better value for money. So in this example the $5.40 per
column inch rate is better value for money than $4€20 rate. To draw an exact
comparison the lower circulation paper advertigiag would need to beeduced to
$3.89 per col / inch to be equal to the largerutation i.e (@ 36/ 9.26 =/ $3.89).

The higher circulation paper advertising rate cdogdncreasedto $5.83 per col /
inch. to be equal value of the lower circulatian(i@ at 50/ 8.57 = $5.83).

Make sure that when you use this formula for conmmgaadvertising prices between
newspapers. To remember that tiigher the ratiothe better value for money.




Another way to work out the costings per advertisetiper paper is to take the entire
cost of the advertisement say a 10 x 3 and divig the circulation number (divided
by 1000). To see how this works lets use the qesed in the previous examples.

A 10 x 3 in the higher circulation paper would c$$62.00 (@ $5.40 x 10 x 3)
A 10 x 3 in the lower circulation paper would c6426.00 (@ $4.20 x 10 x 3)

By factoring in the circulation numbers we get @acer picture of the cost per 1000.
So dividing the cost of each advertisement by treilation numbers;

we get, 162 / 50 or3b24 per thousand - for the larger circulation.
and we get 126 / 36 oB%H0per thousand - for the lower circulation.

Therefore at the quoted column inch prices theelaarculation is better value. i.e
lower cost per thousand ($3.24 compared to $3.50).

Which ever way you use to determine the best vedugour money make sure you
compare apples with apples and tieeulation numbers are the critical variable in
making that determination.

2. What to advertise.

You can advertise anything you like. The most iddre things sell! A plastic
‘microwave egg boiler’ advertised in the UK soldeo\3 million units. Who would
have thought anyone would want to boil an egg imiarowave? Well obviously
plenty did because they sold out.

A T.V. aerial that looked like a satellite dishathsat on top of your T.V. and did
nothing more than an average standard indoor ‘taddni’ aerial sold over half a
million units. The ad even said that this produould not pick up satellite T.V. but it
looked good enough for half a million people to fmne.

The point here is that there is no ‘right’ prodoctservice that will sell. It does not
matter what your product or service is. What is amignt is that younave a product
or service to sell. The vital point is that no reativhat you have to sell, and in this
publication we have used real estate examples duwsstill need to get the buyers to
read the advertisement before you can sell thenthemyy Don’t think that just
because it is a great product at a great pricepaple will automatically want to buy
it. You need to attract them to your advertisenamt more importantly you need to
get them to read it. (More on how to do this later)

3. The Price you pay for the advertisement

When newspapers put together their advertising @t price for Space. It is often

at the price that they would ‘really’ like to gétey have determined that at this price
they can bevery profitable. The reason that this price is the h&gjhthey ask is
because in practice they hardly ever get that’‘fatean advert. Why? Because they
use this figure to discount from in order to gestomers to take out long term
advertising contracts.




The more spacé an advertiser contracts to take the lower thee raill be.
Newspapers are in business to make MONEY and theid by selling advertising
space. They put the ‘rate’ price at where theydiacount down from and still make a
profit, even from the lowest ‘contract’ rate.

You now know the insidsecretabout the newspapers ‘published’ advertising rates
You never need to pay that rate again. Typically want to only pay one third to
one half of the published advertising ‘rate’.

So negotiate the best price you can, even if itmeamntracting for more space than
you will probably use as they hardly ever check Algo realise that if you pay the
asking price you are paying way too much for yodveatisement. It's easy to get
carried away with the excitement of your own adwaert think that you will get rich
from just one clever a&¥ou won’tespecially if you overpay.

You don’t however need eontract to get cheap space. (This is another advertising
secre) Every week newspapers have unfilled ad spadeein hewspapers. Space that
they have been unable to sell to an advertisemeEhecause they couldn’t sell it or it
was an odd shape, or it was suddenly made vacasdrbgone withdrawing at the last
moment. The newspaper usually takes up these sgfaaselves with what is known

in the industry as ‘fillers’ for which they get meincome.

This is where you can come to the newspapers aitidhying them to get some
money for some of those fillers. Lodge with the spaper artwork (bromides) for
your adverts in as many different sizes and shapegossible. With instructions to
call you if they have space to fill at the last otenand are prepared to accept 50% -
75% off their published advertising rate for yoatel last minute entry. You may be
surprised at how often they will call you.

Obviously you won't be able to do this by goingaigh an advertising rep from the
newspaper as they are selling advertising on cosioms (Yes they all work on
commission when selling advertising space). They'twwant you to do deals like
that. You will need to contact the advertising ngaraor someone higher. Don'’t
expect them to be thrilled about this idea as tliley to pretend that the published
adverting rate is the ‘true’ price and they onlgadiunt to loyal and long term clients
in appreciation of their on going business. Dor€tfooled, they are in business to
make MONEY and they do this by selling space. Sarmeey is better than none.

4. How to advertise

The following pages contain the ‘ground rules’ toeating adverts that will easily
double or triple the results you are currently rdog - no matter what you are
selling. It is very, very easy to get it wrong donde money with ineffective ads that
don't sell. But if you follow this advice you'll Ben how to get itright and
maximise your chances of success.

All advertisements are broken into three importeminponents. These are, The
Headline, 2. The sub headlineand 3.The body text We will look at each of these
components in detail and you will soon see how irtggd each component is to the
response you receive from your advertisement. follese simple rules and you will
never again lose money by running an ineffectiveegiisement.




1. THE HEADLINE

The most important part of your advertisement éskieadline
THE HEADLINE SHOULD SUMMARISE THE WHOLE OFFER.
It should grab the eye, and make you want to reagtibheading.

This is the text, that will catch the reader’'s exgehe or she scans across the page. If
the headline doesn’t grab their attention, thenryamvert will flop. Just look at the
headlines in most ads and you will see that vew deab your attention enough to
make you want to read further. The exception ofre®us your own ads, you read
them because you have an attachment to them, yow Kmey are there and you are
looking for them.

The headlines should intrigue and captivate theleedts sole aim is to make the
reader continue to read theubheadind, which in turn should lead them on to read
the‘body text’. You should take great care when creating thelmead

Headlines should demand attention.

The difference between a salesperson and a hedidiikargely in personal contact.

The salesman is there to demand attention. He rid teabe ignored. Whereas a
headline can be. A salesperson can persuade dested persons into looking at his
products or services. Headlines can't. If a headtines not grab a reader’s attention
immediately then the body of the ad will not bedrea

At a social function or dinner party we may lisgulitely, to “boring” people taking
about topics or life stories we have no real irgem. But people refuse to be bored
with uninteresting topics in print.

People do not read ads for amusement. They doeaot ads, which at first glance,
appear to offer nothing interesting. A double papeead in a woman’s fashion
magazine will not gain a glance from a man (well nsually). Nor would a man’s
shaving cream ad attract much attention from a woma

The average person has too much to read. Theyatipiskip 3/4 of the reading
material they have probabbaid money to read. So don’t think they will read yodr a
just to find out if your product or service intetethem.

They will decide by a glance at your headline. Maill need to focus on your
audience. No one reads the entire newspaper worddad. They read the articles
that interest them. They might read it for the ficial pages, the sports pages, the
news pages, the real estate pages, the job vasamoeie some times they will read
these pages to the exclusion of all other pagdsimewspaper.

There are whole pages that never even get scaBoedinless you know the reading
habits of your target audience a poor headlinenmashance of attracting anyone’s
attention.




Even if you did know your target audience readiabits, a weak headline in your ad
is not going to attract their attention, they widit know what it is you are advertising.
Yet everyday in every newspaper there are hundfeds thousands of ads suffering
from “head-line-itis” (weak headlines).

Literally thousands of dollars are being spent ¢edys on advertising that does
nothing but make the newspapers rich. Make yourdlivea talk to your target
audience, address them and nobody else.

Don't try and be all things to all people. Focus;us, and focus. Everyone daest
want your product or service. So dot waste your time or money trying to attract
them all. Think about whom you specifically wantatiract and then go after them.
Purposefully select your target market. The morne garrow your focus, the bigger
impact you will have.

Common mistakes.

Far too many ad writers get caught up in making $iie logo and phone numbers are
prominent and that the ad looks perfect. They foadut the single most important
purpose of any advertisement, which isSIBLL a product or servicéNot to win an
advertising design awardpt to promote your firm or businessot to tell the world
your phone number - because who cares!

The sole reason you should be advertising is toenrmakney! That's your objective
when advertising PROFIT.

How do we get a profit from advertising?

We useattention-grabbing headlines, that captures the reader’s attentiondaans
them into the body text that contains the salessags The hook (or headline) is the
most important part of the entire text. It will itk customers to read the rest of the
ad.

A good headline will increase your response by aslmasl000%. You can have the
same body text or copy and just by changing thelliresa you can dramatically
increase your sales.

Some examples

John Smith, a commodity broker specialising inisgligold bullion to investors,
formalised an arrangement with an investment battiagrallowed him to provide 2/3
bank financing on gold purchases. This meant thgtcients wishing to purchase
gold as an investment could buy $10,000 worth fdy 3,333 in cash and the bank
would finance the rest. The headline read:

“Buy gold with two thirds bank financing
It was accompanied with good ad copy and ran imantial publication. It made

thousands of dollars a month for John Smith. He seasewhat surprised to hear from
us suggesting that the response could be impravedt avas only out of curiosity, he




requested more information. Armed with the infonmatin this booklet. Three weeks
later he ran the following headline.

“If Gold is selling at $ 330, for $110, | can buyoy all you want!”

The responses immediately increased his sales By 5%¥2%. By changing the
headline from one that talked about features to tha¢ communicated benefits, it
attracted (hooked) more people into reading the @opl getting the sales message.

“How to win Friends and Influence People”

The above headline is an excellent example of dlimeathat helped sell millions of
copies of the book of the same title. Take awaywbeds ‘how to” in the headline
and a powerful ‘benefit’ is removed. Leaving theatiéne promoting only the
features. The headline needs to create enoughsiyrio compel readers to read your
body text (your sales message).

Main points about headlines.

The difference between a good headline and a ngosd headline is that a really
good headline emphasises a key benefit or soltii@ncaptures the essence of all the
benefits that your product offers.

Secondly, a good headline will generate curiositgking the reader want to know
more. Once you have written a few headlines (aml tdkes time and effort), test
them! Measure the response, tweak it, and tesha@he best test is the response you
receive and the sales you make. Not what you or golleagues think sounds good.

Results andPROFITS are the only performance indicator for an effextieadline.

The Attraction of the Specific

Many great headlines contain specific words or gésahat almost promise to tell you
something specific. Words or phrases suchhasy, here’s, these, would, who, who
else, where, when , what , why, if you.

Frequently, exact amounts are used heurs, minutes, dollars, percentage, day,
ways, types ofThey can also communicate a specific idea. Comibpa@rappeal of

“We’ll help you make more money”
with
“We’ll help you pay your mortgage”
The first headline is a ‘generalised specific’. Hezond more powerful headline is a
‘focused specific’. Making more money is appealiBut is still too generalised
because what are they going to do with more mofi@g?much thought is involved,

too many options. But the secorfpay your mortgage”is very specific and most
people would have no trouble identifying with threnkfits of that idea.




The following are examples of specific headlines

“A Little mistake that costs a farmer $20,000 a yéa

What farmer could pass up reading the copy undgr atheadline? He would want to
find out, what mistake? Why was it little? Is he kimg it? If it cost that farmer
$20,000per year, maybe it is costing him more. What mistakhe making?

This headline proved to be more profitable thanpiteious headline, which read;
“More Profits from your farm”

People will make more effort to avoid losing sonmegithey already have than to gain
something of greater value that they do not alreauy.

“Why do some foods explode in your stomach”

This is a provocative ‘why’ headline. It makes teader think “what foods™?

Am | eating them? Do they really explode? It creatariosity and compels the reader
to find out more. The ad was for an anti-acid paidiom a drug company and was
800% more successful than the earlier headlinechw@ad;

“Upset stomach? choosBRAND NAME

This next ad, selling a book written by a partmeaiwell-known and highly regarded
brokerage house, sold thousands of books.

“Why some people almost always make money in tloelstnarket?

The key emotive words “some” and “almost” make tleadline credible and makes
the reader think, could | be one of those “somep[@d How do they do that? Can |
do that?

Compare that headline with a less effective headtimat read;

“Stock Market Tips”

You will now begin to see that the headline is mportant ‘hook’ that captures the
reader’s attention. Lets look at another;

“Doctors prove 2 out of 3 women can have more béaliskin
in only 14 days”

Appeals to most women. Why two out of three? Ameé ®f the two? How have
doctors proved it? Quick results are what | ward &s only fourteen days. | should
find out more about this.

This proved 5 times more successful than the haeadli

“BRAND NAME skin lotion for smoother skin”




Some Headline Rules:

There are no set rules about how many words a ineastiould contain.
A headline can be any length its primary functiotually requires. It needs to capture
the reader’s attention and draw them into the hiegy

Even negative language or a negative approach apiure your reader’s attention.
Look at the following headline.

“Pierced by 301 nails... Retains full air pressure”

This headline tells the reader what he doesn’t vimrknow “pierced by nails”. It
then creates instant curiosity by statifigtains full air pressure”. This leads the
reader into the body of the advertisement.

This approach starts with a negative and thensstateositive that highlights a major
benefit of the product.

One of the features of this type of headline &rikes directly at a situation that may
confront many readers “The flat tyre” . This particular headline was 627% more
effective than a previous one, which read;

“Save money on puncture repairs”

So, in essence a great headline emphasises a Refitl solution that captures the
essence of the benefits that your product offergiréat headline will also generate
curiosity that leads the reader into the body afeatisement.

Looking at some real life examples

Stop reading now and go and look at advertisemientewspapers or publications
that you have available. You will find this a vargeful exercise at this point in time.
Scan the pages.

Discover what headlines (on advertisements) captatg attention. Don’t look too
hard. Just scan your eyes for a few seconds per. pesi yourself what caught your
attention and why.

Find out why yous$aw’ one particular ad but not another.

You should start to see that very few grab yoweraibn, or did they?

What you will discover will amaze you. You will newlook at an advertisement the
same way again and it will help you understandothser of a great headline.

Now stop reading and go and look at those advertisats!!.




More ‘powerful headlines’.

The following are examples of headlines that hawenbchanged and as a result the
response from each rose dramatically. See if yawiwhy.

“What everybody ought to know about the share ntarke
“For men who want to quit work someday - soon!”

“Former builders labourer earns $60,000 in 4 monthsfrom share
trading”

“Build your own $100,000 share portfolio in less ten 12 months on $50
per week”

“Local toastmaster club looking for more members”

“Are you ever tongue tied at a party?”

“Imagine holding an audience spell bound for 30 mintes”

“Amazing new diet works wonders”

“Eat more — weigh less”

“Who ever heard of losing weight by enjoying more reals?”

“New improved, super memory course”

“How | improved my memory in one evening”

“The secret of making people like you?

“Product demand sees stock run out — don’t misslosttime!”

“21 reasons why it would have paid you to answer guad a few months
agoll

This now ends the session on headlines and thpwriiance in attracting the reader’s
attention. Remember that a good headline emphasisey benefit or solution that
captures the essence of the benefits that youuptadfers.

Also of course, a good headline will generate @ityomaking the reader want to
know more and read further. You also, need to TEBVEAK and RE-TEST your
headline. Remember that PROFIT is always the inodiicaf an effective HEADLINE.




2. THE SUB HEADING

The sub heading should expand upon the story hettédthe Headline and draw the
reader into the body text. The Sub heading is imately below the main heading.
The main purpose of this is to ‘hook’ the readesrefurther into the body text.

The first paragraph should make reference to yoeadhne, building further
excitement and motivating the reader to continueetd. Just because you have
attracted them with a compelling headline doesamthat you are home free. You
need to arouse the reader’s curiosity. You nedddas on thédenefits

As an example the Headline might read...
“How to give up your job and make a million dolla?$
The sub heading could then read...

“I became a millionaire in less than four years. Wi you like to know how you
could do this too?”

Thereby expanding upon the story hinted at in teadine and drawing the reader
into the body text of the advertisement.

As another example, an advertisement for a booRRMME and SECURITY might
have the headline,

“How to burgle your own house and steal your ownrca
The sub heading might read,

“I've stolen hundreds of cars and burgled 172 honWsuld you like to know
what I've got in mind for your place?

Notice how the use of works such as ‘you’ and ‘youakes you want to read on.
This is the main function of the Headline and Sebdiine, to capture your attention
and pull you into the body text.

The above headline and sub heading might be ah argde by an ‘ex-con’ who has
gone ‘straight’ and has now co-authored a book tatwi ‘tricks of the trade’. How
burglars and car thieves steal cars and breakhatses. It might spell out, what
burglars look for, what they want to avoid, whatwity measures frighten them and
what makes them just laugh.

Who wouldn’t want to read a book like that? Thissactly what the headline and
sub-headline need to do, give you (the readerasoreto want to read more.

Collectively the headline and sub-headline shoualpture the essence of the benefits
that your product or service offers but from thader’s point of view.

This ends the session on sub-headlines and thpwrtance in ‘hooking’ the reader
into wanting to know more. Remember that a goodiedudline should expand upon
the story hinted at the Headline and the essengewf offer should be summarized
within the first few moments.




3. THE BODY TEXT (sales copy)

It is important that your sales copy daed focus on the features of your product or
service. Rather it should focus baw the readers will benefitfrom these features.

Following on with our example of a book on CRIMESECURITY, sales copy that
states...

“This incredible book tells you how to secure ygatio doors, which locks
to fit to your front door, which car steering loalould work (and which are
a waste of money) and how to get the best valusehalarm...etc

Is not going to sell many copies of the book beeahe readers have been told what
they can expect to receive. The features of thek bmve been listed. But not the
benefits. There is no mystery or intrigue. The lspieturiosity is broken. You need to
give your reader a reason to buy your product.

Reverse Point

Imagine if you could take what is an obvious andl4keown fact and state the exact
opposite (so long as it is true) to intrigue anscfaate your readers. For example we
all know that in order to keep burglars out you énaw lock your doors. But how
about this statement as part of your sales copy;

“This incredible book tells you why leaving doorlatcked can sometimes be
better than locking them”

How can this be? The reader will ask. And arenit goen just a little bit curious? It
is a well known fact, of course, that once a burgkts into your home or office there
is little point in locking ‘internal’ doors becausieey will simply think that there is

something valuable locked away and they will smt®m open, causing lots of
damage. The above statement refers to the ‘intedoats.

So this is what will be revealed once the readsrhachased the book. It also doesn’t
give away the ‘story’. In fact it really hasn’t tblyou anything but it has created a
desire to find out more.

By using the ‘reverse’ point we can sprinkle intiggand curiosity into an ad copy. By
using a mixture of reverse points as well as b&nefie could list in bullet point
fashion the following:

Three simple measures (each costing less tharh&b)bu can take to ensure
that burglars give your house a miss.

Two simple things you can do fdree to your car (and one thing you
shouldn’t do) to make it more secure.

The four things a burglar looks for when he ‘casgsir home.

Why fitting a car alarntanresult in thieves flocking to your car.

And much, much mare

Send for your copy of this incredible book todag atart learning the real secrets
of protecting your property.... etc.




The above sales copy creates a desire for morematmn and who would not be a
little interested in finding out more?

Answering the question

Here’s another example of a sales copy written myeathusiastic office furniture
manufacturer who has a great line of office chagsvants to market. Assuming he
has already got a great headline and subheadingrev@ow focusing on the sales

copy.

“Hi, Bill Smith from Smith’s Chairs. You should by office chairs
because they are the best in the industry. My share made from
quality leather. They're really sturdy and they’sasy to adjust, no
awkward levers to get in the way. They are chedpan the others
you've seen of similar quality and they only cds®® each so buy one
today”!

Now there are some great features mentioned iadheopy but it fails to answer the
most important question all readers / potentialdosywant to know“What's in it
for me?”

By rewriting the ad copy so that it answers thaty important question the ad copy
might look like this.

“Do you leave the office in agony each day because yoair ehthe chair

that you are forced to sit in for 8 hours each day - isligaincomfortable?
Does your back ache? Do you feel stiff and sorebse your chair is poorly
designed?

Well, don’t despairYou can be comfortable at work! Here at Smith’s Chairs
we have designed an office chair so comfortable $iiting in it will be a
pleasure!

You'll sigh with relief the first timgou sit down and settle back against the
soft leather...

And you’ll be thrilled with the easy to adjust Hgignd back support
that make being comfortable incredibly easy!

This quality is unparalleled in the industry. Arldetamazing part is, our
chairs cost$100.00essthan our closest competitor.

So, not only do our chairs sayeu money, they help you avoid the discomfort
of back pain caused by sitting on an uncomfortabigir.

Thanks to our chairsyou can now leave work each day feeling ready to enjoy
your evening. Plus you'll save time using our etmsydjust height and back
support.

Why wouldyou want to struggle with awkward levels that don’alig do the
job whenyou could be sitting back relaxed in one of our chairs




So which copy would have sold you a new office chdihe first ad copy that told
you about the features or the second that emplaiadise benefits and solved
problems. (Problems you may never have thoughthyal).

Yes | realise that the second ad copy was neamettimes as long but remember the
sole objective of any advertising is to make praéithich ad would be the more

profitable? Assume for a moment the first ad cd€900 and your profit per chair

was $100.00. If it failed to sell one chair youdd8100.00. If it sold only one you

would break even. Therefore it failed to delivés ibbjective which was to make a

PROFIT.

The second ad however is likely to bring in 10 @tnes more responses but let's
say it only brings in five. It costs $300.00 (besaut is 3 times as long) and sells 5
chairs. Therefore $500.00 - $300.00 = $200.00 profi

A long ad isnot expensive if it makes money. A shorter ad is mexgensive if it
doesn’t make money. To often we focus on the @it not the cost.

It is easier to sell aolution to a problem, than it is to have a feature or fiegell.
Your ad copy should highlight a problem and theincaurse, offer your product or
service as the ideal solution.

Use of Emotion

Fear of loss and desire of gain should be emphasgisgour ad copy“Fear of loss”

is extremely powerful. By demonstrating to the eatthis is what you may lose, risk,
or waste, if you do not buy. Followed by explainiwgat you gain or save if you do
buy the product or service. Both ends of the emafioscale are covered by
emphasising both what is desirable and what i®tteared.

The Sales Message

People read newspapers for informath@T to be sold something. So don’t write ad
copy that looks and sounds like a sales pitch. Darite about features. Focus on the
benefits and think about the burning question m rsaders mindWhat's in it for

me?” Be explicit, spell it out for them, create a peland then provide the solution.

Do you buy a car with air conditioning just becaiid®s air conditioning?
Or do you buy a car with air-conditioning that vkep you cool and comfortable on
a hot summers day?

Do you buy a 25mfdrill bit because you want a drill bit? Or isitcause you want
a 25mnf hole?

Do you buy an aspirin because you want an asmbfet? Or do you buy it because
of what the aspirin will do for you (ie take awagwy headache)?

When describing benefits tell the reader what tbeefit will do for them. Benefits
are not’quality”, "service” or “cheapest” because they don'’t specifically answer the
“what’s in it for me” question.




Give people information and facts about your praducservice. Use percentages and
real examples. Share information and inform yoades about the benefits of using /
buying your product.

Don't say,“This product will increase your fuel economy and improve engine
power”. Get specific and sayThis product will increase your fuel economy by
27% and improve overall engine power by 15%”( so long as it’s true)

Don’t make claims or promises that you can’t bapk @redibility is very important
and if you are going to educate the reader, yod tede seen as knowledgeable and
trust worthy.

Know your target market

You need to have a very clear idea of whom youtatiag to sell your product or
service to. This will help you immensely when yortevyour ad copy.

All too often ad writers try to appeal to the widmudience. They forget that their
target market is say College students or Enginedrs each require a different
‘language’ and therefore different ad copy.

Be Clear and Concise

Make sure your copy is as simple as it can be.nibst successful adverts are often
the most simple in concept. Don’t use long wordscomplex sentence structure.
Don’t assume anything — explain everything. Youcdé&® make it very clear about
what it is you are saying. You need to sound &slfare talkingo the reader and not
at the reader.

Try to avoid the use o€APITAL LETTERS IN YOUR SALES COPY AS IT
SLOWS THE AVERAGE READER DOWN BY THIRTY PERCENT . Only use
capitals to emphasise a point. Bolding the textaftan be just as effective.

Bolding, italics, underlining, and changing the ttoAs a general rule, do not swap
type faces within a block of text, no matter howdoor short that block of text is in
length. Also, do not have more thiémee different typefaces in any one advert.

Another important point is not to have more thaurfor five different point sizes in
any one advert. Often you have at least three,héalline, the subheading, and the
body text. This does not include bolding or italic.

Just imaginereading this because some

person some attentiorio your advert by making it

stand




You need to write your sales copy so that the ey @asily scan it. It should be
broken up into organised sections so that it igpkeno read.

A full page of text won't entice people to readespecially if it looks like it requires
you to read every single word. It is much easierdad it when it is broken into
subsections and one section leading to the next.

The reader may only intend to just read the fiestion and then get led into the next
and so on before realising they have read the wtups.

Transfer Ownership

Be sure to transfer ownership when writing youcagdy.
Using words liké'you” and“your” make the writing more personal.

Examples are;

Your product will be delivered in 10 days...
You will receive...

Youwill be pleased to hear...

Youwill learn...

You will

“You's” and“yours” should dominate oveie’s” and “ours”.

Avoid words such as;

Buy Difficult Death Obligation
Wrong Failure Decision Fail

Bad Deal Cost Sell
Taxes Liability Worry Loss
Hand Contract Uncomfortable

Use motivational words such as;

Free Love Safe New Benefits
Right You Alternative Security Sale

Now Value Fun Save Gain
Money Happy Advice How to Discover
Introduce Easy Your Power Penetrate
Suddenly Proud Healthy Guarantee  Natural
Fast Precious Secret Solution  Magic

Also never put the price at the top of your adgertient, nor too early in your ad.
Readers are not reading to 8®LD something. They are reading your copy because
it provides information and the headline captutezrtattention.

Once they have read your copy and discovévdtht’'s in it for them” , then they
may be prepared to buy what you are selling! Paerity, if you transfer the
ownership to them.




Don’t forget to ask for the order. i.e. Buy nowder here, call this number etc.

This is the end of this session on body text. Reb@ngour ad copy (sales message)
needs to answer the burning question in the readerd. "What'’s in it for me?” So
don’t focus on the features of your product or mervTell the readers how they can
benefit from those features. Use emotion to transwenership by using words that
includeyou andyou're.

Testing your ad

Now comes the most important part of all. You haserowed down your headline to
one of two that you think are really great and yadrcopy is just brilliant (well you

think so.) It is now time to test the responseddtermine how effective your ad will
be.

The process of testing involvesaluation, tweaking andre testing.
Don't be happy with the level of responses you ddivays try to increase your
response rate.

Test the headlineand opening sentence
Testyour offer to make it as appealing as possible

Testyour price If it is too low people will think your product & poor quality.
Too high and it will appear to be too expensivethar benefits.
If it's real estate you might ask for offers??

You need to be able to measure the response withasnge you make to determine
which change is the most effective. Don’t startggancampaign until you have tested
your responses.

A great way to test your ad, with out running ittisgive a copy to a stranger or
people you know to be in your target market andtaskn if they think it is “good
sales copy”.

If they respond;yes it is great sales copy”...lt failed the test.
The answer you want to hear‘Where can | get this”? or “Where can | buy it"?

When you get an answer like that, you know you rewenner RUN IT.

Editing and Proof Reading

Make sure your sales copy is grammatically coragct free of spelling errors.

Nothing destroys credibility faster than a copy &@ilspelling and grammatical errors.

When you have finished writing it, leave it for @m days expecting to rewrite it, so
that it is clear, enticing and easy to read.

Nothing finds mistakes faster than a pair of fregls looking over your writing.

Here’s what you should be thinking when readingryaicopies.




Does the headline contain a clear benefit?

Is the first paragraph (subhead line) compellinge® it make you want to
read further and learn more?

Are the benefits clearly stated and emphasiseg eaft
Does the copy explain how the benefit of your oftdates to the reader?

Is it easy for the reader to order, contact yowrfcRase your product or
service?

Is there some protection, guarantee, or refundcyafi the buyer wants to
return the item?

Most importantly‘Does it make you want to Buy”

If the answer is yes to these questions then youe lzan advertisement that will
provide effective penetration and should genergeiétp for you.

Real Estate Advertisements

So how does this relate to writing winning realagstadvertisements? The rules are
the same, expect that you have a huge advantdugiraf able to use a picture, which
after all paints a thousand words. By understandihgt works in the written medium
you can then transfer that into the photo / textliom® which is what most real estate
ads are these days. Once again you can get a tweoseramount of insight into
effective real estate ads by;

Looking at some real life examples

Stop reading and go and look at real estate adeemgnts in newspapers or
publications that you have available. Scan the pagel see which ads grab your
attention. Don’t look too hard. Just scan your efgesa few seconds per page. What
ads stand out? Ask yourself what caught your atterdgnd why? You may begin to
notice that all the ads look very much the sameu Yimay even notice that the
emphases, seems to be on the company’s logo oewlesagent’s name and photo.
What is meant to be advertised the company?, thetagr what'’s in it for the buyer?

Real estate companies literally waste hundredfi@igands of dollars each year by
placing ineffective ads. Not that the newspapersdnin fact they receive a very

large percentage of their annual revenue from thal estate industry. Most

newspapers are happy if they can fill a third afrepage with advertising. So imagine
how excited they are about pages of fully paid epagpearing in their newspapers
week after week. They love real estate companies.

On the following page we show some real estateréidirgy and some with examples
of poor headlines. Can you spot them?




Sample of Real Estate Advertisin

The above advertisement is a good example of @simgadline, sub
headline and copy. Notice how the picture takebalpof the ad
space.

The three to the left all have the most importattention grabbing’
part of the advertisement in the copy. Not the head

Thelmport Distribution advert headline should read
“Nets $400,000 Plus”

TheBar Brassieresadvert could read
“Excellent cash flow — net $170,000 pa”

The Substantial Businessadvert could read
“$1.4 million net”

These three headlines don't attract nearly enottghteon.
If you were looking for a business to buy the alétive headlines
would be far more likely to capture your attention.




Putting it all together.

he following is a great example of an effectiviteation grabbing advertisement.

contains all the elements for maximum impact baoger appeal.
strong attention grabbing Headlinh>

ood use of a good size graphic

0 convey what's for sale. —

ood use of a ‘second’

ittention grabbing Headlinh___>

Appealing Sub-heading to draw
eaders into the body copy.

ood concise body copy that would

\ppeal to many business buyers.

A\ call to action.

ontact details and company Iog/

he company logo and contact details appear didttem of the advertisement because the readerveanys

0 know this information after they have read tbeeatisement (if they want to know more). It is ionfant to
ave it in the advertisement but it should not daate or take pride of place - as many do. The redmies not
are who the agent or the firm is. It is only goiode of interestfter they have read the advertisement. Yjur
ame and that of your company is not what is gtanget them to read the advert.

he body copy gives the story in an appealing watgells you that the business is easily managedadready
as staff. It could run under management or youdcoanage it yourself. It also tells you that tlemdors are
erious about selling therefore offers are invitkct what the buyers want to hear.

ext notice how, in only three words, the secoraldiee tells you where the business is locatedthatit is
esirable because it is profitable. This is usegoimd effect here because anyone looking to buysabss in
auranga that was profitable would be compellecté&al further.

he graphic shows what is for sale (a Laundron@mt)eswords are needed to describe the busindsssithple
nd straightforward to understand what is beingrefi for sale.

he first headline ‘plays’ on the type of busintes is being offered for sale and hints at the fiaat it is a caljh
)usiness that generates profits. Care needs tikba with any ‘play on words'. It is not usuallynsething tha

5 recommended or encouraged, as it is easy tasmmy and could take away from the advertiseniedbes
owever work well in this instance.
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Below are examples of o\ $15,000,00(worth of real estate that was sold using the atbiegt
methods described in this booklet. Effective adseng can indeed be very profitable.
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