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A Note to the Reader 
 
This manual is intended to give guidance on improving your marketing results and is  
copyrighted by the Center for Technical Communication. No portion of this manual may be 
reprinted, reproduced, or distributed in any way without the author’s express written permission.  
 
© Copyright 2009, by the Center for Technical Communication. All rights reserved.  
 

This is NOT a free e‐book!  
 
Purchase of this e‐book entitles the buyer to keep one copy on his or her computer and to print out one 
copy only.  
 
Printing out more than one copy—or distributing it electronically—is prohibited by international and U.S.A. 
copyright laws and treaties, and would subject the purchaser to penalties of up to $100,000 PER COPY 
distributed. 
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IINNTTRROODDUUCCTTIIOONN  
 
Around 2001, I began publishing The Direct Response Letter, an online newsletter for my 
clients, customers, prospects, seminar attendees, and book buyers. 
 
Since the issues are packed primarily with a combination of short, practical marketing tips and 
referrals to resources, I am often asked questions about back issues, which of course I cannot 
remember. 
 
So I decided to compile the back issues into this collection. Unfortunately, the first couple of 
years worth of issues are lost on the hard drive of one of my old computers. But the issues from 
January 2003 through January 2006 are collected here for your reference and reading pleasure.  
 
It’s easy to make sure this e-book never goes out of date, simply by subscribing to The Direct 
Response Letter at the URL below. 
 
Special bonus: subscribe now, and you get a FREE marketing library of 4 of my special reports – 
nearly 200 pages of material – with a retail value of over $100. The report library is yours to 
keep free whether or not you decide to remain a Direct Response Letter subscriber. 
 
To get your free subscription … and free report library … click here now: 
 

www.bly.com/reports 
 
The newsletter issues are collected here exactly as they were published, with no editing or 
updating. And of course, offers expire, events pass, and information becomes dated. So not every 
link may work, and not every offer is still available.  
 
What you are buying here is the original issues. Please do not call or e-mail me and ask for 
updates, since I do not have them. Thanks! 
 
 

http://www.bly.com/reports�
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JJAANNUUAARRYY  22000033  
 
From: Bob Bly 
Subject:  3 New Year’s resolutions worth keeping 
-------------------------------------------------------------------------------------------------------- 
Bob Bly’s Direct Response Letter 
Resources, ideas, and tips for improving response to business-to-business, high-tech, industrial, 
Internet, and direct marketing.   January, 2003 
---------------------------------------------------------------------------------------------------------- 
You are getting this e-mail because you subscribed to it on www.bly.com or because you are one 
of Bob’s clients, prospects, seminar attendees, or book buyers. If you would prefer not to receive 
further e-mails of this type, go to www.bly.com, enter your e-mail address, and hit Unsubscribe. 
------------------------------------------------------------------------------------------------------------ 
3 NEW YEAR’S MARKETING RESOLUTIONS 
 
1. Spend an hour a week thinking of new ideas for clients without being asked -- and present 
them to the clients without asking for money. 
 
2. Get in the habit of skimming a lot of publications rather than reading only a few. Clip articles 
of interest and mail them to clients and others with a short note, “FYI – thought this might 
interest you.” 
 
3. Don’t focus on how you can succeed in business. Focus on how you can help your customers 
succeed. If you make a positive difference in their lives, your success will follow naturally. 
------------------------------------------------------------------------------------------------------------ 
VIRAL MARKETING IDEA: E-MAIL GREETING CARDS 
 
Ortho Biotech, a pharmaceutical company marketing an anti-cancer drug, is offering free e-mail 
greeting cards people can send to loved ones, friends, and associates stricken with cancer. The 
cards features inspirational messages and artwork.  
 
So where’s the viral marketing? Each card contains a link to Ortho Biotech’s Web site giving 
more information on their cancer drug.  
 
Source: Medical Media and Marketing magazine, 12/02, p. 6. 
----------------------------------------------------------------------------------------------------------- 
RECESSION MARKETING TIP 
 
Dozens of my readers are complaining to me of declining response rates, a downturn in business, 
and the weak economy. “Our direct mail isn’t pulling like it used to,” they complain. “What can I 
do?” Here’s what I have found works:  
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1. Take massive action. Figure out what you think you need to do to generate the level of leads 
and orders you need. Then do twice that amount.  
 
2. Don’t rely on only one promotional vehicle, like direct mail or cold calling. Do three, four, even 
five things: send out mailings; advertise; regularly e-mail your list; write an article; give a speech.  
 
3. Make every communication a direct marketing communication. Offer a premium with a high 
perceived value. Stress your free offer in your promotion.  
 
4. Test different offers, ideas, copy, formats, and media to see which work best. Roll out with 
those promotions that work. Scratch the others. If they don’t do well in a small test, mailing more 
won’t help. 
 
For more advice on marketing in a recession, see my new book Fool-Proof Marketing, published 
by John Wiley & Sons. To order the book at 30% off list price, click on 
http://www.amazon.com/Fool-Proof-Marketing-Winning-Methods-
Selling/dp/0471236098/ref=sr_1_1?ie=UTF8&s=books&qid=1256597369&sr=1-1 
-------------------------------------------------------------------------------------------------------- 
FOR SOFTWARE MARKETERS ONLY 
 
For anyone working in or around the software industry, here's an invaluable resource: 
SoftwareCEO (http://www.softwareceo.com). You'll find free business advice, discussion 
forums, online seminars, industry research, and links to software-specific resources. 
SoftwareCEO Site Members also have access to file downloads, proprietary data, and thousands 
of dollars in exclusive Buyers' Club discounts.  
 
Members of the exclusive CEO's Circle enjoy private peer networking through a secure forum 
and member directory. Be sure to sign up for the free newsletter -- SoftwareCEO founder Bruce 
Hadley offers weekly tips, tactics, and case studies. SoftwareCEO will 
*never* share your e-mail address with anyone. To subscribe to the free newsletter, e-mail: 
freenewsletter@softwareceo.com 
-------------------------------------------------------------------------------------------------------- 
RECOMMENDED VENDOR OF THE MONTH 
 
Does the perpetual pile of unfinished projects on your desk give you agita? A unique solution 
to the endless shuffling of files from pile to pile is Backburner Projects. Backburner's staff 
handles the projects you don't have time to -- enabling you to get more done this year. To 
request an informational sheet on the service or to discuss your project, contact Fern Dickey 
(201-797-8105 or dickeybf@aol.com) today . 
---------------------------------------------------------------------------------------------------------- 
WEB SITE OF THE MONTH 
 
If you sell by catalog, or just want to study great direct marketing, now you can see dozens of the 
top consumer mail order catalogs online at: 
http://catalogs.google.com 

http://www.amazon.com/Fool-Proof-Marketing-Winning-Methods-Selling/dp/0471236098/ref=sr_1_1?ie=UTF8&s=books&qid=1256597369&sr=1-1�
http://www.amazon.com/Fool-Proof-Marketing-Winning-Methods-Selling/dp/0471236098/ref=sr_1_1?ie=UTF8&s=books&qid=1256597369&sr=1-1�
http://www.softwareceo.com/�
mailto:dickeybf@aol.com�
http://catalogs.google.com/�
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---------------------------------------------------------------------------------------------------------- 
OUR RECENT PROJECTS – JUST A SAMPLING 
 
Direct mail for CommVault Systems … ads and radio commercials for Thomas Nelson 
Publishing … e-mail for E-Tactics … direct mail for Agora Publishing … direct mail for U.S. 
Tax Corporation … white paper for BRIDGELINE Software … direct mail for Intuit … 
copywriting for Dynamic Changes Hypnosis … direct mail for KCI … direct mail for AWAI … 
sales letters for Studebaker-Worthington … e-mail for 21st Century Alert … PR for Ausimont … 
renewal series for Institutional Investor Journals … and others. 
---------------------------------------------------------------------------------------------------------- 
60-SECOND COMMERCIAL FROM FERN DICKEY, OFFICE MANAGER: 
 
Bob is available on a limited basis for copywriting of direct mail packages, sales letters, 
brochures, ads, e-mail marketing campaigns, PR materials, and Web pages. We recommend you 
call for a FREE copy of our updated Copywriting Information Kit. Just let us know your industry 
and the type of copy you’re interested in seeing (ads, mailings, etc.), and if Bob is available to 
take your assignment, we’ll tailor a package of recent samples to fit your requirements. Call Fern 
Dickey at 201-797-8105 or e-mail dickeybf@aol.com.  
-------------------------------------------------------------------------------------------------------- 
Bob Bly     22 E. Quackenbush Ave. 
Copywriter/consultant    Dumont, NJ 07628 
rwbly@bly.com    phone 201-385-1220 
www.bly.com      fax 201-385-1138 
---------------------------------------------------------------------------------------------------------- 
 

FFEEBBRRUUAARRYY  22000033  
 
MARKETING ON A SHOESTRING 
 
With budgets tight and sales slow, businesses are looking to get better results while spending 
less. Here are four ideas that work well -- and cost hardly a dime: 
 
1. Build new relationships through networking. Attend two networking events every month. 
 
2. Nurture existing relationships through email. If you haven't already, create an email system to 
keep in touch with everyone who already knows you. Reach out to remind them of your 
existence at least once per quarter. 
 
3. Pursue your ideal clients. Introduce yourself, via phone and/or email, to five new prospects 
every month. 
 
4.  Online Marketing: finish or update your web site. 

http://www.bly.com/�
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Source: Ilise Benun, www.artofselfpromotion.com 
---------------------------------------------------------------------------------------------------- 
MAILING THE SAME PIECE TWICE: SHOULD YOU OR SHOULDN’T YOU? 
 
Your mailing does well. Really well. Should you mail the same piece again? And when? 
 
Rule of thumb: Sending the exact same piece to the same list approximately 8 to 10 weeks after 
the initial mailing usually generates 40% to 60% of the original response. 
 
How to make the decision: Say you need a 1% response to be profitable. Your initial mailing 
generates 4%. Half of that would be 2% -- double the response you need. So yes, you can safely 
mail the same piece again. 
----------------------------------------------------------------------------------------------------- 
CORRECT THIS COMMON WRITING MISTAKE 
 
A recent promotion that came across my desk says – “You can triple your money – a 300% 
profit.” 
 
It’s a common mistake, but tripling your returns is a 200% profit, not 300%. The rule is take the 
multiple (in this case, tripling means 3 times), subtract 1 (3 – 1 = 2), and multiply by 100 to 
calculate the percentage return (2 X 100 = 200%). 
 
Sounds odd, but think about it. When you earn a 100% profit, you have doubled your money, 
right? Well, 2 – 1 = 1 X 100 = 100%. 
---------------------------------------------------------------------------------------------------- 
QUOTE OF THE DAY 
 
“The best index to a person’s character is (a) how he treats people who can’t do him any good 
and (b) how he treats people who can’t fight back.” 
--Abigail Van Buren 
 
Source: Personal Selling Power, February 2003, p. 106 
--------------------------------------------------------------------------------------------------- 
CALL FOR ENTRIES 
 
For the upcoming Direct Marketing to Business Conference, I am updating my workshop 
“What’s Working in Direct Mail Today.” Send me your successful mailings and tips (snail mail 
only; not online stuff). If I use them in the program, you will get full credit of course. Please e-
mail rwbly@bly.com. Or mail your DM package to the address at the end of this e-zine. Thanks! 
----------------------------------------------------------------------------------------------------- 
MAKE $100,000 A YEAR SELLING INFORMATION PRODUCTS 
 
Let my good friend, master marketer Fred Gleeck, teach you the inside secrets to creating, 
marketing and selling your own information products. From books to e-books to audios and 
videos, you can make a substantial living taking the knowledge you have and putting it into a 

http://www.artofselfpromotion.com/�
mailto:rwbly@bly.com�
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form that others will buy. This information packed 3-day event will give you everything you 
need to package your expertise and make it pay! February 14 - 16, Las Vegas, Nevada. For more 
information click on: www.infoproductsseminar.com 
 

MMAARRCCHH  22000033  
 
HOW TO INCREASE RESPONSE IN LEAD GENERATION: PART 1: THE BAIT PIECE 
 
Never do a lead-generating promotion – ad, banner ad, e-mail, direct mail – without a “bait 
piece.” 
 
The “bait piece” is an informative booklet, white paper, or special report addressing some aspect 
of the problem your product or service helps the reader solve.  
 
Example: Fala Direct Marketing, a letter shop specializing in producing personalized direct 
mailings, offers a free booklet, “Should I Personalize?” It helps clients decide whether and how 
to personalize their mailings. 
 
You will greatly increase response to your direct mail and other promotions with the offer of a 
strong bait piece, e.g., “Call or write us today for a copy of our FREE booklet, ‘7 Ways to 
Reduce Energy Costs.’” 
 
Conversely, not having a bait piece will significantly lower the response rate to lead-generating 
direct response promotions, whether business or consumer. 
---------------------------------------------------------------------------------------------------------------- 
HOW TO INCREASE RESPONSE IN LEAD GENERATION: PART 2: HARD AND SOFT 
OFFERS 
 
To avoid only attracting people who want free booklets, have both a hard and soft offer in every 
lead generation promotion. 
 
The soft offer is the offer of the free bait piece, e.g., “Click on this link to download a copy of 
our free White Paper on Internet Security.” 
 
The hard offer is: “Call us now to arrange an appointment so we can discuss your needs in 
detail.” 
 
Prospects with an immediate need will take you up on the hard offer, while those who don’t have 
an immediate need but might require your help in the future will respond to the soft offer. 
--------------------------------------------------------------------------------------------------------------- 
THE 28 PRINCIPLES OF ATTRACTION 

http://www.infoproductsseminar.com/�
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I am listening to an absolutely great audiocassette program, “The 28 Principles of Attraction,” 
written by Thomas Leonard and published by Nightingale-Conant. (I am a HUGE fan of 
Nightingale-Conant’s audiocassette albums.) 
 
The program presents 28 success principles which, if applied diligently, will cause opportunities, 
success, and wealth to come to you, rather than you having to go out and look for it, says the 
author. 
 
One neat thing about the program is that it comes with a set of 28 cards, each with one of the 
principles printed on it. By laying out the cards on a table, shuffling, and reordering them, it’s 
really easy to prioritize and pick the principles you like best. I did this and here were my top ten:  
 
1. Recognize and tell the truth. 
2. Market your talents shamelessly. 
3. Develop more character than you need. 
4. Unhook yourself from the future. 
5. Add value just for the joy of it. 
6. Thrive on the details. 
7. Deliver twice what you promise. 
8. Affect others profoundly. 
9. Become unconditionally constructive. 
10. Master your craft. 
 
To find out the other 18 principles, order “The 28 Principles of Attraction” today. Call 
Nightingale-Conant toll-free at 800-323-5552. Or visit: www.nightingale.com 
------------------------------------------------------------------------------------------------------- 
“MAKE YOUR NEWSLETTER INDISPENSABLE” – YOURS FREE! 
 
If you sell newsletters or other information products, you face stiff competition, both from 
publishers with competing products as well as the flood of free information on your topic 
available on the Internet. 
 
How can you get new subscribers and retain existing ones? The more indispensable your 
subscribers perceive your publication to be, the more easily you can retain them. 
 
At a recent NEPA (Newsletter and Electronic Publishers Association) meeting, I gave a well-
received talk, “Make Your Newsletter Indispensable.” In this talk, I present 10 ideas for 
transforming your newsletter from “nice to have” to “must have” – a process that can 
significantly build your subscriber base.   
 
For your FREE copy of “Make Your Newsletter Indispensable” on audiocassette, call Fern 
Dickey at (201) 797-8105 or e-mail dickeybf@aol.com and ask for tape #830. 
-------------------------------------------------------------------------------------------------------- 
WORLD’S BEST-KEPT DM AND COPYWRITING SECRETS 
 

http://www.nightingale.com/�
mailto:dickeybf@aol.com�
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I am giving two talks at the Direct Marketing to Business Conference in Orlando, Florida on 
March 21: “The World’s Best-Kept Copywriting Secrets” and “What’s Working in Direct Mail 
Today.” 
 
To register visit www.dmadmb.org or call (202) 861-2442. 
----------------------------------------------------------------------------------------------------- 
E-ZINE OF THE MONTH – YOURS FREE! 
 
Dollar for dollar, nothing beats publicity for cost-effective marketing. To get a steady stream of 
new PR ideas, I heartily recommend you subscribe to Paul Hartunian's FREE e-zine - "Million-
Dollar Publicity Tactics." Discover innovative ways to get free publicity on radio and TV, in 
newspapers and magazines anywhere in the world.  Go to: 
 
http://www.Hartunian.com/ezine 
 

MMIIDD--MMAARRCCHH  22000033  
 
WHAT REALLY WORKS IN ONLINE MARKETING 
 
A colleague recently said to me, “No one has found the winning formula for successful online 
direct marketing yet.”  
 
I disagree. A number of companies know exactly what works and are making small fortunes 
with it.  
 
The primary concept is that online marketing works best when you e-mail to people who already 
know you.  
 

Therefore, successful online marketers build their “house file” or “e-list” (lists of prospects and 
their e-mail addresses) using the process outlined below, and then sell to those people via e-mail 
marketing:  

1. Build a Web site that positions you or your organization as an expert, guru, or leader in your 
field or industry. This is the “base of operations” for your online marketing campaign. 
 
2. This Web site should include a home page, an “About the Company” page and a page with 
brief descriptions of your products and services (each product or service description can link to a 
longer document on the individual item).  

 

http://www.dmadmb.org/�
http://www.hartunian.com/ezine�
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3. You should also have an “Articles Page” where you post articles your company has published 
on your industry or area of specialty, and where visitors can read and download these articles for 
free (e.g., a home improvement contractor would have tips for small do-it-yourself home 
improvement projects).  

4. Write a short special report or white paper relating to the problem your product or service 
addresses, and make this available to people who visit your site. They can download it for free, 
but in exchange, they have to register and give you their e-mail address (and any other 
information you want to capture).  

5. Consider also offering a monthly online newsletter, or “e-zine.” People who visit your site can 
subscribe free if they register and give you their e-mail address. You may want to give the visitor 
the option of checking a box that reads: “I give you and other companies you select permission 
to send me e-mail about products, services, news, and offers that may be of interest to me.” 

6. The more “content” (useful information) on your site, the better. More people will be attracted 
to your site, and they will spend more time on it. They will also tell others about your site. 

7. The model is to drive traffic to your site where you get them to sign up for either your free 
report or free e-zine. Once they register, you have their e-mail address and can now market to 
them via e-mail as often as you like at no extra cost.  

8. The bulk of your online leads, sales, and profits will come from repeat e-mail marketing to this 
“house” e-list of prospects. Therefore your goal is to build a large e-list of qualified prospects as 
quickly and inexpensively as you can. 

9. There are a number of online marketing options, which can drive traffic to your site, that I can 
help you with -- or refer you to an expert I know and trust to help you with. These include: free 
publicity; e-mail marketing; banner advertising; co-registrations; affiliate marketing; search 
engine optimization; direct mail; and e-zine advertising.  

10. The key to success is to try a lot of different tactics in small and inexpensive tests, throw out 
the ones that don’t work, and do more of the ones that are effective. 

--------------------------------------------------------------------------------------------------------------- 
AND WHAT DOESN’T WORK ON THE WEB…. 
 
Online marketing guru Cory Rudl advises marketers to avoid these common Web site mistakes 
that drive visitors away: 
 
* Overwhelming graphics. 
 
* Too many links going to too many different places. 
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* Flashy banners. 
 
* Lengthy, pointless flash presentations. 
 
* An entire home page devoted to your corporate mission statement or something else without a 
reader benefit. 
 
* Lack of relevant information. 
 
Source: Opportunity World, April 2003, p. 67 
---------------------------------------------------------------------------------------------------------------- 
DOUBLE YOUR E-MAIL RESPONSE WITH A NEW SUBJECT LINE 
 
I have seen enough tests to know that you can increase click-through rates on e-mail marketing 
messages up to 50% and sometimes as much as 100% just by changing the subject line. Now I 
am looking for 3 clients to help me prove this. 
 
If you are one of the first 3 people to respond to this offer, I will write an e-mail marketing 
message for you at 33% off my regular rate AND give you two subject lines to split test. All I 
ask in return is that you share the results with me. 
 
To find out more about this offer, call Fern Dickey at 201-797-8105 or e-mail her at 
dickeybf@aol.com. 
--------------------------------------------------------------------------------------------------------------------- 
QUICK TIPS FOR HELPING SEARCH ENGINES FIND YOUR SITE 
 
* Purchase the most effective domain name (e.g., www.divorceonline.com if you are a divorce 
lawyer). 
 
* If you select a new URL, make sure previous users are linked to the new site from any other 
sites your company has.  
 
* Make sure your site uses tags for its title and description. Search engines use these tags to 
classify your site. 
 
* Search engines cannot find flash or frame pages. Use HTML. 
 
Source: btobonline.com, 3/10/03, p. 19 
--------------------------------------------------------------------------------------------------------------- 
NEW AUDIO CONFERENCE: “MARKETING YOUR SERVICES” 
 
If business is slow, and the weak economy has you worried, sign up for my April 8 teleseminar, 
“Marketing Your Services.” You’ll get practical, easy-to-implement strategies that can help you 
generate more leads and close more sales, even in today’s marketplace. To register for this live, 
hour-long session, click on the link below: 

http://www.divorceonline.com/�
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https://www.pbconferences.com/service1?ID=-1989440792 
------------------------------------------------------------------------------------------------------------ 
 

AAPPRRIILL  22000033  
 
LIFT YOUR DIRECT MAIL RESPONSE WITH “LIFT LETTERS” 
 
The lift letter, also known as a lift note, is the second, small letter that is sometimes inserted into 
a direct mail package along with the main multi-page sales letter. It often has a headline that 
reads something like, “Read this only if you are NOT interested in buying [name of product].” 
 
The purpose, as its name implies, is to lift response. But what do you put in a lift note to achieve 
that goal? 
 
John Forde suggests 10 possible topics and goals for lift letters: 
 
1. To counter a key objection. 
 
2. As a place to test your second-best or alternative headlines. 
 
3. To give readers an extra testimonial. 
 
4. As an endorsement (approved, of course) from an authority or a celebrity. 
 
5. To emphasize a time deadline on the purchase. 
 
6. To focus on the best aspect of the offer (premiums, guarantees, discounts). 
 
7. To emphasize long-standing credibility (a formal letterhead might work well here). 
 
8. To keep the message newsworthy.  Let the lift note cover events that have happened since the 
initial mailing was written. 
  
9. To underscore the ONE THING that really gives your product an edge over everyone else. 
 
10. To emphasize track record, unusual and impressive credentials, or to make the  
benefits of the most important package feature especially clear. 

https://www.pbconferences.com/service1?ID=-1989440792�
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Source: The Copywriter’s Roundtable. For a free subscription to this valuable e-zine, click on the 
link below: 

http://www.agoramail.net/add.cfm?list=crtable 
------------------------------------------------------------------------------------------------------ 
WRITE COPY THAT BOOSTS YOUR SEARCH ENGINE RANKINGS 
 
Copywriter Heather Lloyd-Martin specializes in writing copy for search engine optimization. 
She disagreed with a few of the tips I reprinted from btobonline.com in my last issue. The tips – 
and her responses -- are as follows: 
 
1. Direct Response Letter (DRL): “Purchase the most effective domain name (e.g., 
http://www.divorceonline.com if you are a divorce lawyer).” 
 
Heather Lloyd-Martin (HML): “This doesn't really work.  Plus, it encourages people to come up 
with those terrible domains like www.make-money-online-with-internet-marketing.com, which 
are spammy and are usually downgraded in the engines.”    
 
2. DRL: “Make sure your site uses tags for its title and description. Search engines use these tags 
to classify your site.” 
 
HLM: “This is terribly incorrect. The search engines key on the content – so that's what's 
important.  The title is also important for positioning and conversion off the search engine results 
page.” 
 
3. DRL: “Search engines cannot find flash or frame pages. Use HTML.” 
 
HLM: “They can, but it's harder for them.  Fast has indexed Flash for a long time now, but it can 
be horrid for usability (and it won't gain the best rankings).  However, HTML is truly the best 
bet.” 
 
For more information click on: 
 
http://www.SearchEngineWriting.com 
------------------------------------------------------------------------------------------------------ 
IN OUR CYBERSPACE SOCIETY, IS READING DEAD? 
 
“For every reader who dies today, a viewer is born, and we seem to be witnessing the final 
tipping of a balance. For critics inclined to alarmism, the shift from a culture based on the printed 
word to a culture based on virtual images – a shift that began with television and is now being 
completed with computers – feels apocalyptic. I rue the onset of an age so anxious that the 
pleasure of a text becomes difficult to sustain.” 

--Jonathan Franzen, “How to Be Alone” (Farrar, Straus, and Giroux, 2002)  
-------------------------------------------------------------------------------------------------------- 
“SELLING YOUR SOFTWARE WITH DIRECT MAIL” – YOURS FREE! 

http://www.agoramail.net/add.cfm?list=crtable�
http://www.divorceonline.com/�
http://www.make-money-online-with-internet-marketing.com/�
http://www.searchenginewriting.com/�
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Direct mail is an incredibly effective method of generating leads and orders for software 
products. Recently, I gave a well-received talk for the Software and Information Industry 
Association (SIIA) outlining the steps required to plan and implement a successful software 
direct marketing promotion.  
 
For your FREE copy of “Selling Your Software with Direct Mail” on audiocassette, call Fern 
Dickey at (201) 797-8105 or e-mail dickeybf@aol.com and ask for tape #833. 
--------------------------------------------------------------------------------------------------- 
RADIO INTERVIEW: “BECOME AN INSTANT GURU” 
 
Last month I was the featured guest on "The Inside Success Show."  The show is hosted by  
Randy Gilbert, a coach and speaker on the topic of “proactive success.” Smart guy. Nice, too.  
 
A skilled interviewer, Randy got me to reveal my inside success secrets for becoming a guru in 
your field quickly and easily. You can hear the interview by going to: 
 
http://TheInsideSuccessShow.com/Guests/Bob_Bly.htm 
  
Make sure you bookmark their Web site and sign up for their newsletter so you can hear the rest 
of their shows. 
-------------------------------------------------------------------------------------------------- 
NEW AUDIO CONFERENCE: “GENERATING MORE LEADS IN A TIGHT ECONOMY” 
 
If business is slow, and the weak economy has you worried, sign up for my April 8 teleseminar, 
“Generating More Leads in a Tight Economy.” You’ll get practical, easy-to-implement strategies 
that can help you generate more leads and close more sales, even in today’s marketplace. To 
register for this live, hour-long session, click on the link below: 
 
  https://www.pbconferences.com/service3?ID=-1989440792 
-------------------------------------------------------------------------------------------------- 
MAKE $100,000 A YEAR AS A FREELANCE COPYWRITER 
 
For years now, freelance copywriters have been asking me -- at writer's conferences, over the 
phone, and via e-mail -- questions about how (and whether) they can make a good living  
as a full-time freelancer.  And you can get the answers in a new program I’m offering. In it, I 
teach you what it takes to succeed as a freelance copywriter in today’s market.  
 
This goes WAY beyond my book “Secrets of a Freelance Writer.” This is stuff I’ve never taught 
or written about before! For more information, call the American Writers and Artists Institute 
(AWAI) at 561-278-5557 or click on http://www.awaionline.com/jumpstartbb 
 

 

mailto:dickeybf@aol.com�
http://theinsidesuccessshow.com/Guests/Bob_Bly.htm�
https://www.pbconferences.com/service3?ID=-1989440792�
http://www.awaionline.com/jumpstartbb�
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MMAAYY  22000033  
 
3 WAYS TO KEEP YOUR “LEAD PIPELINE” FULL 
 
If you depend on a steady flow of new leads to maintain revenue and profitability for your 
business, the weak economy may be slowing that flow down. Here are three ways to rev it back 
up again: 
 
1. Regular direct mail outreach:  Each month, a mailing list company ships a local printer labels 
for newly incorporated or newly registered businesses in his area.  Sending them a  special offer 
for printed stationery yields a couple dozen new faces in his shop a month, some becoming long-
term customers. 
 
2. Periodic seminars: Many years ago, terrific leads came my way through several adult 
education programs where I taught.  After preparing once, I merely had to show up and perform 
well. I even got paid a small amount to teach the programs. 
 
3. Recurrent publishing:  Either a column that you write every week, month, or quarter or your 
own newsletter, mailed out or sent by e-mail, will normally bring you inquiries like clockwork, 
too. 
 
Source: This article originally appeared in The Marketing Minute, a weekly newsletter on 
creative marketing published by Marcia Yudkin. For more info or to subscribe: 
www.yudkin.com/marksynd.htm 
------------------------------------------------------------------------------------------------- 
IS THIS THE END OF MARKETING COMMUNICATIONS PROFESSIONALS? 
 
I had an interesting e-mail exchange with consultant Jeff Herrington.  
 
Jeff specializes in teaching non-writers in corporations to write content. His basic premise is that 
everyone must have communications skills, and in the future this will reduce or even eliminate 
the need for communications specialists including employee, corporate, and marketing 
communications. 
 
In an e-mail to Jeff I wrote: “In a recent interview you said, ‘The whole idea of a central group 
being the communicators will be seen as old-fashioned.’ Does that mean you don't think 
marketing communications will continue to exist as distinct positions within the corporation?”  
 
Jeff’s response was as follows: “I would not say that something precise like marketing 
communications will completely vanish within companies in the next 3 to 5 years. What I do 
foresee, however, is that over the next 10 to 15 years, marketing communications as a separate 
department will slowly fade away. 
 

http://www.yudkin.com/marksynd.htm�
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“Communications departments will shift in priority from churning out communication pieces 
themselves, to strategizing how everyone in the organization can best communicate internally 
and externally and then facilitating their obtaining the tools and skills to do just that.  
 
“Communicators won't be doing communication themselves so much as giving information 
owners access to all of the tools they need to communicate both inside and outside the 
organization.” 
 
What do you think? Is the communications professional disappearing along with the dinosaur 
and the dodo? Or is there still a place for us in the world? E-mail me your thoughts at 
rwbly@bly.com. 
--------------------------------------------------------------------------------------------------- 
NEW IN-HOUSE TRAINING PROGRAM AVAILABLE – “COPYWRITING FOR NON-
COPYWRITERS” 
 
Even if Jeff Herrington is dead wrong, many non-writers want to improve their writing skills, 
whether it’s to write sharper e-mails, Web content, and product sheets, or to be a better reviewer 
and editor of copy written by their staff, ad agency, PR firm, or freelance copywriter.  
 
I have taught copywriting to hundreds of managers, engineers, and other non-writers, and my 
latest course is “Copywriting for Non-Copywriters.” It is designed to help anyone – pro or 
amateur – improve his writing, critiquing, and editing skills for content, internal 
communications, and marketing communications.  
In this workshop you will learn how to: 
 
* Understand your reader’s “core complex” on a much deeper level. 
* Write crisply and concisely to accommodate today’s time-pressured, non-reading audience. 
* Trim the fat from your writing. 
* Talk to your reader in a friendly, natural, conversational style that builds empathy and 
strengthens the relationship. 
* Write about what your reader really wants and needs to know. 
* Create e-mail messages and landing pages that double click-throughs and conversions. 
 
For more information, or to schedule a “Copywriting for Non-Copywriters” seminar for your 
organization or group, call Fern Dickey at 201-797-8105, or e-mail her at dickeybf@aol.com.  
-------------------------------------------------------------------------------------------------- 
MORE ADVICE ON CHOOSING DOMAIN NAMES 
 
Direct Response Letter subscriber Andrew Denny comments, “The real problem with descriptive 
domain names (e.g. divorceonline.com) is that they then tend all to sound the same. For instance, 
divorceonline.com is too close to onlinedivorce.com or even divorce-easy.com.”    
 
His solution? Get an unusual, memorable name, and plug it heavily until it's associated with what 
you are promoting (e.g., google, amazon, yahoo, ebay, clickz). It will be more easily memorized 
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in the short term – and more findable in the long term.  
----------------------------------------------------------------------------------------------------- 
WRITING TIP OF THE MONTH 
 
“Today’s time-starved, MTV-ized, USA Today’d readers don’t have the patience for the kind of 
polite strolling about the subject that Victorian-era authors indulged in. They want their stories 
straight up, fast and furious, with no throat-clearing. If you’re writing a book about a homicide, 
get the bullet out of the gun on the first page. If you’re promising to improve readers’ sex lives, 
get between the sheets in the opening sentence.”  
 --David Fryxell, Writer’s Digest, 4/03 
------------------------------------------------------------------------------------------------- 
BOB’S NEW BOOK: “CAREERS FOR WRITERS, SECOND EDITION” 
 
VGM Career Books has just released the revised and updated edition of my book, “Careers for 
Writers & Others Who Have a Way With Words.” If you want to start or jump-start your writing 
career, this book offers plenty of career opportunities for writers to make that dream come true. 
Order now and get 20% off the cover price. Just click on the link below: 
 
http://www.amazon.com/exec/obidos/tg/detail/-/007140600X/qid=1048704295/sr=1-
2/ref=sr_1_2/002-6839593-2717666?v=glance&s=books 
-------------------------------------------------------------------------------------------------------- 
NEW AUDIO CONFERENCE: “GENERATING MORE LEADS IN A TIGHT ECONOMY” 
 
If business is slow, and the weak economy has you worried, go to the Web to listen to my well-
received teleconference, “Generating More Leads in a Tight Economy.” You’ll get practical, 
easy-to-implement strategies that can help you generate more leads and close more sales, even in 
today’s marketplace. To hear this seminar and get a copy of the accompanying PowerPoint 
presentation, click on the link below: 
 

https://www.pbconferences.com/audio/main.asp?G=2&E=88&I=1 

------------------------------------------------------------------------------------------------------- 
 
 

JJUUNNEE  22000033  
 
UPCOMING SPEAKING ENGAGEMENTS WHERE YOU CAN PICK BOB’S BRAINS 
(SUCH AS THEY ARE) FOR FREE! 
 
I will be speaking on e-mail marketing at the NEPA (Newsletter & Electronic Publishers 
Association) annual meeting on June 3 in Washington DC. For more information call NEPA toll-
free 800-356-9302. Or click on: www.newsletters.org 

http://www.amazon.com/exec/obidos/tg/detail/-/007140600X/qid=1048704295/sr=1-2/ref=sr_1_2/002-6839593-2717666?v=glance&s=books�
http://www.amazon.com/exec/obidos/tg/detail/-/007140600X/qid=1048704295/sr=1-2/ref=sr_1_2/002-6839593-2717666?v=glance&s=books�
https://www.pbconferences.com/audio/main.asp?G=2&E=88&I=1�
http://www.newsletters.org/�
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The very next day, I will be giving my talk “The World’s Best-Kept Copywriting Secrets” in 
New York City at DM Days. For more information call 212-790-1500, or visit: 
www.dmdays.com 
 
If you’d like to schedule a free 15-minute consultation with me at either event, please call Fern 
Dickey at 201-797-8105 or e-mail her at dickeybf@aol.com. Time slots are extremely limited, so 
please do it today. Thanks!  
------------------------------------------------------------------------------------------------------- 
DO WHITE PAPERS WORK? 
 
Do White Papers still work as a direct response offer? Yes, says Nick Copley, Vice President of 
Bitpipe. 
 
“The big [magazine] publishers are scaling back the amount of editorial space they have to 
offer,” he explains.  
 
White papers allow marketers to bypass the trade press and reach their prospects directly, and the 
IT audience is receptive. “People are looking to get up to speed on technology any way they can, 
and a little bias seems to be okay.” 
 
Here are a few of Copley’s tips for writing effective white papers: 
 
* Determine the objective: Decide up front what the one goal you are trying to achieve with this 
document. Save all the other nuggets of ideas for other white papers. 
 
* Add a case study: When your white paper is too abstract, adding a case study or two, perhaps 
as sidebars, “can bring the paper back to reality.” 
 
* Address competing technologies: Show how your solution maps against the competition. Make 
sure your white paper addresses the major issues your competitors raise. 
 
* Have a call to action: You’ve educated and persuaded the reader. Now spell out the next step.  
 
Source: Software Success, Vol. 16, No. 22 
------------------------------------------------------------------------------------------------- 
STEAL THIS MARKETING IDEA! 
 
How about using a scratch-off business card? My local Chrysler-Plymouth dealer handed me a 
yellow card that said, “Scratch off to see if you are a winner!” There were 7 options listed on the 
card, e.g., “(A) Free Oil Change, (B) $25 Off Next Required Service,” etc. When you scratch a 
silver circle, the letter of your prize is revealed.  
 
This could be a great idea for ANY business. For instance, a dry cleaner (“A. Free starch”), 
computer dealer (“A. Free screen saver”), real estate agent (“A. Free home buying seminar”), or 
just about anything you can think of. 

http://www.dmdays.com/�
mailto:dickeybf@aol.com�
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------------------------------------------------------------------------------------------------------ 
DOUBLE YOUR E-MAIL RESPONSE WITH A NEW SUBJECT LINE 
 
I have seen enough tests to know that you can increase click-through rates on e-mail marketing 
messages up to 50% and sometimes as much as 100% just by changing the subject line. Now I 
am looking for 3 clients to help me prove this. 
 
If you are one of the first 3 people to respond to this offer, I will write an e-mail marketing 
message for you at 33% off my regular rate AND give you two subject lines to split test. All I 
ask in return is that you share the results with me. 
 
To find out more about this offer, call Fern Dickey at 201-797-8105 or e-mail her at 
dickeybf@aol.com. 
------------------------------------------------------------------------------------------------------ 
WRITING TIP OF THE MONTH 
 
“Don’t assume that every thought you have is fascinating to others. Your job is to give people a 
reason to keep reading.” 
--Dave Barry 
 
Source: The Writer, May 2003, p. 66 
NOW YOU CAN WRITE COPY THE WAY YOUR PROSPECTS TALK! 
 
Copywriters are always searching for those perfect words that will help sell a product or service 
by painting a favorable picture in a prospect's mind. However, no one, until now, has ever taken 
the approach of determining what specific words and phrases have worked best in terms of 
selling to, negotiating with, or motivating specific occupational groups.   
  

After 20 years of research entailing over 12,000 interviews, The Brooks Group has put together a 
set of profiles showing what words in copy work best for specific target audiences. These guides 
cover how to write to lawyers, doctors, accountants, entrepreneurs, engineers, CEOs, CFOs, and 
dozens of other markets.  
  

If you wanted to write a sales letter or advertisement for a certain group of career professionals, 
doesn't it make sense to know the specific words and phrases that most appeal to that group? I’ve 
read most of these guides and they are a goldmine; I wouldn’t part with my collection for a new 
BMW! For more information, click on: www.thewordsthatsell.com.  

 

  

http://www.thewordsthatsell.com/�
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JJUULLYY  22000033  
  
DON’T TOUCH THAT “FROM” LINE! 

Subscriber John Dunbar says that when sending out a regular e-zine (like this one) to your list, 
you should never vary the “from” line. He writes: 

“I recommend that you use the same ‘From’ in your periodic e-mails. When you change them, 
however slightly, e-mail spam-filters will set them aside. Many computer users set up automatic 
spam filters.  Those e-mails that are approved, like "bob_bly@ureach.com," are initially 
approved. Then along comes "Bob_Bly@ureach.com" followed by "Bob-Bly@ureach.com."  
These second two are then set aside by the filter, marked as spam, and await your later approval. 
This advice can help make sure your e-zines get to their intended recipients.” 
------------------------------------------------------------------------------------------------------- 

8 RULES FOR WRITING ONLINE  

1. Write for surfers and scanners. 

2. Provide information quickly and easily. 

3. Think both verbally and visually. 

4. Cut copy in half. 

5. Use lots of lists and bullets. 

6. Write in chunks. 

7. Use hyperlinks. 

8. Give readers a chance to talk back (feedback). 

Source: Don Ranly, www.ranly.com, presented at NEPA, 3/3/03 

------------------------------------------------------------------------------------------------------- 

USE A "JOHNSON BOX" FOR DIRECT MAIL IMPACT 
 
Sixty years ago, Frank H. Johnson was looking for a way to increase the 
impact of his sales letters. He decided that instead of forcing readers to 
wade through a mass of copy before making the offer, he would highlight the 
offer in a centered rectangular box placed at the very top of the letter 

mailto:bob_bly@ureach.com�
mailto:Bob_Bly@ureach.com�
mailto:Bob-Bly@ureach.com�
http://www.ranly.com/�
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above the salutation. The results were terrific, and the "Johnson Box" has 
been going strong ever since. 
 
Copywriter Ivan Levison shares some tips you can use for putting a Johnson 
Box to work the RIGHT way: 
 
1. Put the right content in the box. What should you include there? The 
offer. The main product benefit. 
2. Use it in the right kind of letter. If you're writing a non-personalized 
letter that's going out bulk rate in a window envelope using teaser copy, a 
Johnson Box will fit right in. 
3. Make it the right size. If you're mailing an 8 1/2" x 11" letter (folded 
twice down to 3 5/8") you want the Johnson Box and AT LEAST the salutation 
line to appear above the fold. 
4. Use an appropriate box shape. You can make the box out of asterisks or 
use a fine-ruled line. For added impact, throw a screened-back second color 
inside the box. 
5. Use a box in the body of the letter. There's no law that says you can't 
throw your guarantee into a small box somewhere within the letter. Or a few 
testimonials. Or a short excerpt from a glowing product review. 
6. Show your fulfillment piece in a box or at the top of your letter. If 
you're offering a report, guide, White Paper, Executive Summary, whatever, 
use a picture of it. 
 
Source: "The Levison Letter." For a free subscription to this valuable 
e-zine, click on the link below: 
 
http://www.levison.com/subscribe/ 

----------------------------------------------------------------------------------------------------- 

MAKE SURE YOUR GUARANTEE MAKES SENSE (MANY DON’T) 

A number of publishers offer lifetime guarantees. They permit the subscriber to cancel at any 
time and receive a prorated refund on “unmailed issues.” 

But if you offer both a bill-me option as well as payment with order, such a lifetime guarantee 
actually gives the customer an incentive NOT to pay up front. 

http://www.levison.com/subscribe/�
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Say the customer checks the “bill-me” option for a monthly magazine, gets his first issue, and 
then writes “cancel” on his invoice. The publisher doesn’t send him a bill for one issue, nor does 
the publisher ask for the magazine back. So the customer gets a free issue. 

But if the customer pays in advance, then cancels after the first issue, he gets a refund for 11/12th 
of the subscription price (the 11 unmailed issues) and therefore ends up paying for the issue 
received. 

Why should the bill-me customer get a free issue, but not the payment-with-order customer? It 
doesn’t make sense, considering a cash-with-order customer is more desirable than a bill-me 
order. 

Solution: Offer a full money back guarantee within the first 30 days, then prorated refund 
thereafter.  

------------------------------------------------------------------------------------------------------- 

THE ROYAL ROAD TO RICHES 

What do Tom Peters, Michael Hammer, and Peter Drucker have in common? They’re all rich – 
and they’re all consultants. Now you can earn $50,000 to $250,000 a year or more as an 
independent consultant, full or part-time. For details, click below:  

http://www.agora-inc.com/reports/ACL/WACLD609/ 

------------------------------------------------------------------------------------------------------- 

A $1,970 FREE GIFT FOR YOU! 

Help my good friend Joe Vitale make his latest book a best-seller and he'll give you $1,970.39 in 
freebies. One look at the title of his new book and you'll leap to get it. One look at the 19-some 
freebies he'll give you and you'll drool to get it. Get details by sending e-mail to 
amazing@superfastprofit.com 

----------------------------------------------------------------------------------------------------- 

UPCOMING SPEAKING ENGAGEMENT 

My next speaking engagement is at the Merit Direct Co-op, July 10, where I will be giving two 
talks: “World’s Best-Kept Copywriting Secrets” and “What’s Working in E-Mail Marketing 
Today.” For more information call Merit Direct at 914-368-1000. 

------------------------------------------------------------------------------------------------------ 
 

http://www.agora-inc.com/reports/ACL/WACLD609/�
mailto:amazing@superfastprofit.com�
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BOB’S NEW COLUMN IN WRITER’S DIGEST MAGAZINE 
 
Starting in the Fall I’ll be writing a column every other month (six times a year) for Writer’s 
Digest magazine. The topic: “The Six-Figure Writer” -- how to make $100,000 a year or more as 
a freelance writer. To subscribe, call Writer’s Digest at (513) 531-2690. 
If you are a freelance writer, you can also have me coach you personally through AWAI’s 
Selling Yourself program. For more information, go to:   
 
www.selling-yourself.com 
-------------------------------------------------------------------------------------------------------- 
STUCK ON A CREATIVE WRITING PROJECT? 
 
Award-winning playwright Doug Motel coaches writes and creative people through the process 
of completing their projects. You can find out more at his Web site. Tell Doug I sent you and 
your first coaching session is free! 
 
www.CreativeProjectCoaching.com 
----------------------------------------------------------------------------------------------------- 
RECENT COPYWRITING AND CONSULTING PROJECTS (JUST A SAMPLING) 
 
Direct mail for Agora Publishing … The Closeout Club … Forbes … KCI … Kiplinger … 
Harvard Business School Publishing … Nightingale-Conant … NIBM … Studebaker-
Worthington … BMA … Modern Cleaning Systems … Pacific Coast Funding …  
 

AAUUGGUUSSTT  22000033  
  
GET YOUR BOOK WRITTEN AND PUBLISHED NOW! 
 
If you're looking to learn a system to write and publish your own book, this is a CAN'T MISS 
event. On August 9th, in NYC, Fred Gleeck, master information product marketer, will be re-
recording one of his most popular programs on self-publishing. This event is ONLY for those 
who want to make serious money with their books. If your goal is simply prestige, take a pass on 
this event. This is about the cash!  
 
All proceeds from this event will be donated to AuntMarysDoghouse.com. The minimum fee for 
the event is $197. The highest 8 bidders will be admitted. Take a look at 
www.selfpublishingsuccess.com to get an idea of what will be covered. If interested, submit your 
bid to Fred directly at fred@fredgleeck.com. He will let you know if you've won a spot. 
-------------------------------------------------------------------------------------------------- 
 

 

http://www.selling-yourself.com/�
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3 PROVEN WAYS TO CREATE A SENSE OF URGENCY IN YOUR COPY 

When you encourage prospects to act now instead of later, response rates increase.  

1. One way to do this is to put a deadline on your offer. 

Since third-class mail takes an average of 2 ½ weeks to be delivered nationwide, make the 
deadline at least 8 to 12 weeks from the mail drop date. Alternatively, for any mailing that goes 
out September or later, a good deadline date is December 231. 

Copywriter David Yale recommends emphasizing that the deadline date is final by adding the 
phrase “it’s too late” as follows: “This offer expires December 31, 2003. After that, it’s too late.” 

For e-mail marketing, you can say the offer is good only if the recipient replies “today” or “this 
week.” 

2. If you are not comfortable putting a deadline date on your mail piece, specify a time frame 
within which the reader must reply, e.g., “reply within the next 10 days.”  

3. Or at least make it clear that this is a time-limited offer. Copywriter Milt Pierce suggests this 
wording: 

“But I urge you to hurry. This offer is for a limited time only. And once it expires, it may never 
be repeated again.” 

-------------------------------------------------------------------------------------------- 
DO WORDS MAKE A DIFFERENCE? 

If you believe the techies or the Internet gurus, technology is what sells. “Touching the 
customer” at the right point with the right content or offer is the key, they say; it doesn’t matter 
how it’s said (although they think fancy graphics are pretty important). CRM systems are based 
on this principle. 

Nonsense, of course. Copy is still king, and there is ample proof everywhere. 

Example: Scientists at the University of Illinois found that when a restaurant named dishes using 
geographic, sensory, or nostalgic labels (e.g., “traditional Cajun read beans with rice,” “satin 
chocolate pudding,” “grandma’s zucchini cookie”), sales rose 27% compared to the same menu 
items with plain names (red beans with rice, chocolate pudding, zucchini cookies). 

Source: Reader’s Digest, July 2003, p. 182 

-------------------------------------------------------------------------------------------- 
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GRAPHIC DESIGN TIP: “PUT A BOX AROUND IT” 
 
Why did Microsoft design Word with a “border” feature that lets you put a box around any text 
in your document? Why do professional graphic designers use the same technique (e.g., a 
Johnson box in a direct mail letter)? 
 
During WW II, aircraft designers found that new pilots often made errors in reading legends and 
labels on control panels. By testing various typefaces, sizes, and layouts, they realized that 
drawing a box around a piece of text made it easier to find and to read.  This principle is still 
widely applied in signage, instruction manuals, and other documents. 
 
Source: Bill Flanagan, www.viewsletter.com 
-------------------------------------------------------------------------------------------------- 
ARE YOUR CLICK-THROUGH RATES UP TO SNUFF? 
 
According to a panel at the MeritDirect Coop, average click-through rate for business-to-
business e-mail is 2.1% -- down from 2.4% last year. 
 
Cory Rudl (www.marketingtips.com) says text e-mail has been outpulling html e-mail by up to 
20% in recent tests, a reversal of past results where html outpulled text by up to 20%. Possible 
reason: e-mail boxes getting saturated with html spam. Cory’s advice: do a small test for your 
promotion of html vs. text, then roll out with the winner. 
------------------------------------------------------------------------------------------------ 
AND NOW FOR SOMETHING COMPLETELY DIFFERENT 
 
Looking for a unique business gift for an important client or prospect? Try a pearl tie. These 
attractive designer ties are made out of hundreds of real, tiny pearls. They’re a real conversation 
starter – and they look neat, too. I love mine! Take a look by clicking on the link below, and tell 
them I sent you: 
 
http://www.elanpearltie.com 
--------------------------------------------------------------------------------------------- 
A “BOOT CAMP” FOR COPYWRITERS  
 
You can take your copywriting skills to the next level – and make every promotion you write 
more powerful and profitable – by attending the America Writers and Artists Institute Annual 
Copywriting Boot Camp in Florida this coming September. I will be one of the speakers. For 
more information click on the link below: 
 
http://www.awaionline.com/bootcampbb 
------------------------------------------------------------------------------------------------- 
FIND A MAIL ORDER PRODUCT TO SELL 
 
NOMA, the National Mail Order Association, is currently holding its 2003-2004 "Made in   

http://www.viewsletter.com/�
http://www.marketingtips.com/�
http://www.elanpearltie.com/�
http://www.awaionline.com/bootcampbb�


BB OO BB   BB LL YY ’’ SS   XX   FF II LL EE SS     --     VV OO LL UU MM EE   II ::   22 00 00 33 -- 22 00 00 55   

Three Years of “The Direct Response Letter”: Proven Techniques for Doubling Your Response 

 

Center for Technical Communication. ©2009                                                                   28 

America" Hot Product Contest. It’s a great source of unique and interesting products that could 
be sold via mail order methods. You can learn about it here: 
 
www.nmoa.org/contest 
------------------------------------------------------------------------------------------------------ 
RECOMMENDED BOOK OF THE MONTH 
 
In the wake of 9/11, interest has reawakened in America, patriotism, and the American way of 
life. Bill Bonner, president of Agora, Inc., has coauthored with Pierre Lemieux a new book, “The 
Idea of America.” It explores what America is -- and what it means to be an American -- through 
historical writings ranging from Thomas Paine’s Common Sense to selections from Thoreau, 
Jefferson, Mencken, and Twain. This is all the stuff you should have read in history class but 
didn’t; so now’s the time: To order, click on the link below: 
 
http://www.agora-inc.com/reports/901SIOAB/BillyAmer/ 
------------------------------------------------------------------------------------------------------------- 

MAKE $1,000 A DAY GIVING SEMINARS  

If you enjoy talking and sharing information, then why not have fun and make money in the 
world of public speaking? National seminar leader, home business expert, and “infopreneur” 
Paul Mladjenovic (www.Mladjenovic.com) will tell you how to realistically become successful 
in your own seminar business. In 20+ years, Paul has taught thousands to make money and build 
wealth through highly acclaimed programs such as this information-packed, 3-hour audio 
seminar. Email Paul at Mladjenovic@juno.com for complete details. Also get a free email 
subscription to Paul’s wealth-building financial/home business monthly newsletter, The 
Prosperity Alert. 

--------------------------------------------------------------------------------------------- 
 
  
  

SSEEPPTTEEMMBBEERR  22000033  
 
SHOULD YOU WRITE YOUR OWN COPY? 
 
My answer may surprise you, but it’s enthusiastically “yes” – IF these three conditions exist: 
 

1. You are an excellent copywriter. 

http://www.nmoa.org/contest�
http://www.agora-inc.com/reports/901SIOAB/BillyAmer/�
http://www.mladjenovic.com/�
mailto:Mladjenovic@juno.com�
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2. You enjoy writing copy. 
3. You have the time to write copy. 
 

Business owners and marketing managers who fit these criteria often produce copy that’s better 
and more successful than the pros. Why?  

They know the product and the market intimately, because they live with it full-time. Half the 
battle in copywriting is really knowing the customer and the product, so the business owner or 
manager has the edge – IF he can write. 

On the other hand, marketers who can’t write, don’t like to write, or don’t have time to write 
copy are better off farming it out to an agency or freelancer. 

------------------------------------------------------------------------------------------------------- 
INCREASE “DRY TEST” RESPONSE BY 15%  
 
A “dry test” is a direct mail campaign promoting a product that doesn’t exist. If the test is 
successful, you create the product and fill the orders. You may have to send a “delay notice” to 
customers if the product cannot be made and shipped within 30 days, letting them know when 
you will be shipping and giving them the option of a refund if they don’t want to wait. 
Copywriter Denny Hatch recommends adding this wording to your dry test DM package: “This 
offer is contingent on a sufficient number of orders being received.” He says that in tests, using 
this line actually INCREASED response 15%! 

Source: Target marketing, 8/03, p. 84 
------------------------------------------------------------------------------------------------------- 
CAN “BLOGS” BE USED AS A MARKETING TOOL? 
 
Blogs. They're not new, but they're new to me. If they're new to you, you'll want to 
know that, according to BLOGGER.com, a blog is: 
 
"A Web page made up of usually short, frequently updated posts that are arranged 
chronologically--like a what's new page or a journal. The content and purposes of blogs varies 
greatly--from links and commentary about other Web sites, to news about a 
company/person/idea." 
 
A number of recent articles have talked about the potential of blogs as a marketing tool: If you 
can start a blog on your product (or the problem your product addresses) and generate a lot of 
activity on it, the blog can be a great resource of information on your product, with much higher 
credibility than banner ads, promotional e-mails, and other paid advertising. 
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To find blogs of interest, click on the link below: 
 
http://directory.google.com/Top/Computers/Internet/On_the_Web/Weblogs/ 
 
To create and write your own blog, you can post in a separate section of your Web site. You can 
also find a Web-based tool for publishing your blog at: 
 
http://www.blogger.com/ 
 

http://www.typepad.com/ 

----------------------------------------------------------------------------------------------------- 
NEW TELECONFERENCE REVEALS E-MAIL COPYWRITING SECRETS 
 
I will be the featured presenter for the Newsletter and Electronic Publishers Association (NEPA) 
September 24 Audio Conference, “World’s Best-Kept E-Mail Copywriting Secrets.” For more 
information, visit www.newsletters.org. Or call toll-free 800-356-9302. 
------------------------------------------------------------------------------------------------------- 

PLANTS  AS PREMIUMS 

Here’s an idea I never thought of: plants as premiums.  
 
According to Debra Ersch, plants have several advantages that make them great premiums, 
including low cost, high perceived value, and wide appeal.  
 
Ersch specializes in selling plants as marketing premiums. Most items are $3 and under. Give 
Debra a call at 402-475-5507 and tell her I sent you. She promises to come up with “an idea that 
will surprise and delight your clients.”   
 
You can also email Deb at dersch@alltel.net. She will be happy to send you fresh ideas for plant 
premiums for every season! 
------------------------------------------------------------------------------------------------------- 

FOR SPEAKERS – AND THOSE WHO HIRE SPEAKERS -- ONLY 
 
Lilly Walters, author of four of the best-selling books for  professional speakers, seminar leaders, 
and trainers, has a free e-zine filled with useable information such as: what is being said about 
famous speakers in the major media news … tips to work with speakers bureaus in today's 
economy … and a weekly report of which speaker's books are on the best-sellers … plus 
excerpts and tips from her how-to books. Sign up and see past issues of this enews by going to: 
  
http://www.motivational-keynote-speakers.com/enewssubscribe.html 

http://directory.google.com/Top/Computers/Internet/On_the_Web/Weblogs/�
http://www.blogger.com/�
http://www.newsletters.org/�
mailto:dersch@alltel.net�
http://www.motivational-keynote-speakers.com/enewssubscribe.html�
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------------------------------------------------------------------------------------------------------ 
TIPS FOR WRITING FOR THE HEALTH MARKET 
 
AWAI has a new guide, “Secrets of Writing for the Health Market,” packed with proven tips on 
how to write copy for nutritional supplements, pharmaceuticals, and other health care products. 
For a risk-free 30 day trial, click on the link below. Satisfaction guaranteed or your money back:  
 
http://www.awaionline.com/healthwriters  
----------------------------------------------------------------------------------------------------- 
WHY EVERY PIECE OF COPY SHOULD BE PROOFREAD—TWICE 
 
The theme of PriceLine’s new radio commercials featuring Star Trek’s William Shatner is, “Chat 
with Shat.” 
 
Now, am I the only one who is aware that “Shat” is the past tense form of the vulgar version of 
the verb “defecate”? 
------------------------------------------------------------------------------------------------------- 
CREATE AND SELL YOUR OWN INFORMATION PRODUCTS 
 
Want to learn how to create and market your own information products? Here's your chance. 
Fred Gleeck, master product creator and mentor is holding an event on Sept 12-14 in NYC. 
BUT, this time it's a little different. Anyone who attends pays only AFTER attending and then 
they only pay what they think it was worth. Leave it to master seminar marketer and innovator 
Fred Gleeck to set the seminar world on it's head by this "put your money where your mouth is" 
technique. If you're interested, go to www.infoproductsseminar.com. 
Tell him Bob Bly sent you. 
  
  

OOCCTTOOBBEERR  22000033  
 
BOOK OF THE MONTH 
 
Financial Reckoning Day: Surviving the Soft Depress of the 21st Century 

By Bill Bonner, Addison Wiggin  

*** Just released and already at Best-Seller: NYTimes *** Best Seller: WSJ *** 

"...The hazards of democratic consumer capitalism and the financial follies of history suggest 
that depressions are not necessarily a thing of the past. In fact, they're almost certain to play a 
role in our future. Which is why, here in the present, we find CNBC and the financial media can 
be hazardous to your wealth!..."  

http://www.awaionline.com/healthwriters�
http://www.infoproductsseminar.com/�
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"...a powerful and insightful vision..."  

- Martin Weiss, author of best-selling Crash Profits  

To order, click on the link below:  

http://www.amazon.com/exec/obidos/tg/detail/-/0471449733/qid=1065011377/sr=1-
1/ref=sr_1_1/103-5368194-5956626?v=glance&s=books 
-------------------------------------------------------------------------------------------------------- 
OUTMARKET YOUR COMPETITIORS BY KNOWING WHAT A NEW CUSTOMER IS 
WORTH 
 
To determine how much they can afford to spend to get a new customer, many marketers base 
that figure on the average size of the first order. 
 
Therefore, if the front-end product or service is $500, they won’t spend anywhere near that to 
acquire the customer, for fear of operating at break-even or even a loss. If they want to double 
their money on the promotion, the most they’ll spend to make the sale is $250. 
 
But savvy marketers know that the amount of money you can spend to acquire a new customer 
should be based on the customer’s lifetime value, not just the revenue from the first order. 
 
Lifetime value refers to how much money your customer is likely to spend with you during the 
period he remains a customer of your business. 
 
For instance, if the average unit of sale is $500, the average number of purchases per year is two, 
and the average customer remains a customer for 5 years, the lifetime customer value is $500 X 
2 X 5 = $5,000. 
Based on the average lifetime value, you can see where it would in fact be worth spending $500 
to acquire a new customer. 
 
The business owner who understands lifetime customer value as it relates to customer acquisition 
has a tremendous advantage: He is willing to spend more to acquire new business, because he 
knows its true value.  
 
Example: A company selling books to corporate librarians asked me to devise a marketing 
campaign to get new corporate accounts to start ordering books from them.  
 
I asked the owner what he would be willing to spend to get a new account. He said about $300. 
 
Forget advertising, I advised. Just open up an account for every company you want as a customer 
– and put $300 in it!  
 
Send each prospect a personal letter telling them they already have an account with you -- and 
that it contains $300 they can use at any time this year.  

http://www.amazon.com/exec/obidos/tg/detail/-/0471449733/qid=1065011377/sr=1-1/ref=sr_1_1/103-5368194-5956626?v=glance&s=books�
http://www.amazon.com/exec/obidos/tg/detail/-/0471449733/qid=1065011377/sr=1-1/ref=sr_1_1/103-5368194-5956626?v=glance&s=books�
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Instead of a sales or marketing campaign, my client gave the money he would have spent to 
generate leads and makes sales calls directly to his key prospects, so they could try the service at 
no cost. It worked like a charm! 
 
Today online trading services use the same tactic. They send you a letter telling you they have 
opened an account for you with $75 or so in it. You get the money when you do your first trade. 
 
Need to stimulate business? Calculate lifetime customer value, decide what percentage of that 
amount you want to spend on acquiring new customers (10% is a common figure), and basically 
just give potential customers the money in exchange for trying your product or service. 
-------------------------------------------------------------------------------------------------------- 
HOW MUCH SHOULD YOU PAY FOR “PAY-PER-CLICK”? 
 
Dana Todd, executive VP of SiteLabs, uses this formula: 
 
Break-even cost-per-click = average gross profit X average conversion ratio 
 
If your gross profit is $5 and your average conversion rate is 2%, then $5 X .02 = $0.10. 
Maximum you should pay for pay-per-click: 10 cents a name. 
 
Source: Internet Marketing Report, 9/30/03, p. 2. 
---------------------------------------------------------------------------------------------------------- 
READ THIS BEFORE YOU PUT MORE LINKS ON YOUR SITE 
 
A reader writes: “You state you have never heard of someone telling another site  
operator not to put up a link, and you mention that there's some question as to whether a site 
owner needs permission to do so.  I'm here to tell you it's better to ask! 
 
“On the privacy page of my Web site I put up a small sidebar about being careful with 
confidential information. I included a link to a national organization that educates consumers on 
privacy rights. Out of courtesy, I e-mailed the organization to request permission. Let's just say 
when I received their response 6 weeks later, it was not exactly the answer I expected. I removed 
the link. Just something to consider…” 
 
Source: L. Carpenter, www.topdrawerinkcorp.com 
----------------------------------------------------------------------------------------------------- 
IS PRINT DEAD? NOT YET! 
 
Mutual fund CDC Nvest has stopped sending quarterly statements to its investors online -- and is 
now sending printed statements through the U.S. Postal Service.  
 
“E-Delivery has not been as popular with shareholders as we had anticipated when launching it,” 
the fund report. More proof that print is not dead, and that not every communication should be 
online.  
------------------------------------------------------------------------------------------------------ 

http://www.topdrawerinkcorp.com/�
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BUT FAX MARKETING MAY BE DEAD – OR AT LEAST BADLY WOUNDED 
 
Yikes! 
 
Starting in 2005, new FCC regulations will make it illegal to send a customer an order form, 
registration form, renewal notice, ad, reminder, announcement, or any other marketing effort by 
fax unless you first get the customer’s permission to do so first, in writing.  
 
What do you think? Is the FCC protecting consumers from having their fax paper wasted with 
unsolicited promotions? Or are they unfairly interfering with your business’s ability to 
communicate quickly, conveniently, and cost-effectively with your customers? You can e-mail 
me your opinion at rwbly@bly.com 
 
For details on the new FCC ruling, click on the link below: 
 
www.asaenet.org/publicpolicy/FCC_Fax_Rules 
 
Source: The Newsletter on Newsletters 
-------------------------------------------------------------------------------------------------------- 
AND THE NEWS ISN’T GOOD FOR TELEMARKETERS, EITHER 
 
After the National Do Not Call list was knocked down in court, President Bush quickly signed it 
into law. 
 
Companies who make telemarketing calls to individuals registered on the National Do Not Call 
List face fines of up to $11,000 for each violation.  
 
If you call 100 prospects without checking to see if they are on the list, you could be facing $1.1 
million in penalties! 
 
TeleBlock ® offers a do-not-call blocking system that automatically screens and blacks 
outbound calls in real-time. Calls are screened against federal, state, in-house, and third-party do-
not-call lists.  
 
For more information call TeleBlock toll-free at 866-556-8860 or click on: 
www.callcompliance.com 
 
-------------------------------------------------------------------------------------------------------- 
BOB’S NEW BOOK: “CAREERS FOR WRITERS, SECOND EDITION” 
 
VGM Career Books recently released the revised and updated edition of my book, “Careers for 
Writers & Others Who Have a Way With Words.” If you want to start or jump-start your writing 
career, this book offers plenty of career opportunities for writers to make that dream come true. 
Order now and get 20% off the cover price. Just click on the link below: 
 

mailto:rwbly@bly.com�
http://www.asaenet.org/publicpolicy/FCC_Fax_Rules�
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http://www.amazon.com/exec/obidos/tg/detail/-/007140600X/qid=1048704295/sr=1-
2/ref=sr_1_2/002-6839593-2717666?v=glance&s=books 

-------------------------------------------------------------------------------------------- 
UPCOMING SPEAKING ENGAGEMENTS 
 
You can hear me give my presentation, “The World’s Best-Kept Copywriting Secrets,” live at 
the Folio show in New York City, October 27, 2003. To register call 800-927-5007 or visit 
www.folioshow.com.  
 
And with Steve Roberts of Edith Roman Associates and Michelle Feit of ePost Direct, I will be 
giving a talk “The TCD (Timing, Copy and Design) Formula for Email Marketing Success” at 
the DMA Annual Conference, Orlando, Florida, Tuesday 10/14/03, 10:30 - 11:45 am. For more 
information, visit www.the-dma.org. 
------------------------------------------------------------------------------------------------- 
  
  

NNOOVVEEMMBBEERR  22000033  
 
WORLD’S MOST VALUABLE NETWORKING SECRET 
 
In his new book “How to Market to High-Net-Worth Households” (The Business Institute), my 
friend Paul Karasik gives a great networking technique – the “You know how/what I do” 
statement. 
 
The first part begins with, “You know how.” The second part begins with, “What I do is.” 
 
Example (for a financial planner): “YOU KNOW HOW lots of divorced women are 
overwhelmed with the responsibility of dealing with their finances. WHAT I DO IS provide safe 
investment opportunities so they can stop worrying and get their lives back on track.” 
 
Why this works: (a) It focuses on the prospect, not your company, product, or service, (b) it leads 
with a point of self-interest to the prospect, (c) it establishes both empathy and authority (i.e., 
showing that you understand the listener’s situation better than others in your profession), and 
(d) it stresses benefits, not features. 
 
Action step: Compose a “You know how/what I do” statement for your business and test it out 
the next time someone asks you, “What do you do?” 
 
Note: Paul can be found on the Web at www.paulkarasik.com 
---------------------------------------------------------------------------------------------------- 
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DON’T WASTE TIME VISITING UNQUALIFIED PROSPECTS 
 
A common tactic used to increase response to direct mail is to offer something free, such as a 
free report or free consultation. 
 
In the case of the free report, it doesn’t cost much to send out a booklet or article reprint. So even 
if some people respond to your mailing just to get the freebie, no big deal. 
 
But what about if you offer a free consultation, evaluation, or estimate? It takes you time to 
provide that kind of freebie, especially if it requires a face-to-face meeting with the prospect. 
 
That face-to-face meeting may be your goal, but it’s only worth your time with a serious 
prospect. To drive 2 hours to see someone who just wants the freebie is a waste of time. How can 
you prevent it? 
 
Use the words “if you qualify” in your letter. For instance: “Call now, and if you qualify, you 
will get a free appraisal of what your business is worth in today’s market.” 
With the “if you qualify” clause, you are not obligated to give everyone a free appraisal. You can 
pick and choose who gets it, making appointments only with solid prospects and passing on the 
freebie seekers. That can save you a lot of time and aggravation. 
----------------------------------------------------------------------------------------------------- 
A NEW WAY TO BREAK THROUGH THE E-MAIL CLUTTER 
 
The problem: tons of spam cluttering your prospects’ e-mail box means they are less likely than 
ever to read and reply to your e-mail marketing campaign. 
 
But according to a survey from www.quris.com, customers do value and read two specific types 
of e-mails: (1) transaction confirmations and (2) account status updates. 
 
Suggestion: Since these e-mails get read, why not add a promotional message or special offer – 
with a link to a landing page – to your transaction and account-related e-mails, measure the 
response, and see whether it works for you? 
 
Source: Internet Marketing Report, 10/15/03, p. 8 
------------------------------------------------------------------------------------------------------- 
SHOULD YOU PUT YOUR URL ON YOUR OUTER ENVELOPE? 
 
A small but growing number of direct marketers are putting their Web site address on the outer 
envelope of their direct mail packages. 
 
Those that argue in favor of it say: “Some folks today want to get to you right away. Why force 
them to open the outer envelope and hunt for your URL in the letter or on the reply form? Put it 
right on the outer envelope!” 
 

http://www.quris.com/�
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Those against it counter: “How can you ask for the order or inquiry before you’ve even sold the 
reader on the product? It is a distraction, and it doesn’t work.” 
 
I’d like to hear from anyone who has tested putting your Web site URL on your outer envelopes, 
especially if you have measured the results or better yet, split test envelopes with and without the 
URL. Just e-mail your comments to me at rwbly@bly.com. Thanks! 
------------------------------------------------------------------------------------------------------------ 
HOW TO PROOFREAD BETTER THAN YOUR SPELL-CHECKER 
 
Every PC user knows that spell-checkers are lousy at catching words out of context. For 
instance, a major accounting firm recently sent a proposal to a Fortune 500 client. On the cover 
they identified themselves as: “Certified Pubic Accountants.” 
 
“Can you teach my people an effective way to proofread so they find errors the spell-checker 
misses?” he asked me.  
 
The secret is this: Proofread the document backwards. You’ll catch many typos you’d otherwise 
miss – especially this is not the first time you’re reading the document. 
Why this works: When you proofread backwards, you focus on each word individually. Also, the 
copy has no meaning when read backwards, so your attention is on the individual words and 
their spelling; you don’t get caught up in the content itself. 
------------------------------------------------------------------------------------------------------------ 
WHAT’S WORKING IN DIRECT MAIL TODAY? 
 
I’ll be presenting an audio conference "Direct Mail: There's No Silver Bullet, but Here's 7 Great 
Ideas" this month for Progressive Business Publications.  

In this 60-minute program, you’ll discover:  

--Specific strategies that are working in direct mail today. 

--Words that consistently sell and others that are “campaign killers.” 

--Proven examples of high-performance copy. 

--Results of direct mail testing: what’s worked and what hasn’t. 

--Answers to your most challenging direct mail questions. 

Date: November 5, 2003. Time: 12 to 1:30pm. To register call toll-free 800-964-6033 or visit: 
 
http://www.pbconferences.com/audio/main.asp?G=2&E=165&I=1 
--------------------------------------------------------------------------------------------------- 
 
 

mailto:rwbly@bly.com�
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WEB SITES OF THE MONTH 
 
Reader Sarah Stambler recommends MediaPost, a Web site with tons of free content about 
advertising and the media industry. Visit: http://www.MediaPost.com 
 
She also recommends Corante – “a very good montage of articles on lots of cutting-edge high-
technology areas.” Click on: www.corante.com 
 
And visit Sarah for more good online marketing ideas at www.e-tactics.com 
--------------------------------------------------------------------------------------------------- 
MAKE YOUR BOOK THE #1 BEST-SELLER ON AMAZON.COM 
 
Now it's easier than ever to start off your book promotion campaign as a best-selling author. 
You'll get booked on TV, radio, and newspaper interviews faster than everyone else. 
 
My friends Randy Gilbert and Fred Gleeck have created a step-by-step, A-to-Z guide that shows 
you how to make your book a #1 best-seller on amazon.com in just 28 days. It’s legal, ethical, 
and doesn’t involve any scam (like buying your own book in volume). For details, click on the 
link below: 
 
http://AmazonBestSellerSecrets.com/BobBly 
---------------------------------------------------------------------------------------------------------- 
HOW TO GET A CRASHED PC UP AND RUNNING AGAIN -- FAST! 
 
If you work in a small office without an IT department, you know how frustrating and paralyzing 
it can be to have your PC crash. 
 
I’ve found a real treasure in Rescue.com, a nationwide PC repair firm that specializes in 
emergency service with guaranteed one-hour response. 
Call them up, and they are there within 60 minute and working on the problem. Their work is 
top-notch. They are not cheap, but they are fairly priced considering the speed and quality of the 
service they render. 
 
If you are in the NY/NY metro area, call Josh Kaplan, owner of the local franchise, and tell him I 
sent you: 973-259-0500.  
 
In other parts of the country, visit: www.rescuecom.com 
---------------------------------------------------------------------------------------------- 
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DDEECCEEMMBBEERR  22000033  
 
MAY I FEATURE YOU IN MY NEXT BOOK? 
 
For a new book I am writing, I’m interested in hearing about successful marketing campaigns 
that involve giving away a free information premium such as a free white paper, CD-ROM, 
booklet, newsletter, e-zine, or special report. 
 
I’d like to see the promotion that generated the lead, the PDF of the white paper or other freebie 
you gave away, and the results, if possible.  
 
If I use your material, you will receive full credit, of course. You can e-mail me at 
rwbly@bly.com 
--------------------------------------------------------------------------------------------------------- 
GIVE YOUR WRITING THE “BREATH TEST” 
 
Short sentences are easier to read than long sentences. But how long is too long for a sentence? 
 
To determine maximum sentence length, use the “breath test.” Without taking in a gulp of air, 
and just with the amount of air you ordinarily have in your lungs, read the sentence aloud at a 
normal conversational speed and volume.  
 
If you run out of breath before you get to the end, the sentence is too long. Solution: Break it into 
two sentences at a point where a new idea is introduced. 
------------------------------------------------------------------------------------------------------- 
DOES “SUPERMARKET PRICING” REALLY WORK? 
 
Are consumers really “fooled” into thinking that a $9.99 price is cheaper than a $10? Price? 
 
Apparently so: In her new Pricing Psychology Report, pricing expert Marlene Jensen says that a 
$9.99 price will probably pull 10% to 20% more buyers than a $10 price.  
 
Why? Certainly not because of the one cent difference. The report states: “There is a learned 
pattern response in our brains that makes us see $9.99 as much lower than $10. And it persists, 
even though most of us know this trick.” 
 
To order Marlene’s report (which I highly recommend) visit: www.pricingpsychology.com 
-------------------------------------------------------------------------------------------------- 
WHAT TO TEST IN E-MAIL MARKETING 
 
According to an article in The Marketing Report (10/27/03, p. 8), the top 5 things to test in e-
mail marketing are: 
 

mailto:rwbly@bly.com�
http://www.pricingpsychology.com/�
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1. The landing page.  
2. The subject line. 
3. HTML vs. text. 
4. Personalization with name vs. non-personalized. 
5. Long vs. short copy. 
 
In my experience, you get the quickest return for the least effort with a subject line test. I have 
personally seen A/B splits where one subject line outpulled another by more than 50% as 
measured in click-throughs. 
 
HTML can outpull text by 20% or even more. But in some cases, there is no lift in response. I 
have never seen HTML depress response, though I would guess that it is possible. 
------------------------------------------------------------------------------------------------------- 
HOW TO BE FUNNIER 
 
The best advice I ever got for making jokes work better, whether I’m giving a speech or 
participating in a meeting, comes from my friend Fran Capo: “Specifics are funnier than 
generalities.” 
 
For instance, instead of saying “He spits like a baseball player,” say “He spits like a Major 
League baseball player.” Instead of saying “He polishes his head with car wax,” say “He 
polishes his head with Turtle Wax.” 
 
I don’t know why, but the joke is always sharper and funnier when you use specifics. 
 
Source: “The Humor Approach: A Guide to Humor in Business Speaking,” by Fran Capo, 
www.francapo.com 
------------------------------------------------------------------------------------------------------ 
IS USING COUPONS IN PRINT ADS OBSOLETE? SHOULD YOU USE YOUR URL 
INSTEAD? 
 
Subscriber Roscoe Barnes writes: “Seems to me that fewer ads carry coupons these days. Are 
coupons still effective in this age of Internet technology?” 

Roscoe, you are right: coupons in ads have fallen out of fashion. But even though we live in an 
age of the Internet and 800 numbers, using a coupon in an ad still increases response, for two 
reasons.  

First, it gives the reader yet another (in addition to the Web and phone) reply mechanism.  

Second, and most important, it sends a visual signal to the reader that says: “Hey, Bunky, this 
isn’t a Madison Avenue image ad; this is one of those direct response ads where you get 
something really good when you reply – so reply!” 
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      Roscoe also asks, “Will the mention of a Web site in the ad depress response? It seems that if the 
ad was designed to generate leads through phone calls, the inclusion of the web address would 
result in fewer calls. I'm hoping you can shed light on this topic.”  

 
If you simply include the URL of your Web site that links to the home page, that will depress 
response. Better: Include a URL that goes to a specific landing page where the reader can request 
more information, a demo, a free trial, or whatever it is your offering. Doing so will increase 
response. 
----------------------------------------------------------------------------------------------------- 
DO YOU WANT TO PUBLISH AN E-ZINE LIKE THIS ONE? 
 
If so, I recommend you read Deb Weil’s new e-book: “Inside Secrets to Profitable E-Zine 
Publishing.”  
 
Deb and I don’t always see eye to eye (she’s a fan of HTML e-zines, while I think text is often a 
better choice). But overall, her new book is the best guide I’ve ever seen on how to research, 
write, and publish an e-zine people will open, value, read, and even look forward to! 
 
For more information visit: http://www.wordbizstore.com/insider2.html 
----------------------------------------------------------------------------------------------------- 
SEASONS GREETINGS – ONE MONTH EARLY! 
 
This is the last issue of Direct Response Letter for 2003. See you in 2004 and in the meantime, 
happy holidays! 
---------------------------------------------------------------------------------------------- 
RECENT COPYWRITING PROJECTS (JUST A SAMPLING) 
 
Direct mail package for Boardroom … direct mail and e-mail for Harvard Business School 
Publishing … direct mail for Kiplinger … e-mail for Forbes … direct mail for Global Health 
Solutions … direct mail for Uptick Media and Fleming Financial … direct mail for EPM 
Communications … articles for Edith Roman Associates … e-mail for The Motley Fool … 
landing page for First-Class Flyer … brochures for Misys software … direct mail for SurfControl 
software …  
-------------------------------------------------------------------------------------------------- 
  
  

JJAANNUUAARRYY  22000044  
 
WANT A FREE “BAIT PIECE” COURTESY OF UNCLE SAM? 
 

http://www.wordbizstore.com/insider2.html�
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In past issues, I’ve recommended that you have a “bait piece” – a special report, white paper, or 
other informational premium you give away to generate leads for your product or service. 
But many marketers don’t produce info premiums because of the research and writing work 
involved. 
 
An easy way to get around this is to visit the U.S. government’s Federal Citizen Information 
Center (FCIC) online. There are loads of how-to and information booklets on a wide range of 
topics such as money, health, travel, housing, nutrition, computers, small business, and more. 
 
If you find one that would make a good info premium for your business, you can print or 
download the text, put your own cover on it, print copies, and use it as your own freebie – 
without paying Uncle Sam a dime! 
 
How? Most of these publications are not copyrighted, so the U.S. government allows you to use 
them for your own purposes (they do appreciate if you credit them as the source). 
 
To see whether FCIC has a booklet you can use as a bait piece, go to their Web site: 
 
http://www.pueblo.gsa.gov/ 
 
Warning: Be sure to check the publication for copyright notices. If the booklet you selected is 
copyrighted, then you can’t use it. 
------------------------------------------------------------------------------------------------------- 
THE ONE NEW YEAR’S RESOLUTION EVERY MARKETER SHOULD MAKE 
 
If you do one thing every single day to promote yourself, you will: 

* fill your pipeline with new business leads.  

* have more business than you can handle  

* get your cash register ringing  

* make more money in 2004 than ever before. 

If that sounds good to you, but you need a push to make it happen, I recommend you check out 
Ilise Benun's Marketing Mentor program at:  

 www.artofselfpromotion.com/marketingmentor.html 

Not only will Ilise tell you what you need to do to promote yourself effectively. She’ll also make 
sure you do it, too! 

 ----------------------------------------------------------------------------------------------------------- 

http://www.pueblo.gsa.gov/�
http://www.artofselfpromotion.com/marketingmentor.html�
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SALES TIP OF THE MONTH 
 
When a customer comes into your store or showroom, don’t ask, “Can I help you?” 
Reason: You never want to ask a question to which the answer can be “no.” The almost 
automatic response to “Can I help you?” is “No, I’m just looking” -- a reply designed to ward off 
sales pressure. 
 
Instead, ask customers: “What brings you into our store [showroom] today?” or “How can I help 
you?” The normal response is for them to tell you what they are looking for, which is what you 
wanted in the first place. 
 
Source: David Martin, sales trainer. 
----------------------------------------------------------------------------------------------------------- 
THE NEXT BIG THING IN MAKING MONEY ONLINE 
 
E-books were the last big thing in making money online; the next big thing is “subscription Web 
sites,” also known as “membership sites.” 
 
This is where you build a Web site containing valuable content that people pay to access on a 
daily, weekly, monthly, or annual subscription basis.  
 
Of course, as with everything else in the universe, there is now a trade association for people 
who run or want to launch subscription Web sites: the Subscription Website Publishers 
Association (SWEPA).   
 
They sent me a review copy of their latest book, “An Insider’s Guide to Publishing Membership 
Web Sites,” and I highly recommend it for anyone interested in marketing information online.  
 
The book includes an overview of the five most profitable subscription Web site business 
models, how to find an ideal site topic, the two most important factors in subscription Web site 
success, best pricing schemes for subscriptions, most effective ways to drive traffic, free vs. fee 
content, how to create superior value for your subscribers, and much more. To order a copy, 
click on the link below: 
 
http://www.swepa.com/products/item10.cfm 
------------------------------------------------------------------------------------------------------- 
THREE WAYS TO OPTIMIZE SEARCH ENGINE PLACEMENT 
 
1. Include your best key words and phrases in the opening paragraph of each article you submit 
to ePublishers and top Web sites. Search engines pick these up and you get higher in the top 
search engines. Expand your keywords through visiting www.goodkeywords.com.  When you 
are in the top 10, many more people will visit your Web site. That eventually translates to sales. 
 
2. Include your best key words in your title bar just below your banner on your home page. For 
instance, "Book writing, book publishing, and book marketing." Apply this idea to your service 

http://www.swepa.com/products/item10.cfm�


BB OO BB   BB LL YY ’’ SS   XX   FF II LL EE SS     --     VV OO LL UU MM EE   II ::   22 00 00 33 -- 22 00 00 55   

Three Years of “The Direct Response Letter”: Proven Techniques for Doubling Your Response 

 

Center for Technical Communication. ©2009                                                                   44 

or products. The search engines look for your key words here. 
 
3. Include various key words at the top of your home page in headlines, and on all other 
important pages. From the links (navigational bars) such as "teleclasses," "seminars," "coaching 
information," or "media page," your visitor will click to your sales information for each topic. At 
the top will be your headline loaded with appropriate key words. 
 
Source: Judy Cullins, http://www.bookcoaching.com/teleclasses.shtml, 
Judy@bookcoaching.com 
 
--------------------------------------------------------------------------------------------------- 
BOOK OF THE MONTH 
 
A great way to start the New Year is to read, as I did, Eric Aronson’s new book, “DASH” 
(TurnKey Press). 
 
“On your tombstone there will be two dates,” writes the author. “The date you were born and the 
date you died. That little, insignificant line between those two dates – that dash – is your life.” 
 
DASH is a self-help system; it stands for Determination, Attitude, Success, and Happiness. 
These ideas are not new, but Aronson’s book communicates these principles with a sincerity, 
enthusiasm, and degree of practicality and applicability most other books in this genre lack.  
 
I highly recommend you make it a New Year’s resolution to buy and read DASH this month. To 
order, visit Aronson’s Web site: 
 
www.dashlive.com 
-------------------------------------------------------------------------------------------------- 
WANT TO MAKE A QUICK $50? 
 
If you have a copy of my out-of-print book “Ads That Sell” (published by Asher Gallant) and are 
willing to part with it, I will give you $50 for it, any condition as long as the pages are not falling 
out. E-mail me at rwbly@bly.com.  
---------------------------------------------------------------------------------------------- 
MAY I FEATURE YOU IN MY NEXT BOOK? 
 
For a new book I am writing, I’m interested in hearing about successful marketing campaigns 
that involve giving away a free information premium such as a free white paper, CD-ROM, 
booklet, newsletter, e-zine, or special report. 
 
I’d like to see the promotion that generated the lead, the PDF of the white paper or other freebie 
you gave away, and the results, if possible.  
 
If I use your material, you will receive full credit, of course. You can e-mail me at 
rwbly@bly.com 

http://www.bookcoaching.com/teleclasses.shtml�
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FFEEBBRRUUAARRYY  22000044  
 
WORLD’S GREATEST LIVING COPYWRITER REVEALS HIS SECRETS – YOURS FREE! 
 
If Gary Bencivenga is not the world’s greatest living copywriter (and I suspect he may be, at 
times!), he’s certainly among the top five. 
 
Anything Gary says about sales or marketing is worth paying attention to. And now you can 
profit from his wisdom and experience at no charge, 
 
How? By subscribing to his new FREE e-zine, Bencivenga Bullets. Just click on the link below: 
 
www.AccountableAdvertising.com 
I know you are overloaded with e-zines and other online marketing material, but this is one you 
MUST read – a real diamond among the lumps of coal in your e-mail in-box. Every piece of 
advice is a gem!  
 
Take a second to subscribe now so you don’t miss even a single issue. You will thank me later. 
---------------------------------------------------------------------------------------------------------- 
A TOOL FOR CALCULATING ONLINE CONVERSION RATES 
 
Online Conversion Teleseminar (for Excel Beginners!): February 5, 10 AM 
Pacific; 1 PM Eastern; 6 PM London 
 
Using a simple spreadsheet, learn to measure how small changes in the 
headlines or copy on your Web sales page can yield big results in 
increased sales revenue (i.e. conversion from visitor to customer). 
Step-by-step, Deb Weil and Excel expert Richard Kraneis walk you through a sample "online 
conversion" spreadsheet. Says Deb, “We guarantee that *bingo* moment when you understand 
how this powerful spreadsheet works!” Registration fee includes: 1-hour 
teleseminar, e-book, sample spreadsheets you can customize and a free 
audio CD of this live event. 
 
http://www.wordbizstore.com/excelsecrets.html  or call +1 919.975.1705 to register by phone. 
------------------------------------------------------------------------------------------------------------ 
A UNIQUE IDEA FOR MORE EFFECTIVE NETWORKING 
 
If you want to leave an indelible impression on somebody, ask for two business cards – one for 
yourself, and one to pass on to somebody else. You’ll always be remembered as the person who 
asked for an extra business card to pass along. 
 
Also, wear a sports jacket with two pockets: one for the business cards that you collect, and one 
to hold your business cards to hand out to others. 

http://www.accountableadvertising.com/�
http://www.wordbizstore.com/excelsecrets.html�
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Source: Words from Woody, Winter 2004, p. 2 
--------------------------------------------------------------------------------------------------- 
UPCOMING SPEAKING ENGAGEMENT 
 
I will be giving a talk on “10 Ways to Make Your Newsletter or E-Zine Indispensable” at a 
special meeting of the NYC chapter of NEPA (Newsletter & Electronics Publishers Association) 
on 2/11. Meeting location is Abigael’s, 1407 Broadway, between 38th and 39th Streets. 
 
Your customer/reader is bombarded with information overload. How do you create a publication 
he or she will want to read and (if you are a newsletter publisher) even pay for? You’ll get 10 
solid ideas for doing just that. 
 
To register, call NEPA at 800-356-9302 or 703-527-2333, or visit www.newsletters.org. 
-------------------------------------------------------------------------------------------------------- 
TO BOOST RETAIL SALES, CHANGE YOUR TUNE 
 
Want to get your retail customers to spend more? Play classical music in your store.  
 
A recent study found that when restaurants play classical music, customers order more expensive 
dishes. Reason: People associate classical music with affluence, sophistication, and wealth. 
 
Source: BottomLine Personal, 2/1/04, p. 13. 
----------------------------------------------------------------------------------------------------- 
A FOOLPROOF WAY TO EVALUATE MARKETING ADVICE 
 
There’s a ton of seminars, conferences, books, Web sites, articles, and e-zines being published 
today about all facets of marketing, both online or offline. But it’s not easy to determine which 
are worthwhile. 
 
Solution: When you read the material or listen to the program, watch for certain buzzwords. 
 
If material repeats these over and over again – “branding,” “image,” “planning,” “strategy,” 
“vision,” “touch,” “creative,” “customer experience,” and “awareness” – the speaker or author 
has likely not generated direct sales for any product or service through advertising, and his or her 
advice may be suspect. 
 
On the other hand, if you hear terms like “response,” “ROI,” “break-even,” “cost per 
acquisition,” and “dollars per name,” the speaker or author is probably a direct marketer who 
actually knows how to create advertising that sells, and may be worth listening to. 
Do you agree? Disagree? I’d like to hear your opinion. E-mail me at rwbly@bly.com 
---------------------------------------------------------------------------------------------------- 
CAN YOU HELP ME?  
 
I am going to take one just ONE new business-to-business marcom client this year. 
 

mailto:rwbly@bly.com�
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If you are looking to get clear, persuasive copywriting … and increased response … to direct 
mail, e-mail marketing, landing pages, Web sites, sales brochures, data sheets, and other 
marketing communications, and want to explore how we might work together to achieve this 
goal, just e-mail me at rwbly@bly.com. Or call Fern Dickey at 201-797-8105 today. 
 
This offer is only open to you if you are a business-to-business marketer – that is, you have a 
product or service you want to sell to business customers, and not consumers. 
------------------------------------------------------------------------------------------------- 
4 WAYS TO INCREASE RESPONSE TO MARKET RESEARCH SURVEYS 
 
1. When conducting lengthy surveys, send them via certified mail. This can increase response 
rates by almost 100%. 
 
2. Notify respondents about a week in advance by postcard or e-mail that they will be receiving 
the survey. Such notification increases the likelihood of response.  
 
3. Surveys sent in the mail should not exceed four pages for most audiences. Keep questions 
under 25 words each so they remain short and easy to understand. 
 
4. Send a reminder by postcard or e-mail approximately one or two weeks after the initial survey 
mailing. Thank people who have completed the survey and remind those who have not to do it 
now. This will prompt additional recipients to respond. 
 
Source: These tips are reprinted from the booklet “SPSS Survey Tips” by SSPS, Inc., 
www.spss.com 
--------------------------------------------------------------------------------------------------- 
MY NEW BOOK IS OUT; TELLS HOW TO CRAFT THE PERFECT LETTER 
 
My latest book, “Webster’s New World Letter Writing Handbook,” has just been published by 
John Wiley & Sons. Advertised by the publisher as “your guide to crafting the perfect letter,” it 
is available at a hefty discount on Amazon.com. Just click on the link below to order: 
 
http://www.amazon.com/exec/obidos/search-handle-form/ref=s_sf_b_as/104-7066355-6691929 
--------------------------------------------------------------------------------------------------- 
QUOTATION OF THE MONTH 
 
“Good judgment comes from experience; experience comes from bad judgment.” 
--Mark Twain 
 
A SMART TIP FOR BUSINESS-TO-BUSINESS MARKETERS 
 
If you are a business-to-business marketing or sales professional, you should immediately click 
on the link below and consider joining the Business Marketing Association (BMA): 
 
www.marketing.org 

mailto:rwbly@bly.com�
http://www.spss.com/�
http://www.amazon.com/exec/obidos/search-handle-form/ref=s_sf_b_as/104-7066355-6691929�
http://www.marketing.org/�
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Even if you never attend a single meeting (and you should), the BMA is a treasure trove of white 
papers, books, experts, resources, suppliers, publications, and other information on business-to-
business sales and marketing.  
 
Having been a member since 1980, I recommend BMA unconditionally. Membership is 
ridiculously under-priced in relation to the benefits you receive. 
------------------------------------------------------------------------------------------------ 
  
  

MMAARRCCHH  22000044  
 
DO YOU WANT TO PUBLISH AN E-ZINE LIKE THIS ONE? 

Free e-zines make money. At least, this one does: The Direct Response Letter goes to 40,000 
subscribers who buy hundreds of thousands of dollars worth of my copywriting and consulting 
services, books, tapes, and seminars a year.  

In our new tele-seminar, “How to Create a Successful E-Zine That Brings You More New 
Business Than You Can Handle – in One Hour a Month,” we share our secrets for generating 
boatloads of leads, orders, sales, and new business through distribution of a  free e-zine.  

One secret I’ll share with you now: The return on investment for publishing The Direct Response 
Letter is the highest of any promotion I have ever done. It takes me a total of one hour a month to 
write and “design” (i.e., set up the text file) the newsletter … and the leads it generates keep me 
busy all year long. 

Teleconference is from 1pm to 2pm EST Thursday, March 11, 2004. For more information and 
to register, click here: 

http://www.wordbizstore.com/bob_bly.html 

----------------------------------------------------------------------------------------------------------- 

IS YOUR MAILING GOING TO BE A WINNER -- OR A DUD? 

How can you predict whether your mailing will be profitable before all the results are in?  

On a third-class mailing, use this rule of thumb: You will have 50% of your total responses 
somewhere between 18 and 22 mailing days after you get your first responses. 

Therefore, if you have a 1% response 22 days after receiving your first reply card, your total will 
be around 2%.  

http://www.wordbizstore.com/bob_bly.html�


BB OO BB   BB LL YY ’’ SS   XX   FF II LL EE SS     --     VV OO LL UU MM EE   II ::   22 00 00 33 -- 22 00 00 55   

Three Years of “The Direct Response Letter”: Proven Techniques for Doubling Your Response 

 

Center for Technical Communication. ©2009                                                                   49 

Day 22 is known as “doubling day” because you can estimate the total response by doubling the 
response you’ve received as of that day. 

In e-mail marketing, there is doubling hour: only 4 hours after you get the first order in response 
to your e-mail, you will have gotten half the total orders that e-mail is going to generate. 

Source: The Newsletter on Newsletters, 1/31/04, “What to Test,” Fred Goss 

---------------------------------------------------------------------------------------------------------- 

CURLING UP WITH A GOOD BOOK BEATS CURLING UP WITH THE WEB 

According to the U.S. Census Bureau, 40% of adults said they read books for leisure during 2002 
vs. only 27% who surfed the Internet for fun. 

Bookstore sales in 2003 topped $16 billion, an increase of 2.4% from the previous year. 

Source: The Record, 2/13/04; Publishers Weekly, 2/16/04, p. 5 

--------------------------------------------------------------------------------------------------------- 

THE 5 COMMANDMENTS OF WRITING FOR YOUR READER 

1. Educate and enlighten your reader by providing information in layman’s terms. Think of 
yourself as a translator for someone who may not be familiar with technical language. 

2. Adopt newspaper format in writing your text. Speak to your reader in short, easy-to-read 
sentences and paragraphs. 

3. Guide your reader through the article by using bullet points, subheads, underlining and 
italicization. 

4. Stay focused. Don’t lead your reader through a maze of information that does not provide 
much of a background and does not support your point. 

5. Make sure that you understand the information completely before translating it to your reader. 

Source: Marcy Kowalchuk, Mealey Publications (NEPA conference, 6/02) 

------------------------------------------------------------------------------------------------------------ 

IS SELLING SLEAZY? 

If you think marketing and selling are somehow wrong, your attitude probably comes through in 
your copy and sales presentations. 
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Says adman Paul Arden: 

“When I mention that I am in advertising, people’s instinctive reaction is that you are trying to 
sell people things they don’t want.  They regard advertising as being a bit distasteful. 

“I am no more or less distasteful than you. Yes, of course, I am selling. But so are all of you. 

“You are hustling and selling or trying to make people buy something. Your services or your 
point of view.  

“You clean your car to sell it, showing it to its best advantage. People even put bread in the oven 
to make their houses smell nice when they are trying to sell them. 

“The way you dress when going for an interview or a party, or merely putting lipstick on. Aren’t 
you selling yourself? 

“Your priest is selling. He is selling what he believes in. God. 

“The point is we are all selling. We are all in advertising. It is part of life.” 

Source: “It’s Not How Good You Are, It’s How Good You Want to Be,” Paul Arden (Phaidon) 

--------------------------------------------------------------------------------------------------- 
ANNUAL ASJA WRITER’S CONFERENCE WELL WORTH ATTENDING 
 
The American Society of Journalists and Authors (ASJA) annual conference, titled “Kicking It 
Up a Notch: Success Strategies for Freelancers,” takes place April 24 – 25, 2004 at Manhattan’s 
Grand Hyatt Hotel.  

The conference features more than 30 sessions over two days, highlighting topics and market 
opportunities of importance to experienced and beginning freelance writers. Representatives 
from Simon and Schuster, Random House, Paramount Pictures, Newsweek, Playboy, 
Entrepreneur, Woman’s Day, Parenting and many others will share their insider tips for selling to 
these top-tier markets. 

I’ve attended in previous years, and it’s always worthwhile. To take advantage of the early bird 
registration discount and for more information on program specifics, rates, and times, visit 
www.asja.org. 

--------------------------------------------------------------------------------------------------- 
BOOK OF THE MONTH 
 
My erstwhile colleague John Coe has written a new book, “The Fundamentals of Business-to-
Business Sales and Marketing,” published by McGraw-Hill. 

http://www.asja.org/�
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It is not a “high concept” or “big idea” book; therefore, fans of The ClueTrain Manifesto and 
other such highfalutin nonsense may find John’s book way too practical – filled with stuff you 
can actually do today to increase your sales tomorrow. 
 
But if you like, as I do, business books that are heavy on the nuts-and-bolts, telling you what to 
do to increase sales results – and how to do it cost-effectively – than buy John’s book today by 
clicking on the link below: 
 
 http://www.amazon.com/exec/obidos/tg/detail/-/0071408797/qid=1072721726/sr=1-
1/ref=sr_1_1/104-7066355-6691929?v=glance&s=books 
---------------------------------------------------------------------------------------------- 
SELF-PUBLISHING TIP OF THE MONTH 
 
You can now download a FREE eBook with FREE distribution rights entitled: "How to 
Distribute your Self-Published book" by clicking here now: 
 
http://www.bookcoaching.com/reports/DistributeYourSelf-PublishedBook.shtml 
 
You can also download a FREE eBook with FREE distribution rights entitled: How to Write a 
Top-Selling Book." Click on the link below: 
 
http://www.bookcoaching.com/reports/WriteATopSellingBook.shtml 
 ----------------------------------------------------------------------------------------------------------- 
QUOTE OF THE MONTH 
 
“For 40 years, I looked at life like the poor little boy who presses his nose against the window of 
a pastry shop and watches others eat the pastries. Now I know that the pastries belong to those 
who bother to take them.” 
--Georges Simenon, author of 500 books  
------------------------------------------------------------------------------------------------- 
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ADD 93 OF THE MOST SUCCESSFUL SALES LETTERS OF ALL TIME TO YOUR 
“SWIPE FILE” 

Every direct marketer should keep a “swipe file” – a collection of successful direct mail 
packages you can use for inspiration and as models for your own efforts.  

The best letters to add are “controls” – letters that were profitable for the marketers who mailed 
them. 

http://www.amazon.com/exec/obidos/tg/detail/-/0071408797/qid=1072721726/sr=1-1/ref=sr_1_1/104-7066355-6691929?v=glance&s=books�
http://www.amazon.com/exec/obidos/tg/detail/-/0071408797/qid=1072721726/sr=1-1/ref=sr_1_1/104-7066355-6691929?v=glance&s=books�
http://www.bookcoaching.com/reports/DistributeYourSelf-PublishedBook.shtml�
http://www.bookcoaching.com/reports/WriteATopSellingBook.shtml�
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How to spot controls: If you get a letter again after you’ve already received it once, you know it 
is a control; otherwise, the marketer would not have mailed it a second time. 

Now for the first time Dartnell's "Greatest Direct Mail Sales Letters of All Time" is available 
online. My colleague Ken Stacey- Odiwe has the exclusive license to this one of a kind gem 
containing 93 best-selling control sales letters. It's a must- have resource 
if you're looking for a winning swipe file. For more information, click here now: 
 
www.greatestsalesletters.com  
------------------------------------------------------------------------------------------------------- 
SECRETS OF SELLING TO THE FEDERAL GOVERNMENT REVEALED 
 
My colleague, Mark Amtower, is one of the top experts in the country on marketing to the 
federal government. And he’s a dynamite speaker, too. 
 
Throughout this month, Mark will be traveling and giving his popular workshop, “Government 
Marketing Best Practices,” in major cities nationwide. If you sell to the government, this is a 
presentation you should not miss. 
 
For more information and to register click on the link below: 
 
http://www.federaldirect.net/bestpractices2004.html 
 
------------------------------------------------------------------------------------------------ 
WHAT THE WORLD’S MOST SUCCESSFUL CEOS CAN TEACH YOU ABOUT BEING A 
GREAT LEADER 
 
My new book, on which I am the uncredited (sigh) co-author with my good friend Eric 
Yaverbaum, “Leadership Secrets of the World’s Most Successful CEOs,” has just been published 
by Dearborn. 
 
Eric and I interviewed 100 CEOs ranging from entrepreneurial owners of small companies to the 
chief executives at such Fortune 500 companies as Staples, Xerox, Hewlett-Packard, and 
Compute Associates. Each shared with us his or her most powerful leadership technique or 
strategy – the one thing that really made a difference in his or her company’s success. 
 
You can buy the book at a discount on amazon.com by clicking on the link below: 
 
http://www.amazon.com/exec/obidos/tg/detail/-/0793180619/qid=1073953662/sr=1-
10/ref=sr_1_10/104-7066355-6691929?v=glance&s=books 
------------------------------------------------------------------------------------------------ 
MAY I WRITE A LETTER FOR YOU? 
 
One of my copywriting specialties is writing short (1 or 2-page) sales letters to generate leads.  
 

http://www.greatestsalesletters.com/�
http://www.federaldirect.net/bestpractices2004.html�
http://www.amazon.com/exec/obidos/tg/detail/-/0793180619/qid=1073953662/sr=1-10/ref=sr_1_10/104-7066355-6691929?v=glance&s=books�
http://www.amazon.com/exec/obidos/tg/detail/-/0793180619/qid=1073953662/sr=1-10/ref=sr_1_10/104-7066355-6691929?v=glance&s=books�
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My letters typically generate inquiry response rates in the 1% to 5% range, though some have 
pulled 10% or higher.  
 
While I normally charge $2,500 for writing a lead-generating sales letter, I have a special offer 
that may be of interest to you. 
 
I will write a lead-generating letter for your business for just $1,250 – a 50% discount of my 
regular rate. 
 
In exchange for this discount (a savings of over $1,000), you agree to share the results with me 
and to give me a testimonial for my Web site when my letter succeeds for you. 
 
I can’t take on too many letters at this bargain discount, so I am limiting this offer to the first 
three people who reply. Just e-mail me at rwbly@bly.com. Or call Fern Dickey at 201-797-8105.  
------------------------------------------------------------------------------------------------ 
OUT OF PRINT BOOKS 
 
Occasionally I reference a classic marketing book in this e-zine, and subscribers complain that 
the books are out of print and they can’t find them. 
 
You can find out-of-print books online here: 
 
www.alibris.com 
www.abebooks.com 
www.bibliofind.com 
 
And of course: 
 
www.amazon.com 
 
------------------------------------------------------------------------------------------------ 
CHEAP ENTERTAINMENT: CAN THIS WORK IN YOUR BUSINESS? 
 
To give patrons something to do aside from read the paper or stare into space, the local coffee 
shop where I eat lunch put little plastic boxes on every table. 
 
Inside each box is a stack of question cards from the game Trivial Pursuit. You can pass the time 
reading them yourself. Or you and your lunch companion can quiz each other. 
 
Nifty little idea for about the cost of a single Trivial Pursuit game plus the plastic card holders 
(you can use the little plastic cases that hold packets of sugar and artificial sweetener). 
 
If you visit me in my Dumont, NJ office, we can eat there and play. 
----------------------------------------------------------------------------------------------------------- 
FUNDRAISING SECRET 

mailto:rwbly@bly.com�
http://www.alibris.com/�
http://www.abebooks.com/�
http://www.bibliofind.com/�
http://www.amazon.com/�
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I recently had the honor of interviewing Jerry Huntsinger, whom many (me included) consider 
the world’s greatest fundraising copywriter, for a program on fundraising one of my clients, 
AWAI (www.awaionline.com) is developing. 
 
Among the secrets Jerry shared: Virtually every successful control mailing he has written these 
days has some sort of freebie – address labels, for example – enclosed with the letter. 
(In subscription marketing we call this enclosed premium a freemium, but Jerry uses the term 
“up-front premium.”) 
 
Its main purpose, according to Huntsinger, is to stop the busy reading from tossing your 
brilliantly written letter into the round file.  
 
He says that the up-front premium gives the package a “tactile presence” – and that putting an 
object in your package “keeps people from throwing it away.” 
 
For instance, one successfully package Jerry wrote recently for Covenant House has an angel pin 
enclosed. 
 
He also says that having a brochure in fundraising packages almost never increases response – 
and that plain envelopes work better than envelopes with teaser copy. 
FREE E-ZINE OF THE MONTH 
 
My good friend, prolific Christian author Terry Whalin, has just launched a new e-zine, “Also 
Right Writing News.”  

Twice a month, the e-zine features a short article about a best-selling author and how this author 
practices his or her craft. Says Terry, “For the content, I'm going to draw from my interviews 
over the last 15 years with more than 150 best-selling authors.” 

For a free subscription, click on the link below:  

http://www.right-writing.com/newsletter.html 

 ---------------------------------------------------------------------------------------------------- 
QUOTE OF THE MONTH 
 
“You’ll never make the grade at anything by playing it safe.” 
 --The Twilight Zone 
------------------------------------------------------------------------------------------------- 
WIN BACK LOST BUSINESS 
 
Want to recapture lost customers? Offer to produce one job for them at cost. A bold gesture like 
cutting your profits may just turn the tide and get t hem to try your service once again. 
 
 

http://www.awaionline.com/�
http://www.right-writing.com/newsletter.html�
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Source: “6 ways to recover lost revenues” by International Paper 
------------------------------------------------------------------------------------------------------ 
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DICK BENSON’S 10 SECRETS OF SUCCESSFUL DIRECT MAIL 
 
1. A two-time buyer is twice as likely to buy as a one-time buyer. 
 
2. The addition of installment payments for an item over $15 will increase results by 15%. 
 
3. “FREE” is a magic word. 
4. Memberships renew better than plain subscriptions by 10% or more. 
 
5. The same product sold at difference prices will result in the same net income per thousand 
mailed. 
 
6. Dollar for dollar, premiums are better incentives than cash discounts. 
7. A follow-up mailing dropped two weeks after the first mailing will pull 50% of the original 
response. 
 
8. “Department store” pricing always pays except for membership offers. 
 
9. You can never sell two things at once. 
 
10. Two premiums are frequently better than one. 
 
Source: Dick Benson, “Secrets of Successful Direct Mail” (NTC Business Books, 1992) 
----------------------------------------------------------------------------------------------------------- 
IS SELLING SLEAZY? JUST ASK TED NICHOLAS…. 
 
“Selling is often considered a necessary evil. As I see it, sales is a necessary profession in any 
free society. It’s one of the noblest professions. Indeed, no free market system is possible unless 
goods and services are sold effectively.”  
 
This is from “How to Turn Words into Money,” the latest book by mail order marketing master 
Ted Nicholas. 
 
In case you haven’t heard of him, you should know that Ted has generated over $4 billion in 
revenues for his clients -- as well as the hundreds of millions of dollars in products if his own he 
has sold. 
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At last, Ted has condensed all of his direct marketing knowledge into one single 
resource: "How to Turn Words into Money."  
 
It’s an incredible guide that you MUST read. To order, click on the link below: 
 
http://Bob.turnwordsintomoney.com 
 
I give “How to Turn Words Into Money” my highest 5-star rating. It’s surely one of the best 
marketing guides you will find ANYWHERE this year! 
------------------------------------------------------------------------------------------------------------ 
QUOTE OF THE MONTH 
 
“Brevity, said Lord Bacon, is the soul of wit, and conciseness is a virtue I have always admired. 
The magic of poetry lies in its power to compress ideas or emotions into a mere handful of 
words. But prose can work the same spell, which is why Francis Bacon’s aphorism has survived 
the centuries.” 
--Arthur C. Clarke, “Greetings, Carbon-Based Bipeds” (St. Martin’s, 1999) 
------------------------------------------------------------------------------------------------------------ 
MAY I WRITE A LETTER FOR YOU -- FOR JUST 6 CENTS EACH? 
 
If you’ve wanted to have me write a letter for you but were put off by the $2,000 to $10,000 per 
letter fee, here’s my deal of the week: 
 
Buy my new book "Webster's New World Letter Writing Handbook" at amazon.com for just 
$11.89 – a 30% discount off the list price. 
 
You get more than 300 model letters for any occasion – from applying for a job to generating 
sales leads – with complete instructions (including lists of phrases) for customizing them to your 
particular situation. 
 
At the discount price, that comes to about 6 cents per letter – the lowest I’ll ever sell a letter for 
in this lifetime!   
 
To order, just click on the link below: 
  
http://www.amazon.com/exec/obidos/search-handle-form/ref=s_sf_b_as/104-7066355-6691929 
--------------------------------------------------------------------------------------------------------- 
WANT TO IMPROVE YOUR COPYWRITING? FALL ASLEEP! 
 
Always schedule completion of copy you are writing for at least one day before it is due. When 
you are done, put it aside, go home, and get a good night’s sleep. 
 
When you come into the office the next day, read it through one more time, first thing in the 
morning, when you are fresh and relaxed, before the day starts getting busy. 
 

http://bob.turnwordsintomoney.com/�
http://www.amazon.com/exec/obidos/search-handle-form/ref=s_sf_b_as/104-7066355-6691929�
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You will be amazed at how many edits and improvements you can make with this one extra edit 
– after “sleeping on it.” 
 
I’ve always been a big believe of “sleeping on it,” and a new German study confirms the link 
between creativity and problem-solving and adequate sleep.  
 
Their findings: our sleeping brains continue working on problems that baffle us during the day, 
and the right answer may come more easily after 8 hours of sleep. 
 
Source: The Record, 1/22/04 
------------------------------------------------------------------------------------------------- 
UPCOMING SPEAKING ENGAGEMENTS 
 
For the Washington, DC chapter of the Direct Marketing Association, I am giving two 
presentations on May 5: “The World’s Best-Kept Copywriting Secrets” and “What's Working in 
E-mail Marketing Today.” For more information, click on the link below:   

 http://www.dmaw.org/bin/webdbc.dll/dmaw/users/htx/&/dmaw/calendar/calendar.htx 

For the New Jersey chapter of the Business Marketing Association, I am giving a presentation on 
May 11: “What's Working in Direct Mail Today.” 
 

For more information, click here now: www.bma-nj.org/programs/schedule/htm 

And on June 3, from 1 to 2 pm EST, I will be giving a free tele-seminar with PR expert Annie 
Jennings on “How To Become A Recognized Expert in Your Field in 60 Days Or Less” – based 
on my book by the same title. To register, click below: 

http://www.anniejenningspr.com/teleseminars.htm .  

------------------------------------------------------------------------------------------------------------ 
MASTER THE NEW CHALLENGES OF BUSINESS-TO-BUSINESS SALES AND 
MARKETING TODAY 
 
My friend John Coe of the Sales and Marketing Institute is giving a seminar on “The New 
Fundamentals of Business-to-Business Sales and Marketing.” 
 
Business-to-business market sure has changed since I got my first job as an advertising manager 
in 1979; back then it was known as “industrial marketing.” 
 
John has been in this even longer than I have (I think), and few people on the planet know more 
than he does about how to improve results to business-to-business marketing and sales 
campaigns. 
 

http://www.dmaw.org/bin/webdbc.dll/dmaw/users/htx/&/dmaw/calendar/calendar.htx�
http://www.bma-nj.org/programs/schedule/htm�
http://www.anniejenningspr.com/teleseminars.htm�
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This full-day seminar will be held in New York City on May 19, and if my schedule permits, I’ll 
be in attendance. For more information, click here now: 
 
www.seminars.b2bmarketing.com 
------------------------------------------------------------------------------------------------------------ 
GET YOUR FAVORITE VENDORS PAID FASTER 
 
If you are employed by a big corporation and work with small vendors, you may have had those 
vendors complain to you, “It’s hard for us to wait 90 days like the big boys. Any way you can get 
our invoice paid faster?” 
 
My friend Bob Lauterborn shares this tip: “Here’s a ploy I used to use to get the corporation to 
move our smaller agencies' bills, instead of sitting on them for a  
month. I had the agency mark the bill up by 10%, then offer us a 10% discount for  
payment within ten days. Worked every time!” 
RECENT COPYWRITING PROJECTS (JUST A SAMPLING) 
 
Renewals for Weiss Research and NIBM … product literature for Standard & Poor’s … e-mail 
marketing for Harvard Business School Publishing, Forbes Newsletters, and 21st Century 
Investor … direct mail for Briefings, Eli Research, Hulbert Financial Digest, HepaLife, and 
others … brochure and Web site for Lighthouse Compliance Solutions … newsletter for Edith 
Roman Associates …  
------------------------------------------------------------------------------------------------- 
 
 

JJUUNNEE  22000044  
 
7 STEPS TO A WINNING ADVERTISING STRATEGY 

1. Plant Your Flag! Ask yourself, “What is the one great thing I can say about my product that 
none of my competitors can say about theirs?” 

2. Dig Your Trench! Ask yourself, “How can I find a place for my product in my customer’s 
mind by relating it to what’s already in there?” 

3. Take Dead Aim! Ask yourself, “What does my best prospect already believe that will make 
her want to buy my product without persuasion?” 

4. Take Your Best Shot! Ask yourself, “What is the most I can afford to give away to get a new 
customer?” 

http://www.seminars.b2bmarketing.com/�
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5. Take a Risk! Ask yourself, “How can I make buying from me as easy, safe, and convenient as 
possible?” 

6. Make an Impact! Ask yourself, “How can I break through the clutter?” 

7. Make it Count! Ask yourself, “How can I move my customer from awareness to action?” 

Source: Richard Armstrong 

--------------------------------------------------------------------------------------------------------- 
REACH THE INFORMATION TECHNOLOGY (IT) MARKETPLACE 
 
If you market software, hardware, or other products or services to IT professionals, TechTarget 
may be the best way to reach them.  
 
The company publishes several dozen online newsletters reaching almost every segment of the 
IT marketplace imaginable. You can run online ads in the e-zine of your choice or rent their 
targeted IT lists.  
 
For more information click here: http://www.techtarget.com 
 
Another great source of IT lists is Edith Roman Associates: 
 
www.edithroman.com 
------------------------------------------------------------------------------------------------------------ 
ARE SPAM FILTERS BLOCKING YOUR E-MAILS? 
 
According to an article in Time Magazine, 40% to 70% of all e-mail is getting blocked by spam 
filters before anyone has a chance to read it. 
 
Here’s a tool you help get your e-mail through the spam filters – by identifying the words most 
likely to trigger these filters: 
 
www.e-filtrate.com 
 
Spam filters typically search e-mails for words, phrases, and symbols that commonly appear in 
spam. If your e-mail has above a certain number of these words, phrases, or symbols, the filter 
blocks it or identifies it as spam. 
 
When you visit this site, you can download a free checklist, “The 21 Deadliest Spam Filter 
Violations and How to Get Your E-Mail Through Spam Filters by Avoiding Them.” 
 
Also pay attention to the very interested pop-up that appears when you try to leave the site 
without trying the product. 
 

http://www.techtarget.com/�
http://www.edithroman.com/�
http://www.e-filatrate.com/�
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------------------------------------------------------------------------------------------------------------ 
UPCOMING SPEAKING ENGAGEMENT 
 
I will be giving a presentation, “The 1-Hour Formula for Creating Successful E-Zines,” for the 
Newsletter and Electronic Publishers Association (NEPA) on June 7 in Washington DC.  
 
In this presentation, I’ll show why it takes me just one hour to write and design a complete issue 
of this e-zine … how I built my subscriber list from 3,000 to 43,000 in just 6 weeks for under 
$1,000 … and how I used my e-list to generate 200 leads at zero cost in 48 hours. 
 
For more information, visit: www.newsletters.org 
--------------------------------------------------------------------------------------------------------- 
BECOME THE NEXT TOM PETERS 
 
What do Tom Peters, Steven Covey, and Dr. Ruth have in common? They are gurus – 
recognized authorities in their fields. As a result, they get 10 times more business and make 10 
times more money than other, less well-known specialists in these same industries.  
 
On June 10, from 1-2pm EST, I’ll be giving a tele-seminar with Annie Jennings on how to use 
PR and other methods to quickly build your reputation as a leading expert in your field – and 
leave your competition in the dust. To register, click on the link below:  
 
http://www.anniejenningspr.com/teleseminars.htm 

** Bonus: All tele-seminar sign-ups get Annie’s Crash Course In Publicity CD entitled "How To 
Use Radio, TV and Print Media To Build Your Business." 

 --------------------------------------------------------------------------------------------------------- 
QUOTATION OF THE MONTH 
 
“If you want to be successful, find out what you really love to do, throw your whole heart into 
doing it really well, and never give up. That’s basically a summary statement of success.” 
--Brian Tracy 
 
Source: Insight Magazine, Issue 994, p.  
---------------------------------------------------------------------------------------------------------- 
THE 60 ADS CLAUDE HOPKINS WOULD HAVE WANTED TO BE REMEMBERED BY 
 
Claude Hopkins, author of Scientific Advertising and 
My Life in Advertising, is unquestionably one of the greatest 
copywriters of all time. 
 
In his books, he tells of his greatest advertising successes 
for companies and products like Quaker Oats, Pepsodent 
 

http://www.newsletters.org/�
http://www.anniejenningspr.com/teleseminars.htm�
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toothpaste, Schlitz Beer, Palmolive soap, Goodyear tires 
and many more. 
 
But no one has been able to come up with his actual 
ads for study purposes. 
 
Until now.  
 
You can now see and study over 60 of Hopkins original 
actual print ads in the world's largest collection of his work. 
 
(Michael Senoff and Bill Bodri, owners of the collection, 
told me they searched high and low for these rare and 
valuable Hopkins ads). 
 
Bottom line, it's one of the best collections on 
copywriting I've ever seen! 
 
You can use this material immediately for your websites, 
direct mail ads, emails and other marketing efforts. 
 
You've got to see this. 
 
Go to: http://www.ClaudeHopkinsAdvertising.com 
-------------------------------------------------------------------------------------------------- 
SURVEY SAYS…. 
 
Survey Monkey enables you to do surveys to your e-list quickly and easily. For more 
information, click below: 
 
http://www.surveymonkey.com 
------------------------------------------------------------------------------------------------ 
RECENT COPYWRITING PROJECTS (JUST A SAMPLING) 
 
Renewals and online promos for Weiss Research … online promo for Casey Research … forced 
free trial for Harvard Business School Publishing … direct mail package for Forbes … online 
promo for Academy Leadership … direct mail and content for Agora Publishing … renewal for 
NIBM … e-mail for 21st Century Investor … sales literature for Standard & Poor’s … direct mail 
for Eli Research …. 
----------------------------------------------------------------------------------------------- 
 
 

  

http://www.claudehopkinsadvertising.com/�
http://www.surveymonkey.com/�
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6 WAYS TO WRITE WEB PAGES THAT SEARCH ENGINES CAN FIND 
 
What’s the most effective way to gain high ranking on search engines for your Web site? 
 
Rick Bateman of Etraffic Solutions says it’s in writing Web content that optimizes search engine 
placement.  
 
Rick’s recommendations for writing SEO (search engine optimized) copy (most of which result 
in search engines giving added weight to your site) are as follows: 
 
1. Use keywords in your headings, subheads, and body copy. 
 
2. Place keywords at the beginning of a sentence or paragraph. 
 
3. Group keywords in copy as close to each other as possible. 
 
4. Use keywords as frequently as possible – between two to 10 times. 
 
5. Use keywords as the link text of hyperlinks. 
 
6. Cover no more than one topic per page on your Web site. 
 
Source: DM News, 6/14/04, p. 22. Also see www.seoworkbook.com 
--------------------------------------------------------------------------------------------------------- 
NEW RULES OF INTERNET ETIQUETTE 
 
Here are my quick rules of thumb for angry letters-to-the-editor, complaints, asking to be taken 
off a mailing list, disagreements, and the like: 
 
1. Don’t say anything in an e-mail that you would not say over the phone or face to face.  
 
2. Getting something you don’t want or like over the Internet does not entitle you to be rude or 
abusive. 
 
3. Think about how bad the offense really is before you let loose. Follow the golden rule: Talk to 
others online as you want others to talk to you.  
 
These rules apply equally to marketers and those communicating with marketers (customers, 
prospects). 
------------------------------------------------------------------------------------------------------ 
QUICK TOOL FOR FINANCIAL MARKETERS 

http://www.seoworkbook.com/�
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In financial marketing, we often need to calculate, by hand, the effects of compound interest, i.e., 
showing how much $10,000 would grow to in 20 years at an annual compounded return of 
23.5%. 
 
Here’s an online tool you can use to get the answer in seconds – without a pocket calculator or 
pencil and paper: 
 
http://www.moneychimp.com/calculator/compound_interest_calculator.htm 

------------------------------------------------------------------------------------------------------- 
JEFF BEZOS ON 3 STEPS TO WEB SITE SUCCESS … PLUS THE 4 HE LEFT OUT 
 
According to Jeff Bezos, founder of Amazon.com, there are 3 keys to creating an e-commerce 
Web site that delivers a favorable customer experience: 
 
1. Selection. 
2. Price. 
3. Convenience. 
 
Of course, “a favorable customer experience” does not by itself – as Bezos well knows – ensure 
a profitable online business.  
 
For an online business to make a profit, 4 additional factors must be present: 
 
1. Sufficient profit margin on products sold – ideally, a minimum selling price that is at least 8 
times the cost of goods (bare minimum acceptable mark-up is 2:1). 
 
2. The ability to generate visits to the product page or Web site at a reasonable cost. 
 
3. A sales-oriented product page or Web site persuasive enough to convert a sufficient 
percentage of visitors into buyers to break even or (preferably) make a profit on the first sale to 
any new customer.   
 
4. A back-end of additional, related products to sell these online buyers to generate repeat orders. 
 
Source: InformationWeek, p. 5. 
------------------------------------------------------------------------------------------------------- 
UPCOMING SPEAKING ENGAGEMENT 
At the annual Merit Direct Co-op, July 15, 2004, White Plains, NY, I’ll be giving my well-
received workshop, “The 1-Hour Formula for Creating Successful E-Zines.”   
 
In this presentation, I show why it takes me just one hour to write and design a complete issue of 
this e-zine … how I built my subscriber list from 3,000 to 43,000 in just 6 weeks for under 
$1,000 … and how I used my e-list to generate 200 leads at zero cost in 48 hours. 

http://www.moneychimp.com/calculator/compound_interest_calculator.htm�
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But don’t just go to my presentation; plan to stay for the whole event. With speakers like Don 
Libey, Regina Brady, JoAnna Brandi, Mark Amtower, and Sandy Clark, the Merit Direct Co-op 
is well worth attending. And, it’s free! 
 
For more information, call Merit Direct at 914-368-1000 or visit: www.meritdirect.com 
------------------------------------------------------------------------------------------------------- 
DID GROUCHO MARX HATE TO WRITE? YOU BET YOUR LIFE! 
 
“I'm not much of a correspondent.  My letters are not only uninteresting but sparse.  I’m glad I 
don't have to write for a living. It's arduous work and the money is very uncertain.  On those rare 
occasions when I wander into a bookstore it amazes me to see the avalanche of literature and 
semi-literature that is turned out weekly in this country. The people who write these things are 
either desperate for money or love starved. Why should anyone on a nice balmy day lock oneself 
in an office and hit a typewriter for hours on end. I think one of the greatest pleasures in the 
world is not writing...." 
--Groucho Marx, 1955 
-------------------------------------------------------------------------------------------------- 
WANT GUARANTEED PUBLICITY FOR YOUR PRODUCT OR SERVICE? 
 
Blitz Media Wire (BMW) offers a guaranteed PR story placement service. For print, radio and 
TV, you’ll get targeted measurable response public relations on a guaranteed placement pay-for-
results basis, or your money back.  
 
BMW provides editorial coverage for your product, service, idea, firm or association. You can 
even have you own advice or ghostwritten columns. This press release distribution service 
targets your news to over 45,775 media outlets. They guarantee results from a minimum of a 
hundred up to 1,250 story placements for as little as $15.95 each. For more information, e-mail 
blitz4pr@att.net; call (631) 924-8555 or log on lgroup.addr.com/PRSuccess.htm 
----------------------------------------------------------------------------------------------------- 
RECENT COPYWRITING PROJECTS (JUST A SAMPLING) 
 
Direct mail package for Agora Publishing … direct mail package for American Chemical 
Society … direct mail for Titan Health Corporation … space ads for CAT Media … e-mail 
marketing for Forbes … online marketing for International Speculator … online marketing for 
Elite Small Cap Trader …  
------------------------------------------------------------------------------------------------- 
 
 
 

AAUUGGUUSSTT  22000044  
 
WHY SEND DIRECT MAIL TO PEOPLE WHO DON’T RESPOND TO IT? 
 

http://www.meritdirect.com/�
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According to the U.S. Postal Service, 52% of consumers purchase products advertised in the 
mail.  
 
Unfortunately, that also means that a whopping 48% of consumers – nearly half the U.S. 
population – never buy through the mail! 
 
So if you compile a list of prospects, as so many marketers do, the statistical probability is that 
half of the people on the list never buy through the mail – and therefore won’t respond to direct 
mail packages which ask for an order. 
 
The solution: When doing mail order selling, ask your broker to recommend only “response 
lists” reaching your target market. 
 
A “response list” is a list of mail order customers … people who have purchased products 
through direct response. 
 
Just using a response list means you have eliminated the half of Americans who do not purchase 
through the mail from your mailing list, which should effectively – at a minimum – double your 
response vs. compiled lists. 
------------------------------------------------------------------------------------------------------ 
A REVOLTING DEVELOPMENT: THE “IGNORANT EXPERT” 
 
According to media scholar Eric Alterman, the people who have the best chance of becoming 
media pundits may be the ones who know the least about their topic. 
 
His theory: “Believe it or not, ignorance is actually an advantage, since it allows you to ignore 
the inherent complexity of any given problem with a concise quip and a clear conscience.” 
Yikes! 
 
Among the key attributes of a pundit: the ability to communicate in short sentences, projecting a 
pleasing personality, and a willingness to speak knowingly about matters which one knows little 
or nothing. 
 
Source: Across the Board, August 2004, p. 7. 
------------------------------------------------------------------------------------------------------ 
WHAT DO COPYWRITERS CHARGE? 

Want to know what your copywriter colleagues really charge for their work? Find out by 
participating in a revealing online survey sponsored by veteran copywriter Chris Marlow. 
  
Chris has lined up 100 copywriters to participate in her first "Economic Survey for Copywriters," 
but is looking for more (anonymous) participants. 
  
When you complete the survey you'll get a link to the results that you can view for free until 
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August 15. This is an unusual opportunity to discover what services your fellow copywriters 
offer, what they earn, how they conduct business, and more. 
  
To participate in this fast and easy survey, go to: 
http://www.surveymonkey.com/s.asp?u=96201547188 

------------------------------------------------------------------------------------------------------------ 
5 WAYS TO DESIGN DIRECT MAIL FOR GREATER RESPONSE 

1. Bursts—Bursts are star like shapes that can be used throughout the design of a direct mail 
package.  They contain type that highlights the offer or free item and are placed next to an image 
of the offer or free item.  Red or bright yellow colored bursts stand out the most in a direct mail 
package.  

2. Letters—A letter may be used in a direct mail effort as a separate piece for a component 
package or may appear on the inside front cover of a magalog or special report.  When designing 
a letter, you should make it feel personalized.  Some ways to accomplish this are: use Courier 
type (which looks like a typewriter font), show a photo of whomever the letter is from, or give it 
a stationery look with “From the desk of...” at the top of the letter. And, always use a 
handwritten signature to close the letter. 

3. Folios—A “folio” is the space where the page number appears, typically located at the bottom 
of each page in a magalog or special report. This is a key place to run a web address and/or an 
800 phone number. This information is then repeated on each page of the magalog or special 
report, which makes it very easy for the customer to order. The folio space can also be used to 
highlight the name of the product or a special offer. 

4. Free Bonus—When offering the customer a “free bonus,” show an image of the bonus  
throughout the package. Keep the look of the bonus consistent (i.e.: color, design element, type 
treatment, etc.) throughout.  Show it again on the order form to remind the customer of the free 
bonus incentive when ordering. 

5. Credit Card Icons—In the payment method section of an order form there is typically an 
option to pay by credit card. Use credit card icons (pictures of the credit cards offered) instead of 
writing out the name of each credit card.  This gives the customer a visual reference to help her 
quickly and easily choose the preferred credit card payment. 

Source: Jennifer Osterhouse Graphic Design, phone 410-798-8585, e-mail: jenn_o@comcast.net 

------------------------------------------------------------------------------------------- 
 
 

http://www.surveymonkey.com/s.asp?u=96201547188�
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IS BOOK-READING DEAD? SURVEY SAYS “YES” 
 
According to a survey by the National Endowment for the Arts, only 56.5% of adult Americans 
read a book from 8/01 to 8/02 vs. 60.9% during the same period 10 years ago. That means more 
than 4 out of 10 American adults do not read even one book during the year.  
 
(Ironically, almost without exception, every self-made millionaire I’ve interviewed over the last 
quarter of a century has been a voracious reader, with many reading a book a week or more.)  
 
Source: Publisher’s Weekly, 7/12/04, p. 5. 
------------------------------------------------------------------------------------------ 
QUOTATION OF THE MONTH 
 
“What is going on, I believe, is a shortened national attention span. People have lost patience, 
endurance, tolerance for the lengthy, possibly even the leisurely, presentation of culture, 
teaching, entertainment, and much else. Some say television has helped bring this about. When 
on their nightly news major networks promise an ‘in-depth report,’ they mean between 90 
seconds and two minutes.” 
 --Joseph Epstein 
 
Source: The Wall Street Journal, 6/23/04 
--------------------------------------------------------------------------------------------------- 
BOOK OF THE MONTH 
 
Ted Nicholas is a top marketing pro who has generated over $4 billion in revenues for his clients 
-- as well as the hundreds of millions of dollars in products of his own he has sold. 
 
At last, Ted has condensed all of his direct marketing knowledge into one single 
resource: "How to Turn Words into Money."  
 
It’s an incredible guide that you MUST read. I loved it and recommend it without reservation. To 
order, click on the link below: 
 
http://Bob.turnwordsintomoney.com 
 
I give “How to Turn Words Into Money” my highest 5-star rating. It’s surely one of the best 
marketing guides you will find ANYWHERE this year! 
----------------------------------------------------------------------------------------------------- 
A WORD ABOUT THE BOOKS I RECOMMEND IN THIS E-NEWSLETTER – AND MY 
ACCEPTING A COMMISSION ON THE SALES MY RECOMMENDATIONS GENERATE 
 
Although I sometimes become an “affiliate” for certain publishers (meaning I get a percentage of 
the sales I generate for their books or products), I NEVER recommend a book or program in this 
e-zine or in e-mails to my list that I don’t absolutely love and believe you will benefit greatly 
from reading. And I never recommend a product either solely or primarily for the commission. 

http://bob.turnwordsintomoney.com/�
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If you think it’s somehow wrong for an e-newsletter publisher to accept an affiliate commission 
for book sales he generates through his recommendations, then you think every Web site that 
offers books sold through an Amazon.com link is unethical too – since Amazon.com is one of 
the biggest affiliate programs in the world and pays 15% on each sale. 
------------------------------------------------------------------------------------------------ 
UPCOMING SPEAKING ENGAGEMENTS 
 
I will be on a panel with marketing consultant Ruth Stevens speaking about e-mail marketing at 
List Vision, New York City, August 11, 2004. To register call the Direct Marketing Association 
at 212-790-1500 or visit: www.dmalistvision.org 
 
Also, I will be giving a teleconference with Maria Andreu on “How to Become a Recognized 
Expert in Your Field” on August 2, 2004 from 1pm to 2pm EST. To register, click below: 
 
http://cid365.cvcommunity.com?tabInx=events&semID=766 
----------------------------------------------------------------------------------------------- 
 
 

SSEEPPTTEEMMBBEERR  22000044  
 
HUGO CAVE’S 5 STEPS TO BECOMING A BETTER WRITER 

The late Hugo Cave, prolific best-selling author of more than a thousand published stories and 
many best-selling books, once gave the following advice for becoming a better writer: 

1. If you are going to be a writer you must glue your butt into a chair and write, not just talk 
about it. 

2. Read – and not just what’s on today’s best-seller list. Read the old masters; they are 
remembered for a reason. 

3. Learn to type. You can write in longhand, but it takes too long, and as you become a better 
writer your thoughts will out-race your fingers. If at all possible, use a computer. The keys are 
quiet enough not to intrude upon your thinking. Also, editing on a computer is so much easier. 
You don’t have to retype a whole page to correct a couple of mistakes. 

4. Go places and do things. Reading is good, but a writer who has been to the Congo will write 
more interestingly about it than one who has merely read some books about it. When you’re a 
writer, everything you do becomes part of you, to be drawn upon when needed. 

5. Keep a notebook. If you don’t, you’ll forget things that may later be important. Part of keeping 
a notebook is the way it disciplines you to stay alert at all times for story ideas, bits of 

http://www.dmalistvision.org/�
http://cid365.cvcommunity.com/?tabInx=events&semID=766�
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description, etc. Your mind will be an open container always ready for something good to come 
along and fall into it. 

Source: “Cave of a Thousand Tales” (Arkham House) by Milt Thomas 
------------------------------------------------------------------------------------------ 
WHERE SHOULD THE FIRST HYPERLINK APPEAR IN YOUR ONLINE COPY? 
 
Many online marketing authorities say that you should put your first link – the thing the reader 
clicks on to order – near the beginning of your microsite, landing page, or e-mail. 
 
Conventional wisdom says the first response link in an e-mail marketing message should be 
“above the fold” – so it is visible on the first screen. 
 
Online marketer and copywriter Harlan Kilstein, however, says he gets better results by delaying 
introduction of the link until about halfway down in the text. 
 
His reasoning: If you put the link in early, and people click to your order page before they are 
“sold,” you will lose them. 
----------------------------------------------------------------------------------------- 
PR PLACEMENTS GUARANTEED OR YOUR MONEY BACK! 

People always ask me, “Where should we send our press releases?” Here’s a resource that can 
help…. 

Blitz Media Wire offers a “guaranteed” PR story placement service: they promise to deliver 
“targeted, measurable response public relations on a guaranteed placement pay-for-results basis” 
… or your money back.  
 
Their press release distribution service targets your news to over 45,775 media outlets. The firm 
guarantees results from a minimum of a hundred up to 1,250 story placements for as little as 
$15.95 each. For more information, e-mail blitz4pr@att.net; call (631) 924-8555 or log on 
lgroup.addr.com/PRSuccess.htm 
------------------------------------------------------------------------------------------------------------ 
SELLING YOUR SERVICES ONLINE 
 
Have you tried to market your services online and been disappointed with the results? Or is your 
current online marketing reasonably effective, but you'd like to get even 
better results?  

If so, I urge you to check out "The Ultimate Guide to Selling Your Services 
Online," a new multimedia learning program from my good friend, marketing whiz and superstar 
entrepreneur Bob Serling. 
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Two years ago, Bob Serling generated only 15% of his consulting income through online 
marketing. Today, 60% of all the new business Bob generates comes from his online marketing -
- which, he says, is “almost effortless and costs next to nothing.” 

 In this program, Serling reveals his secrets for selling services online -- and interviews four 
other marketers to get theirs: Joe Vitale, Robert Middleton, Don Crowther, and yours truly. 

For more information or to order "The Ultimate Guide to Selling Your Services 
Online," click below now: 

http://consulting-success.com/cgi-bin/lnkinlte.cgi?l=bly 

---------------------------------------------------------------------------------------------------------- 
UPCOMING SPEAKING ENGAGEMENTS 
 
On September 21, 2004, I will be speaking on “What’s Working in E-Mail Marketing Today” in 
Washington DC for the local Newsletter & Electronic Publishers Association (NEPA) chapter. 
For more information, e-mail Kim Hockaday at khocka@erols.com.  
 
I will be presenting one time only for the Learning Annex in New York City “How to Make 
$100,000 a Year as a Freelance Copywriter” on September 28, 2004, 6:30pm to 9:30pm. For 
more information call the Learning Annex at 212-290-2430. 
 
The American Writer’s and Artist’s Institute October Boot Camp will take place this year in Del 
Ray Beach, Florida, October 5 – 9. I will be giving several talks on copywriting and one on 
selling yourself as a freelance copywriter.  
 
This is a great event and always worth attending, whether you are a copywriter, entrepreneur, or 
direct marketing executive. For more information, click below: 
 
http://www.awaionline.com/bootcamp/bb49/ 
--------------------------------------------------------------------------------------------------- 
MORE BAD NEWS FOR BOOKS 
 
According to a new study from investment banking firm Veronis Suhler Stevenson, the number 
of hours Americans spend reading books continues to fall, from 109 hours in 2003 to a projected 
106 hours in 2006. 
 
Meanwhile, the number of hours spent using the Internet continues to increase, from 176 hours 
in 2003 to a projected 213 hours in 2006. 
 
Source: Publishers Weekly, 8/2/04, p. 5  
---------------------------------------------------------------------------------------------------- 
 
 

http://consulting-success.com/cgi-bin/lnkinlte.cgi?l=bly�
http://www.awaionline.com/bootcamp/bb49/�
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QUOTATION OF THE MONTH 
 

"I woke up this morning 

with a though in my head:  

Everybody wants heaven –  

but nobody wants dead." 

--Caribbean saying 
-------------------------------------------------------------------------------------------------- 
RECENT PROJECTS (JUST A SAMPLING) 
 
Sales letters for PestPac Online, IT Group, and Leeb Capital Management … print ads for CAT 
Media and Agora Health Books … direct mail packages for Agora Publishing, SurfControl, 
Austin Chalk … consulting for Isogon … renewals for The Hulbert  Financial Digest and Weiss 
Research … direct mail package for 21st Century Investor … e-mail for Standard & Poor’s, 
Forbes, and Thornhill Advisors …  
--------------------------------------------------------------------------------------------------- 
 
 

OOCCTTOOBBEERR  22000044  
 
DOES IT PAY TO ADVERTISE?  
 

Yes, according to the Ad Council (admittedly not an objective source), citing the following 
examples as proof of advertising’s effectiveness: 

** The Smokey the Bear ad campaign -- reduced the land destroyed by forest fires each year 
from 22 million acres to 5 million acres. 

** The Crash Test Dummies campaign for the U.S. Department of Transportation -- increased 
seatbelt usage from 21% to 79% of drivers. 

** “Friends don’t let friends drive drunk” – reduced the percentage of crashes caused by drunk 
driving from 60% to 45%. 

** The “Take a Bite out of Crime” ads featuring crime dog McGruff -- persuaded 20 million 
Americans to join Neighborhood Watch. 
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** “A Mind is a Terrible Thing to Waste” ad campaign for the United Negro College Fund – 
boosted enrollment of African American students in college from 522,000 to 2.1 million.  
 
Source: Daily News, 9/20/04 
---------------------------------------------------------------------------------------------------- 
GET RICH WRITING AND SELLING SIMPLE INFORMATION 
 
Want to build an Information Empire? Then here’s the event for you! Fred Gleeck, the 
consummate information marketer and author of 10 books on related topics, is doing a 3-day 
Boot Camp to show you how.  
 
Attend this event in New York City, October 15 – 17. Discover all the inside secrets to building a 
highly profitable niche market information business -- regardless of the field you're in.  
 
From writing books and e-books, to developing audio and video products, nothing will be left to 
chance. This event is held only once a year on the east coast, and a few spots remain. Tell Fred I 
sent you and receive a special gift worth $77. Go to: 
 
www.InfoProductsSeminar.com 
-------------------------------------------------------------------------------------------------- 
EARN $100 BY SHARING YOUR E-BOOK MARKETING SECRETS! 
 
Although I feel competent in many aspects of marketing, I’m definitely behind the curve when it 
comes to e-book marketing. And now you can earn $100 by helping me catch up! 
 
I’ve just published my first e-book, “Overcoming Infertility” – a guide to helping infertile 
couples conceive. 
 
It’s a subject near and dear to my heart … since my wife and I went through the challenges and 
heartache of infertility on the way to becoming the parents of our two boys, Alex and Stephen, 
now 14 and 11 (how time flies!). 
To help other couples realize their dream of having a family, as we did, I commissioned health 
care writer par excellence Kim Stacey to write “Overcoming Infertility,” which you can learn 
more about at: 
 
www.overcominginfertility.com 
 
But when it comes to selling e-books, I’m really a newbie. So I’m asking for your help. 
 
If you have been successful in marketing e-books on consumer topics, or have an e-book 
marketing technique you think could work really well for “Overcoming Infertility,” send it to me 
at rwbly@bly.com 
 
The first 5 people to respond, and whose ideas I use and are successful for me, will each receive 
$100. This offer expires October 10, 2004. 

http://www.infoproductsseminar.com/�
http://www.overcominginfertility.com/�
mailto:rwbly@bly.com�
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NICK USBORNE’S TIP FOR WRITING A GREAT HOME PAGE 
 
“Keep your home page language simple,” advises master Web copywriter Nick Usborne. 

When visitors arrive at your site, they are in a hurry to find out if you have what they want.  

Your copy needs to communicate a great deal, quickly, and demand very little. In other words, 
don’t make your visitors work to find the information they want. 

A key element of simple, fast communication is the simplicity of the language you use. Start 
your site with short words, short sentences, and short paragraphs, advises Nick.  

Don’t start with complex ideas or sentences that will make your readers scratch their heads and 
pause. 

“Win their hearts and minds on the first page, and you’ll have plenty of time to get into details on 
the next levels,” says Nick. “At the beginning, keep it simple.” 

Note: Nick Usborne is the leading advocate of good writing on the Web. He is an author, 
copywriter, consultant, speaker, and the publisher of the Excess Voice newsletter for online 
writers. Read his articles at http://www.excessvoice.com 

------------------------------------------------------------------------------------------------------ 
WANT MORE REFERRALS? 
 
Have you been wishing for more referral business but aren't 
seeing any results? Or do you get an occasional great referral 
and wonder how you might be able to generate a flood of 
new business using an automatic referral marketing system? 
 
Either way, I think you should take a good hard look at a 
new program called "Referral Flood - How to generate a flood 
of new business without spending one dime on advertising." 
In this program, my colleague, small business marketing specialist 
John Jantsch, reveals the insider's shortcut to using referral 
marketing to grow your business like never before. The program 
features over four hours of audio training and 54 real-world 
referral marketing examples and systems. 
 
For more information on how you can start a Referral Flood: 
 
http://www.ReferralFlood.com/cmd.cgi?cmd=aftrack&afid=167810 
----------------------------------------------------------------------------------------------------------- 
SUCCESS: WHAT IT IS AND WHAT IT TAKES …. 
 

http://www.referralflood.com/cmd.cgi?cmd=aftrack&afid=167810�
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… is the theme of The Objectivist Center's Fall Conference to be held on October 30, 2004, 9:30 
AM - 5:30 PM, in New York City. 

Objectivism, the philosophy of life founded by Ayn Rand (author of “Atlas Shrugged”), holds 
that everyone should seek success in achieving happiness, building a productive career, and 
living a rich, flourishing life.  

Speakers at the Objectivist “Success Conference” include entrepreneur and CEO Charles Silver 
on "Essential Principles of Entrepreneurship" and advertising executive Barbara Lehman on 
"Living a Productive Life." To register, call 1-800-374-1776 or click below:   

https://www.objectivistcenter.org/ssl/conferences/conferences-fall04-register.asp 

------------------------------------------------------------------------------------------------------ 
BOOK OF THE MONTH 
 
My colleague CJ Hayden has written a first-rate book on selling services called “Get Clients 
Now: A 28-Day Marketing Program for Professionals and Consultants.” It explains all the 
various sales and marketing methods that consultants, self-employed professionals, and small 
service businesses use to win new clients.  
 
While this information is not new, Hayden weaves it into a coherent step by step plan for 
winning business that I know, from my own experience, works. For more information and to 
purchase, click below: 
 
http://www.amazon.com/exec/obidos/ASIN/0814479928/qid=1093101154/sr=ka-
1/ref=pd_ka_1/104-2589067-3716753 
-------------------------------------------------------------------------------------------------------- 
QUOTATION OF THE MONTH 
 
“Direct marketing is based on selling through words, and good print advertising emphasizes that 
by giving the words priority and making them easy to read. 
 
“Forget about clever. Disdain awards given for ads that are ‘different.’ Your purpose as a 
marketer is to create sales by communicating strong ideas.” 
--Michael Masterson 
 
Source: Early to Rise, 9/18/04 
-------------------------------------------------------------------------------------------------- 
 
 

  

https://www.objectivistcenter.org/ssl/conferences/conferences-fall04-register.asp�
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NNOOVVEEMMBBEERR  22000044  
 
GETTING PAST VOICE MAIL WHEN COLD CALLING 
 
You’re cold calling, but you get a voice mail message instead of reaching the prospect. What to 
do?  
 
Self-promotion consultant Ilise Benun (www.theartofselfpromotion.com) recommends the 
following: 
 
1. Leave a message with the question to which you're trying to get the answer (e.g., “Do you buy 
stock photography?”).  

2. Then, get the e-mail address of your prospect. Sometimes pressing "0" will take you to the 
operator and if you say, "I just left a message for John Smith and I need to email him something; 
can you please give me his e-mail address?" you'll usually get it. 

3. Send the same message via e-mail that you left on voice mail so the prospect connects the two.  

4. If you don't get a response in a couple days, call again.  

-------------------------------------------------------------------------------------------- 
BECOME AN INSTANT GURU 
 
Bob Sommers interviewed me for his radio show on the topic of how to become a recognized 
expert in your field. To hear the show, click here: 
http://www.recognizedexpert.com/golivepages/members/bobbly.html 
------------------------------------------------------------------------------------------------------ 
DOES WRITING MATTER?  
 
Yes, according a recent survey from the Boston Roundtable, which found that 80% of large 
companies take writing skills into account when hiring – and 50% look at writing skills when 
making promotions. Each year, corporations spend an estimated $3.1 billion to remedy their 
employees writing deficiencies. 
 
(Note: Since my days as a writing instructor at New York University in 1982, I’ve been teaching 
on-site seminars for corporate clients on Effective Business Writing and Effective Technical 
Writing. For free brochures on these programs, e-mail me at rwbly@bly.com.) 
 
Source: Record, 9/22/04 
------------------------------------------------------------------------------------------------------------ 
DONALD TRUMP’S 10 SECRETS OF ENTREPRENEURIAL SUCCESS 
 

http://www.theartofselfpromotion.com/�
http://www.recognizedexpert.com/golivepages/members/bobbly.html�
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1. Realize that being an entrepreneur is not a group effort. You’re in charge. Everything starts 
with you. 

2. Whatever happens, you’re responsible. If it doesn’t happen, you’re responsible. 

3. Think of yourself as a one-man army. You’re not only the Commander in Chief, you’re the 
soldier as well. You must plan and execute your plan alone. 

4. Don’t expect anyone to be on your side. 

5. Use your imagination. Use your intelligence to execute what your imagination presents to you. 

6. Put everything you’ve got into what you’re doing. Nothing should be haphazard. 

7. Ask yourself: What is it I can provide that does not yet exist? 

8. See yourself as victorious. This will focus you in the right direction. 

9. See other people saying: “I wish I’d had that idea.” 

10. Never give up. Be tough. Apply your skills and talent, but above all, be tenacious 
 
Source: New York Enterprise Report 
----------------------------------------------------------------------------------------------------------- 
MY NEW BOOK IS OUT 
 
God bless Beth Erickson at Filbert Publishing! 
 
She has collected the bulk of my articles of advice for writers -- and released them in a new 
paperback book, “Bob Bly’s Guide to Freelance Writing Success.” 
 
Now you don’t have to e-mail me looking for these articles because they’re all contained in one 
convenient volume. For more information and to order, click below now: 
 
http://www.amazon.com/Blys-Guide-Freelance-Writing-Success/dp/1932794034  
------------------------------------------------------------------------------------------------------------ 
EVERYTHING YOU NEED TO KNOW ABOUT BLOGGING BUT WERE AFRAID TO 
ASK 
 
Not sure what blogging means to you or your business? Cut your learning curve in half with my 
friend Debbie Weil's new Business Blogging Starter Kit.  
 
In a nutshell, a blog is an instant publishing tool. Deb’s guide gives you a complete introduction 
to blogging, case studies of business blogs, 7 tips for writing a blog, software recommendations, 
and ways to promote your blog as well as include advertising. 
 

http://www.amazon.com/Blys-Guide-Freelance-Writing-Success/dp/1932794034�
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“Marketing-speak is dead!” says Deb. “A blog is a way to engage your customers by speaking to 
them in an authentic voice. And a frequently updated blog will draw more search engine traffic 
to your site.”  
 
Learn more and order the PDF or printed version at: 
 
http://tinyurl.com/44fky 
------------------------------------------------------------------------------------------------------------ 
3 GREAT INTERVIEW QUESTIONS TO ASK YOUR SUBJECTS 
 
When interviewing a subject for an article or promotion you are writing, here are three great 
questions for getting valuable information: 
 
“Is there anything I should have asked you but didn’t?” 
 
“Are there other people I should speak with about this subject?” 
 
“Would you like to add anything else?” 
 
Source: Writer’s Digest, 10/04, p. 10. 
------------------------------------------------------------------------------------------------------------ 
FREE E-ZINE OF THE MONTH 
 
Master e-book marketer and master copywriter David Garfinkle has just launched a new e-zine 
focusing on copywriting. To sign up for a free subscription, click below: 
 
http://www.world-copywriting-institute.com 

------------------------------------------------------------------------------------------------------------ 
BOOK OF THE MONTH 
 
My good friend, super sales trainer Paul Karasik, has written a new book on sales. And as usual, 
anything that Paul writes is worth reading. 
 
The book is “22 Keys to Sales Success” by James Benson and Paul Karasik (Bloomberg Press). 
Most sales books just rehash basic principles, but “22 Key to Sales Success” gives some 
genuinely innovative ideas and techniques. For more information and to order, click below: 
 
http://www.amazon.com/22-Keys-Sales-Success-Financial/dp/1576601498 
-------------------------------------------------------------------------------------------- 
HOW TO WRITE A MILLION-DOLLAR USP 
 
How to dramatically differentiate your business and services from competitors is one of the 
factors necessary for business success. The surest way to differentiate yourself is to create a 

http://tinyurl.com/44fky�
http://www.world-copywriting-institute.com/�
http://www.amazon.com/22-Keys-Sales-Success-Financial/dp/1576601498�
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compelling USP, or unique selling proposition, that promises big, bold benefits to the customer 
that no one else offers and which no prospect can resist.  

In "How to Write a Million Dollar USP," you'll master 10 techniques and 50 differentiation 
factors that will produce a killer USP for your firm or product in less than 95 minutes. Discover 
everything you need to know about niche marketing strategies and USP creation and promotion 
from this comprehensive manual. For more information, click below: 

www.USPnichemarketing.com 

---------------------------------------------------------------------------------------------------------- 
QUOTATION OF THE MONTH 
 
“To know what people really think, pay regard to what they do, rather than what they say.” 
--Rene Descartes 
-------------------------------------------------------------------------------------------------- 
 
 

DDEECCEEMMBBEERR  22000044  
 
INTRODUCING BOB BLY’S MARKETING BLOG 
 
I am diving headfirst into the blogosphere -- with the launch of my own marketing blog. 
 
The first article, now posted, shows you 10 ways to improve your marketing ROI by thinking 
like a direct marketer. 
 
You can read this article, dozens of posts made in response, and post a comment of your own at: 
 
http://www.bly.com/blog/blog.htm 
--------------------------------------------------------------------------------------------------- 
PRODUCT PREFERENCES: IT’S ALL IN YOUR POINT OF VIEW 
 
My oldest son Alex loves filet mignon, and we indulge his taste for it often. So he was 
disappointed when he found out my wife had made meat loaf instead of steak last Monday night 
-- and asked her why she had done so. 
 
“Meat loaf is comfort food,” Amy explained to him. 
 
“Not for the cow,” Alex replied. 
----------------------------------------------------------------------------------------------------- 
 

http://www.uspnichemarketing.com/�
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FREE STUFF FOR CONSULTANTS AND OTHER SERVICE PROVIDERS! 
 
My friend Bob Serling publishes a first-rate free e-zine, "Consulting Success Tips," which can be 
subscribed to from any page on his Consulting Success Web site.  

Along with his free e-zine, subscribers also get a free report, "Four Things You Can Do Today to 
Double the Sales of Your Services Tomorrow" and a tool for measuring how well your 
marketing is working called "The Marketing Effectiveness Calculator."  

To get these great free gifts from Bob, click here now: 

www.Consulting-Success.com 

--------------------------------------------------------------------------------------------------------- 
BEST-SELLING AUTHOR’S SECRET TECHNIQUE FOR “READER FRIENDLY” 
WRITING 
 
When you write with a clear picture of your reader in mind, your copy is much more effective. 
 
Samm Sinclair Baker, author of many best-selling books (including “The Scarsdale Diet” with 
Dr. Herman Tarnower), had an interesting way of picturing his reader as he wrote: 
 
Baker looked through magazines until he found a picture of a person he imagined was a typical 
reader for what he was writing. 
 
He then cut out the picture and taped it to the edge of his PC monitor.  
 
As a result, he was constantly looking at his reader while he wrote. 
 
Baker says this helped him write more conversationally, because he was “talking” to the person 
in the picture as he typed.  
---------------------------------------------------------------------------------------------------------- 
BLOGS FOR CEOs 
 
Business blogging expert Debbie Weil is offering a new consulting service as an executive 
writing coach for CEOs who want to develop a thought leadership blog. Her new blog 
http://www.BlogWriteForCEOs.com offers tips and resources for how to write an influential 
Weblog. 
 
And for more information on Deb’s CEO blog coaching service, click below: 
 
http://blogwrite.blogs.com/about.html 
------------------------------------------------------------------------------------------------------------ 
 
 

http://www.consulting-success.com/�
http://www.blogwriteforceos.com/�
http://blogwrite.blogs.com/about.html�
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AND NOW, A MARKETING TIP … FROM YOUR WAITER! 
 
If you give your customers a little something extra, they will reciprocate by spending more 
money with you. Reason: the consumer feels indebted. 
 
For instance, in one study, when restaurants waiters gave their customers two free mints with the 
check, tips increased 14%. 
 
Source: Bottom Line Personal, 11/04, p. 6. 
HOW TO GET PROSPECTS TO READ AND RESPOND TO YOUR ARTICLES 
 
Although writing and disseminating information about your product or the problem it solves is a 
good marketing strategy, how do you make your articles stand out from the tons of content 
already clogging the reader’s in-basket? 
 
One technique that works is to be controversial … that is, to take a stand on one side of an issue. 
Readers love a good argument, fight, or debate.  
 
If your competitors say “black” and you say “white,” your article will cause a buzz … provided 
it centers on a topic readers care about. 
 
An example is my recent DM News article in which I questioned whether blogs might be just a 
waste of time -- and a terrible marketing tool.   
 
Now, most of my DM News articles generate a few responses. But this one produced literally 
dozens -- mostly from irate bloggers who were angry that I dared to question the efficacy of their 
favorite medium. (Blogging expert Deb Weill told me I had become “famous” in the blogging 
community.)  
 
But the article also brought several e-mails from clients and prospects (all in the direct marketing 
industry) praising my hard-nosed assessment of the (perhaps) over-hyped blogging medium. 
 
To read my blogging article, click below now: 
 
http://www.dmnews.com/cgi-bin/artprevbot.cgi?article_id=30900&dest=article 
 
By the way, all this hoopla wasn’t deliberate on my part. I had no idea I was writing a 
controversial article; I just thought I was stating an obvious conclusion: that blogs are untested 
and unproven, and therefore nothing to get excited about (yet).  
---------------------------------------------------------------------------------------------------------- 
TAX-SAVINGS EVERY SELF-EMPLOYED PROFESSIONAL SHOULD TAKE 
 
As an independent contractor, you're your own boss. You call your own shots. But with that 
freedom come responsibilities -- quarterly taxes among them. Find out where you can save... 
what the IRS really needs to know... how to make the most of those deductions for travel, meals, 

http://www.dmnews.com/cgi-bin/artprevbot.cgi?article_id=30900&dest=article�
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entertainment, home office, and more. 
 
To get answers to hundreds of tax questions along with practical worksheets you can use to make 
sure you're paying as little as possible to Uncle Sam, click here: 
 
http://www.thetravelwriterslife.com/tax/bb 
------------------------------------------------------------------------------------------------------------ 
HOW TO CREATE A WINNING BLOG 
 
My colleague B.L. Ochman has just published a new special report, “What Can Your Company 
Do With a Blog." Detailed, specific, and instructional, it’s the perfect starter guide for blogging 
novices and even blogging skeptics (like me!).  
 
For more information, click below now: 
 
www.whatsnextonline.com. 
-------------------------------------------------------------------------------------------------------- 
QUOTATION OF THE MONTH 
 
“Even though the greatest boon a poet grants the world is to reveal that secret and sacred 
presence, they will not know what he is talking about.” 
--William Carlos Williams 
-------------------------------------------------------------------------------------------------------- 
  
  

JJAANNUUAARRYY  22000055  
 
** Will That Be One Web Page or Two?** 
 
If you are planning a long-copy microsite or landing page to sell a single product, make it one 
long continuous page that the reader can read by scrolling down.  
 
Don’t break it into multiple pages, each ending with a “cliff hanger” and a “next” button the 
reader can click on to read the next page. 
 
Reason: according to online marketing wizard Yanik Silver, when he broke his long-copy Web 
page into multiple linked pages, response rates declined by 40%. 
 
Why this happens: whenever you give the reader a choice between doing something (i.e., 
clicking “Next”) and doing nothing (i.e., leaving), a percentage of them will opt not to take the 
action you desire. 
 

http://www.thetravelwriterslife.com/tax/bb�
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Therefore, the more steps in your online sales process, the greater the “abandon rate” – the 
percentage of people who leave without completing the purchase transaction.  
------------------------------------------------------------------------------------------------------ 
** Laughing Over the Death of Madison Avenue** 
 
Madison Avenue’s unchecked waste of billions of dollars on feel-good warm fuzzies like 
“getting out the message” and “building up the brand” may soon come crashing to the miserable 
end it deserves. 
 
The reason, according to an article in BusinessWeek, is that “marketers want to know the actual 
return on investment (ROI) of each dollar [and] they want to know it often.” And branding can’t 
give them that. 
 
As a result, Fortune 500 corporations are funneling advertising dollars away from TV 
commercials and glossy ads, and toward the only type of marketing proven to generate a positive 
ROI: online and direct marketing, where “response rates are easily measured.” 
 
Source: BusinessWeek, 12/13/04, p. 112. 
------------------------------------------------------------------------------------------------------- 
**Bob Bly Speaks Out On Blogging** 
 
On January 21, I will be part of an AMA blogging panel where I will prove to my arch nemesis, 
Rick Bruner, that blogging is not the communications revolution he thinks it is.  
 
Meanwhile, Rick Bruner, Toby Bloomberg, and the real blogging experts will give you practical 
guidelines on how to effectively use this relatively new communications vehicle to achieve your 
marketing goals. 
 
For more information, click below: 
 
http://ecommerce.ama.org/blogny/index.html 
-------------------------------------------------------------------------------------------------------- 
** How to Make Money With a Subscription Web Site** 
 
Whether you're an author, consultant, subject matter expert,  
entrepreneur, or simply someone with a passion for a niche topic, you  
can learn to earn a sizable, ever-growing income from easy-to-create  
products and membership websites. 
 
Join Fred Gleeck, Don Nicholas, Paul Hartunian, Kirt Christensen, Rick  
Raddatz, Phil Huff, Alexandria Brown and Paige Stover Hague at the  
Second Annual SWEPA Membership Website and Information Products  
Development Seminar, January 29-30, 2005 in Orlando, Florida. 
Details at: 
 

http://ecommerce.ama.org/blogny/index.html�
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www.membershipwebsiteseminar.com. 
-------------------------------------------------------------------------------------------------------- 
**Yes, It Sucks to be Me** 
 
The other day a box of books arrived at my home. My youngest son Stephen asked why we had 
gotten 10 copies of the same book. 
 
“These are the free author’s copies of my new book,” I explained. 
 
“How many books have you written, Dad?” 
 
“This is my 60th book, son.” 
 
“How did you have time to write so many books, Dad?” 
 
“You know I love to write, so I do it 12 hours a day,” I replied. 
 
“Wow,” said Steve in wide-eyed amazement. “It must SUCK to be you!” 
------------------------------------------------------------------------------------------- 
** The Secret to Writing Successful Fundraising Letters ** … 
 
… is revealed in a new home-study course from the folks at AWAI, “Title.” 
 
The program includes: 
 
* The first rule to producing great fundraising copy. 
* The ABC’s of structuring letters that motivate people to give. 
* How to create a Donation Form that makes giving easy. 
* Front and back-end premiums that work best for raising money. 
 
You get all this in a humongous three-ring binder … more than half a dozen CDs … bonus 
reports. There’s even a spec assignment for a real nonprofit! 
 
This is one of the best fundraising copywriting programs I’ve ever read! For more information, 
click below now: 
 
www.thewriterslife.com/fundraising/bb49 
---------------------------------------------------------------------------------------------------------- 
** E-zine of the Month ** 
 
Meryl Evans’ intelligently written “eNewsletter Journal” shows you how to boost your business -
- and build relationships with clients and prospects -- by publishing your own free online 
newsletter or “e-zine.” 
 

http://www.membershipwebsiteseminar.com/�
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When you sign up for Meryl’s free e-zine, you also get a free copy of A Marketer's Guide to e-
Newsletter Publishing (list price: $24.95). For more information, click below: 
 
www.internetviz-newsletters.com/internetviz 
------------------------------------------------------------------------------------------------------------ 
** Quotation of the Month ** 
 
“The degree of sympathy we feel regarding another’s fiasco is directly proportional to how easy 
or difficult it is for us to imagine ourselves, under like circumstances, making a similar mistake.” 
--Alain de Botton, “Status Anxiety” (Pantheon Books, 2004) 
-------------------------------------------------------------------------------------------------- 
 
 

FFEEBBRRUUAARRYY  22000055  
 
**3 ways to increase sales of luxury products** 
 

“As a rule, I believe it pays to think of high-end buyers as the same as you and me, except they 
have lots more money,” says my friend, Ruth Sheldon, a copywriter specializing in luxury 
product marketing. 

Here are 3 tips from Ruth on how to sell costly goods and services to affluent buyers: 

1. They love a deal.  Even though they have more resources than most, buyers of luxury 
products want to think they're getting a bargain.  

Being frugal may be how they got their money in the first place, and wanting to get a deal will 
always be a part of their emotional make-up. Besides, thinking you've scored big-time is part of 
the game -- and everyone wants to feel like a winner.  

 2. They love exclusivity. Consumers of luxury goods want to feel the product or service for 
which they are being asked to spend top dollar, will not be available to everyone.  

They can afford to be different -- and they're willing to pay for it. Try to use one-of-a-kind or 
limited edition positioning if possible. 

3. They want value -- and do their homework to make sure they get it.  

Although luxury car buyers, for example, will spend hundreds of thousands of dollars for a car 
without flinching, you can be sure they'll carefully evaluate performance, safety, acceleration 
speeds, etc. to make sure they're getting exactly what they want.  

http://www.internetviz-newsletters.com/internetviz�
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So be prepared to give them the facts they want along with a knock-your-socks off emotional 
appeal.  

You can call Ruth Sheldon at (212)873-0496 or e-mail shelru@aol.com. 

-------------------------------------------------------------------------------------------------------- 
**How to supercharge your copywriting** 

 The two-part secret of the world's most successful copywriters: 

1. Know and use the tested, proven methods that get  the highest response for you. 

2. Pour 100% of your energy, focus, and intention into the copy you write. 

 Master copywriter David Garfinkel and a team of Web, e-mail, and multimedia copywriting 
specialists will present a high-powered small-group workshop later  
this month in warm, sunny Las Vegas. 

At Breakthrough Copywriting, you can learn the shortcuts and other powerful techniques these 
copywriters use themselves to get exceptional results with their copy. 

Plus, peak performance coach Dr. Melissa Andersson will reveal new, simple techniques to 
increase your personal energy level, eliminate writer's block, and help you move  
into the "fast lane" of high-profit copywriting. 

 For more information, go to: 
http://www.breakthroughcopywriting.com/bob 

-------------------------------------------------------------------------------------------------- 
**Landing page conversion rates depend on the source of the click-throughs** 
 
“Conversion rate” refers to the percentage of people who click to a landing page that actually 
buy the product advertised. But what conversion rate can you expect?  
 
There’s no simple answer, because conversion rates vary based on (a) the price point and (b) the 
type of advertising/media buying that's being done. 
 
For example, let's say that you market heavily on Google Adwords -- and that you select only the 
best, most highly targeted keywords to initially market to.   
 
After a few weeks, you measure your conversion rates, and discover that you've got some pulling 
as high as 2% or more. Ok, so that's great. But you want more sales. 
 
So you start getting more aggressive with your keyword buying -- and broaden to some less 
targeted keywords. 

http://www.breakthroughcopywriting.com/bob�
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Now, you are getting 3 times the sales. But your conversion rate has plummeted to an average of 
.60%. Is that bad? Not really, because you are still making 50%+ margins. 
 
In general retail markets, it's great to get conversion rates around .75% - 1.25%. In more targeted 
niche markets, you can get 2% to 3% or even higher.  
----------------------------------------------------------------------------------------------------- 
**Figuring out those #@&+\$@! RSS Feeds** 
 
I admit: I’ve never been able to figure out those RSS feeds that allow you to subscribe to blogs.  
 
So I was thrilled when Internet marketing guru Mark Nenadic told me he’d written a clear, easy 
to follow guide to the subject, “RSS Masterclass.”  
 
For details, click below:  
 
http://www.rss-masterclass.com/downloads/dlbin/rss-masterclass/HowtoMasterRSS.pdf 
----------------------------------------------------------------------------------------------------------- 
**The rebirth of direct marketing in the Internet age** 
 
Target Marketing columnist Denny Hatch writes: “With the Can Spam Act and do-not-call laws, 
snail mail is once again the workhorse of direct marketing. And all direct marketers better learn 
how to write it, design it, and find precisely the right people to send it to, or they will wind up in 
the same career ash heap as the smarty-pants, dot-com wizards of the late 1990s.” 
 
According to a recent article in BtoB, 60% of marketing executives surveyed said they planned 
to increase their direct marketing budgets this year, while only 5% said their budgets would 
decrease. And 70% of direct marketing companies surveyed said they planned to add staff in the 
first quarter of 2005. 
------------------------------------------------------------------------------------------------------------ 
**Write and publish an e-zine like this one** 
  
Online marketing offers you - the small business owner - an outstanding opportunity to build and 
enhance your relationship to your customers and prospects. Online marketing is cheap and it gets 
results. If you are not using email and the Internet to market to your customers, you need to start 
right now!  

The new 150 page eBook 'Email Newsletters 101' - written by TemplateZone.com - shows how 
any small business can and should start sending a regular email newsletter. Get the inside tips, 
tricks and know-how about Email Newsletters. The eBook will guide you so you get it right the 
first time. Watch your business and sales start growing!  $A $29.95 value -- free to our 
readers. Download your free e-book here: 

http://www.templatezone.com/html-email-software/email-newsletters-101.asp 

http://www.rss-masterclass.com/downloads/dlbin/rss-masterclass/HowtoMasterRSS.pdf�
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-------------------------------------------------------------------------------------------------------- 
**Answers to your questions about the freelance copywriting business** 
 
Almost every day, I get at least one e-mail from an aspiring or practicing copywriter asking me 
questions about freelancing or asking if I can coach them. 
 
The good news is: you can get unlimited personal coaching from me on how earn $100,000 or 
more as a freelance copywriter. For details, click below: 
 
www.selling-yourself.com 
------------------------------------------------------------------------------------------------- 
**Quotation of the month** 
 
“Procrastination is the language of the poor.” 
 --Yanik Silver 
-------------------------------------------------------------------------------------------------- 
 
 

MMAARRCCHH  22000055  
 
 
**Mine your e-zine subscriber list for gold** 
 
Let’s say you publish and distribute, for marketing purposes, a free e-newsletter like this one. 
 
You decide to send your subscribers a solo e-mail – either to generate a lead or sell a product. 
What kind of click-through rates to the landing page or response form can you expect? 
 
It depends on a number of factors, including:  
 
* The freshness of names on the list. 
* The relationship between list members and the personality whose sending the e-mail. 
* The extent to which the list has received similar offers (there is a risk of burn-out). 
* The persuasiveness of the copywriting.  
* The appeal of the offer. 
* Whether you are asking for an inquiry or an order – and if the latter, the price of the product. 
* The balance between what's shown in the e-mail vs. what's shown in the landing page they 
click through to.  
* How targeted the topic is to the list. 
 
Click-through rates are all over the lot, ranging from less than 1% to as high as 27% or more. 
In niche markets with much smaller, more highly targeted lists, click through rates average about 
10% to 12%. 

http://www.selling-yourself.com/�
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-------------------------------------------------------------------------------------------------------- 
**Collect past-due invoices faster*** 
 
When calling delinquent accounts, always tie the promise of payment to a specific date.  
 
For instance, if the customer says “We will send you a check by Friday,” say, “Then we can 
expect your payment no later than next Tuesday?” 
 
Having an established deadline seems to increase collections. 
-------------------------------------------------------------------------------------------------------- 
**Try digital “print-on-demand” (POD) technology for your next promotion** 
 
Get a free $50 Print Test job by using Promotional Code: PRINTOUT  www.Mimeo.com, a 
Hewlett Packard e-services company, has developed the most technologically advanced digital 
print-on-demand and consequently revolutionized the print industry(Clients include: GE, 
Novell, Pfizer, Home Depot, Avis & Compaq).  This technology is for everybody: whether 
independents/individuals or small, mid and large-sized companies. Right from your desktop, you 
can "Click-Print-Bind-Deliver" and send your created documents to as many recipients as you'd 
like.  Call (212)847-3575 for more information. 
---------------------------------------------------------------------------------------------------------- 
**Find new products for your mail order business online** 
 
The National Mail Order Association (NOMA) maintains an online database of products suitable 
for catalogers and other direct merchants: 
 
http://www.nmoa.org/Products/index.htm 
 
NOMA also has a “new product alert” service you can sign up for to receive notification of 
available new products via e-mail at no charge: 
       
http://www.nmoa.org/alert/index.asp 
------------------------------------------------------------------------------------------------- 
**Pay royalties promptly to avoid liability** 
 
When you’re using someone else’s material – copy or an image – make sure you have the right 
to do so, and pay any licensing or royalty fees due to the copyright owner on time.  
 
Otherwise, a court may find you liable for many times more than the normal asking price. 
 
Example: Taster’s Choice used a photo of professional model Russell Christoff on the labels of 
its coffee jars from 1997 to 2003 without his permission. 
 
They offered him $100,000 to settle when he found out and complained to them. 
 

http://www.mimeo.com/�
http://www.nmoa.org/Products/index.htm�
http://www.nmoa.org/alert/index.asp�
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But instead of settling, Christoff sued – and was awarded 5% of Taster’s Choice profits for the 
period during which his face appeared on the label. Total amount of the award: $15.6 million. 
Source: The Week, 2/11/05, p. 6. 
--------------------------------------------------------------------------------------------------- 
**Recommended vendor of the month** 
 
Hot Guest specializes in arranging for clients to be interviewed as guests on radio shows 
including FM, AM, and Internet. 
 
Being interviewed on radio shows can help establish your reputation as an expert in your field, 
promote your book, get you speaking engagements, generate leads, and even sell your products 
or services. The cost? As little as $83 per show! 
 
For more information, contact Laurel Howanitz at Hot Guest, phone 702-839-9250, e-mail 
info@hotguest.com. Or visit: www.hotguest.com 
------------------------------------------------------------------------------------------------- 
**Is your Web site too slow?** 
 
Sure, you have broadband access. But visitors to your site may not. So watching how quickly 
your Web pages download on your PC may not give you an accurate sense of what your visitors 
with slower Internet access are experiencing. 
 
Web Site AnalyzerTM is a tool you can use to measure how long your Web site or pages take to 
download over various Internet connections including 56 kbps dial-up. You can use this free tool 
at: www.websiteoptimization.com 
----------------------------------------------------------------------------------------------- 
**Unusual business card idea** 
 
I’m not usually a fan of “creative” business cards, but one from the owner of a local dog sitting 
service caught my attention. 
 
The card has a die cut in it the shape of a dog paw. That alone gets you to look. 
 
But even better, a small plastic bag is tied to the paw hole in the card with a thin gold ribbon. 
And inside the bag is a tasty dog biscuit for your pooch. 
 
What a great way to stand out from the crowd, win the potential client over, and show him or her 
that you really care about Fido! 
----------------------------------------------------------------------------------------------- 
**Book of the month** 
 
If trade shows are part of your marketing program, I urge you to click below now and buy 
“Trade Show and Event Marketing” by my friend and colleague, marketing consultant Ruth 
Stevens.  

mailto:info@hotguest.com�
http://www.hotguest.com/�
http://www.websiteoptimization.com/�
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To get virtually everything you need to manage your trade shows with less stress and more 
success, click below now: 
 
http://www.amazon.com/exec/obidos/ASIN/0324206240/qid=1109096935/sr=2-
1/ref=pd_bbs_b_2_1/103-1406260-9737460 
------------------------------------------------------------------------------------------------- 
 
 

AAPPRRIILL  22000055  
 
**4 easy ways to search engine optimize your Web site** 
 
1. Repeat keywords on your site as often as possible, and in multiple places, so search engine 
“spiders” can find them. 
 
2. Stick to a few key words germane to your business -- the more specific the better (e.g., 
“inflatable boats” vs. “boats”).  
 
3. On pay per click advertising, buy some misspelled words (e.g., “infatible”). It may not 
generate a lot of traffic, but the cost per click is low, so the ROI may be acceptable. 
 
4. Avoid links to lengthy Web addresses. Pages with long and convoluted URLs are often 
generated by a database, and search engines typically do not index them. 
 
Source: Catalog Success, 3/05, p. 48. 
----------------------------------------------------------------------------------------------------- 
**The most important money-making book you will ever read** 
 
Michael Masterson, whom I’ve mentioned many times in this e-zine and my other writings, is an 
absolute master at building profitable businesses. 
 
Of all the self-made multi-millionaires I know personally, Michael is certainly in the top 5 when 
it comes to both success and smarts (and quite possibly in the top one). 
 
I think he is a genius, and he has built over a dozen successful companies, many of which have 
annual sales in the $10 million to $100+ million range … making Michael a very wealth man. 
 
In his new book, Automatic Wealth Building, Michael shares his wealth-building techniques and 
philosophy – and every word is pure gold. 
 
Not clicking below right now and buying Automatic Wealth on Amazon.com today would 
clearly be the biggest mistake you could make this year: 
 

http://www.amazon.com/exec/obidos/ASIN/0324206240/qid=1109096935/sr=2-1/ref=pd_bbs_b_2_1/103-1406260-9737460�
http://www.amazon.com/exec/obidos/ASIN/0324206240/qid=1109096935/sr=2-1/ref=pd_bbs_b_2_1/103-1406260-9737460�
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http://www.amazon.com/Automatic-Wealth-Steps-Financial-Independence/dp/047171027X  
----------------------------------------------------------------------------------------------------------- 
**8 reasons why people give to nonprofit organizations*** 
 
1. Habit. 
2. Outrage 
3. Idealism. 
4. Curiosity. 
5. Recognition. 
6. Fear. 
7. Guilt. 
8. Compassion. 
 
Source: LW Robbins Associates, Target Marketing, 3/05, p. 49. 
-------------------------------------------------------------------------------------------------- 
**Do animated banner ads outpull regular banners?** 
 
Yes, according to DoubleClick’s Q3 2004 Ad Serving Trend Report, which says that rich  media 
ads have a click-through rate of 1.17% vs. 0.62% for static banner ads. 
 
In 2005, advertisers will spend more than $1 billion in rich media, a 35% increase over 2004. 
 
Source: BtoB, 3/14/05, p. 24. 
------------------------------------------------------------------------------------------------ 
**Are your e-mail marketing messages getting through to recipients?** 
 
Often, they’re not: according to a study by Return Path, 22% of permission-based e-mail was 
blocked by ISPs in 2004. 
 
And that’s just blockage by the ISPs; it doesn’t take into account spam filters installed by  users 
on their PCs. 
 
Source: DM News, 3/28/05, p. 12. 
------------------------------------------------------------------------------------------------- 
**New survey reveals what freelance copywriters charge*** 
 
Chris Marlow’s unprecedented survey of copywriter economics, the 2005 Freelance 
Copywriter Fee & Compensation Survey™, lets you peek into the private business lives 
of nearly 300 freelance copywriters. You’ll discover: 

• What copywriters earn each year 

• How copywriters market for success 

• How they set their fees 

http://www.amazon.com/Automatic-Wealth-Steps-Financial-Independence/dp/047171027X�
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• What they charge per hour 

• Who their clients are  

• Much, much more! 

Take advantage of one-time Introductory pricing at: 

http://www.FreelancersBusinessStore.com/bobbly.html 

------------------------------------------------------------------------------------------------- 
FREE E-ZINE OF THE MONTH 
 
My friend, marketing expert Bob Serling, has just launched a new online newsletter, Direct 
Marketing Insider, packed with smart ideas on how to sell more of your products and services 
online and offline.  
 
There’s no shortage of marketing e-zines being published today, but this is one of the few 
actually worth reading. For a FREE subscription, click below now: 
 
www.DirectMarketingInsider.com 
-------------------------------------------------------------------------------------------------- 
 
 

MMAAYY  22000055  
 
***Avoid “keyword stuffing”*** 
 
In my last issue, I quoted an article from Catalog Success that advised repeating keywords on 
your site as often as possible, and in multiple places, so search engine “spiders” can find them. 
 
As soon as the issue came out, my friend and fellow copywriter Nick Usborne e-mailed to let me 
know that, in his opinion, Catalog Success’s advice is wrong. 
 
“This is the worst possible advice you can give to anyone about optimizing their site for the 
search engines,” says Nick.   
 
“It's an element of what is referred to as ‘keyword stuffing’ and is either ignored by the search 
engine algorithms or, in bad cases, your page and site will be penalized. Worse 
still, it results in pages that read very strangely to human visitors.” 
 
“Using keywords too often on a page and in the meta-tags is worse than not using them at 
all. The frequency or otherwise of keywords on a page has nothing to do with whether a spider 

http://www.directmarketinginsider.com/�
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will find the page. And if a spider finds the page, it doesn't need a keyword repeated frequently 
in order to find it.” 
To read more of Nick’s informative articles on SEO, click below: 
 
http://www.excessvoice.com/search-engine-optimization.htm 
------------------------------------------------------------------------------------------------------------ 
***Bob Bly’s new book is out!*** 
 
The book, written by legendary NYPD detective Bo Dietl with Bob Bly, is titled “Business 
Lunchatations: How an Everyday Guy Became One of America’s Most Powerful CEOs … and 
How You Can, Too.” 
 
Bo, who is a great guy, became famous when he and his partner solved the Palm Sunday 
Massacre, one of NYC’s most infamous murder cases. After retiring from the force, he became a 
self-made multi-millionaire entrepreneur. In this book, we share his 20 secrets for attaining 
outrageous business success. 
 
To order the book online, click below: 
 
http://www.amazon.com/exec/obidos/ASIN/1596090537/qid=1114544090/sr=2-
1/ref=pd_bbs_b_2_1/104-1560356-4471930 
---------------------------------------------------------------------------------------------------------- 
***DoubleClick reveals online advertising secrets in new free report*** 
 
DoubleClick, a leading provider of marketing solutions, has just published a new study titled 
“Decade in Online Advertising.” 
 
Based on custom data from Nielsen/NetRatings, the DoubleClick study charts the rise, fall, and 
resurgence of online ad spending over the last 10 years -- and expounds upon current and future 
trends. To get your free copy, click below now: 
 
http://www.doubleclick.com/us/knowledge_central/ 
------------------------------------------------------------------------------------------------------------ 
***Free e-zine of the month*** 
 
Are you looking for better ways to generate leads, build customer loyalty, up-sell, cross-sell, or 
just plain sell? Then "The Levison Letter" is for you! 
 
Written by top copywriter Ivan Levison, this idea-packed monthly e-zine is well worth your 
valuable time. To subscribe, click below now: 
 
www.levison.com/subscribe 
----------------------------------------------------------------------------------------------------- 
***Upcoming speaking engagements*** 
 

http://www.excessvoice.com/search-engine-optimization.htm�
http://www.amazon.com/exec/obidos/ASIN/1596090537/qid=1114544090/sr=2-1/ref=pd_bbs_b_2_1/104-1560356-4471930�
http://www.amazon.com/exec/obidos/ASIN/1596090537/qid=1114544090/sr=2-1/ref=pd_bbs_b_2_1/104-1560356-4471930�
http://www.doubleclick.com/us/knowledge_central/�
http://www.levison.com/subscribe�
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--On May 5, 2005 at the Direct Marketing Association of Washington (DMAW) 2005 
Conference & Expo, I will be giving two talks, “The One-Hour Formula for Creating Successful 
E-Zines” and “The World’s Best-Kept Copywriting Secrets.”  
 
To register, phone 301-427-0050. Or visit www.dmaw.org 
 
--On May 10, 2005, Business Marketing Association (BMA) Executive Director Rick Kean and I 
will be giving a presentation for the BMA NJ chapter, “Is Marcom Dead?”  
 
Based on a survey of 250 professionals, our talk examines whether marcom will continue to exist 
as a separate corporate function or department … and how marcom professionals can prepare 
themselves for major career changes ahead. 
To register, call Ann Fody at 866-203-7830 (enter pin 8418 at prompt) or visit www.bma-nj.org 
 
--I will be conducting a weekend workshop, on the ocean in Miami Beach, June 10-12, 2005 on 
“How to Make $100,000+ a Year as a Freelance Copywriter.” 
 
If you want to start or jump-start your copywriting business, and boost your freelance income a 
guaranteed $10,000 to $50,000 this year alone, click below now: 
 
http://www.awaionline.com/selfpromotionworkshop/ 
 
----------------------------------------------------------------------------------------------- 
***Million-dollar proofreading tip*** 
 
Sloppy proofreading can cost you money. Example: the French government had to destroy 
162,000 bound copies of the E.U. constitution because someone has inserted a footnote 
describing the document as an “incoherent text.” 
But the more you have written and rewritten a document, the more difficult it is for you to 
proofread it carefully. Solution: proofread the document backwards.  
 
Why this works: reading backwards makes the text meaningless and forces you to focus on each 
individual word, enabling you to catch typos you would otherwise miss.    
------------------------------------------------------------------------------------------------------- 
***Quotation of the month*** 
 
“The Internet radically redefines a person's psychological relationship to 
time and space. Attention is riveted on what is tangible, useful, instantly 
available; the stimulus for deeper thought and reflection may be lacking. 
Yet human beings have a vital need for time and inner quiet to ponder and 
examine life and its mysteries. Understanding and wisdom are the fruit of 
a contemplative eye upon the world, and do not come from a mere accumulation 
of facts, no matter how interesting."  
 --Pope John Paul II, Sunday, May 12, 2002 
 

http://www.dmaw.org/�
http://www.bma-nj.org/�
http://www.awaionline.com/selfpromotionworkshop/�
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Source: Bill Boudouris, www.mastermindmarket.com 
 --------------------------------------------------------------------------------------------------------- 
 
 

JJUUNNEE  22000055  
 
**Sell perception, not reality** 
 
If you think people are guided more by logic, truth, and reality when you market to them, rather 
than perception and emotion, consider these facts: 
 
1. “Jaws” was a smash hit because it played on people’s universal fear of sharks. Yet 24 times 
more Americans are gored to death by cattle each year than are killed by sharks. 
 
2. People joke about George W. Bush being dumb. But at Yale, he had a better grade average 
than John Kerry, widely portrayed as being the more intellectual candidate. 
 
Source: The Week (6/24/05, p. 5, 19) 
------------------------------------------------------------------------------------------------------ 
** Publishing giant reveals the secrets of how to write a best-seller** 
 
The president of one of the nation’s largest publishing houses recently spent two days answering 
every question potential authors want to learn. Including: 
*  What does it take to create a best-selling book? 
*  How do publishers really decide what books to publish? 
*  How do you land a literary agent? 
 
A must-have guide for every serious writer -- never-before told information on 10 CDs. I’ve 
published five dozen books, and even I learned some new tricks!  
 
For details, click below:  
 
http://bestsellingauthor.com/affiliates/tracker.php?AID=055267&BID=6978 
-------------------------------------------------------------------------------------------------- 
***Only 3 companies will sponsor my “Effective Technical Writing” seminar this year***  
 
Want to teach your engineers, systems analysts, scientists, techies, and managers to write better 
and faster. Book me to present my popular “Effective Technical Writing” seminar at your site.  
 
I’m only giving 3 more of these technical writing seminars this year. To schedule a class for your 
company, call Fern Dickey at 201-797-8105. Or for a free seminar brochure, click below: 
 
http://www.bly.com/Pages/ETWW-Seminar-Fact-Sheet.pdf 

http://www.mastermindmarket.com/�
http://bestsellingauthor.com/affiliates/tracker.php?AID=055267&BID=6978�
http://www.bly.com/Pages/ETWW-Seminar-Fact-Sheet.pdf�
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---------------------------------------------------------------------------------------------------- 
***SEO tip: get more sites to link to yours*** 
 
Did you know that having incoming links from appropriate sites bring traffic -- and can also help 
your site's search engine rankings?  
 
The Incoming Links Web site provides tips on convincing other sites to link to yours. It also 
gives you a directory of sites you can approach for reciprocal link arrangements, organized by 
topic or area of interest. 
 
For details, click below: 
www.incominglinks.com 
--------------------------------------------------------------------------------------------- 
***What’s working in online marketing today*** 
 
My friend, Internet marketing guru Larry Chase, has a new free report I highly recommend you 
read: “Top 10 Trends for the Next 10 Years of Internet Marketing." 
 
Trend #10 in the report predicts that direct marketing will take over the Internet (and says that, in 
fact, it has already). 
 
Writes Larry, “The good news for traditional DM’ers is that the Internet has not repealed the 
laws of human nature.” In other words, what works offline also works, for the most part, online 
just as well.  
 
To get your FREE copy, click below now: 
 
www.wdfm.com 
--------------------------------------------------------------------------------------------- 
***Testing your price? Watch “the number on the left”*** 
 
In a price of $40, the number or digit on the left is 4, and the digit on the right is zero. 
 
Be careful when changing the left digit. Example: a service business found no price resistance 
raising price five dollars from $40 to $45.  
 
But when they raised price another five dollars from $45 to $50, they encountered huge 
resistance. 
Source: Marlene Jensen, “The Tao of Pricing,” www.TaoOfPricing.com 
-------------------------------------------------------------------------------------------------------- 
***My last-ever “Selling Yourself” workshop*** 
 
On June 10-12, 2005 in beautiful Miami Beach, Florida, I will be giving, for the last time ever, 
my popular “Selling Yourself” workshop. 
 

http://www.incominglinks.com/�
http://www.wdfm.com/�
http://www.taoofpricing.com/�
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If you are a freelance copywriter, graphic artist, Web designer, or other self-employed 
professional, it’s not enough to be good at what you do.  
 
To make $100,000 to $250,000 a year or more, first and foremost you have to be able to sell and 
market yourself -- and your services. That’s precisely what you’ll learn in this program. 
 
Only 5 spots are left. For free details, click below now: 
 
http://www.awaionline.com/intensiveweekend/ 
-------------------------------------------------------------------------------------------------------- 
***Bling-bling for bloggers*** 
 
It’s the next step up from brand names in movies for product placement: McDonald’s will soon 
begin paying rappers to use the words “Big Mac” in their lyrics. Each time a song with the words 
“Big Mac” in it plays over the radio, the rapper gets between $1 and $5 – which, coincidentally, 
is what it costs to dine at Mickey D’s these days. 
 
Source: The Week, 4/8/05, p. 8.  
---------------------------------------------------------------------------------------------------------- 
***Free e-zine of the month***:  

Peter J. Fogel's Direct Response E-zine gives you tips and tactics for writing compelling copy. 
You also get profitable on-line and off-line marketing strategies to boost your business. Sign up 
and get his FREE e-book, “Marketing Secrets of the Masters.” Click below now: 

www.peterfogel.com 

-------------------------------------------------------------------------------------------------- 
***Quotation of the month*** 
 
“The expression ‘If you build it, they will come’ is not true. We had lots of great properties at 
Rodale, but not enough of them were known. We needed to expose them to the mass market.” 
 
--Steve Murphy, CEO, Rodale Inc. 
 
Source: Fast Company, 3/05, p. 104 
----------------------------------------------------------------------------------------------------------- 
***What works in Yellow Pages Advertising*** 
Which Yellow Pages ads work best? Click here to participate in a brief survey and get a free 
report on Yellow Pages advertising effectiveness: 
 
http://ypcommando.com 
--------------------------------------------------------------------------------------------------------- 
 
 

http://www.awaionline.com/intensiveweekend/�
http://www.peterfogel.com/�
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**Master information marketer reveals his secrets – yours FREE!*** 
 
I used to think of Fred Gleeck as just a friend and swell guy.  
 
But after attending his seminar “How to Create, Market, and Sell Your Own Information 
Products” at the Learning Annex in NYC last week, I now know what he really is…. 
 
The world’s leading expert on the topic of “how to get rich creating and selling information 
products.” 
 
Fred has written a series of books on the topic, which he had on a table at the seminar. But then 
he told us, “As attendees, I will give you the e-book versions for FREE!” 
 
Then he turned to me and said, “And Bob, you can offer this FREE 5-book package to your 
subscribers, too!”  
 
So that’s what I’m doing now! 
 
Go to the special Web site Fred has set up and you can download 5 of his information-packed, 
utterly pragmatic marketing books as e-books FREE, including: 
* Publishing for Maximum Profit. 
* Marketing and Promoting Seminars and Workshops. 
* Selling Information. 
 
To get your 5 FREE books, click here now: 
 
www.fredgleeck.com/ebooks 
--------------------------------------------------------------------------------------------------------- 
**Sell perception, not reality** 
 
If you think people are guided more by logic, truth, and reality when you market to them, rather 
than perception and emotion, consider these facts: 
 
1. “Jaws” was a smash hit because it played on people’s universal fear of sharks. Yet 24 times 
more Americans are gored to death by cattle each year than are killed by sharks. 
 
2. People joke about George W. Bush being dumb. But at Yale, he had a better grade average 
than John Kerry, widely portrayed as being the more intellectual candidate. 
 
3. In a Princeton University study, people were shown photos of rival candidates for dozens of 
seats in the Senate and House of Representatives.  

http://www.fredgleeck.com/ebooks�
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Based solely on the photos, they picked the correct winner 70% of the time -- demonstrating that 
voters are less rational and “more shallow than we would like to believe.”  
 
Source: The Week (6/24/05, p. 5, 19) 
----------------------------------------------------------------------------------------------------- 
***Best typefaces for your Web site*** 
 
“For Web sites, you want to stick to common fonts like Arial or Times New Roman,” says Peter 
DeCaro, the Web master for www.bly.com. “Bob's site is in most sections Arial 10 and for 
subheads Arial 12.” 
------------------------------------------------------------------------------------------------------------ 
***The surest way to become a better and more confident public speaker*** 
 
In Robert B. Parker’s latest Spenser novel, “Cold Service,” Spencer says to Susan this about his 
sidekick Hawk: “He’s nearly always right. Not because he knows everything. But because he 
never talks about things he doesn’t know.” 
 
This is a good tip for public speakers, bloggers, writers, and anyone else who communicates: 
stick to what you know and you’ll be a more effective, more persuasive, more credible 
communicator. 
 
And by “knowing” a thing, I don’t mean just researching and reading about it. I mean knowing 
from actual experience. 
The only way to ensure total credibility as a speaker is to not speak on a subject unless you’ve 
actually done it. If you haven’t done it and an audience member challenges you, you are 
completely vulnerable … because you don’t totally know what you are talking about. 
----------------------------------------------------------------------------------------------------------- 
***Sy Sperling’s secrets to outrageous business success*** 
 
Do you remember the commercials from The Hair Club For Men? It's a company that does hair 
replacement for men.  
 
The founder of the business, Sy Sperling, did the commercials. In them he said: "I'm not just the 
owner, I'm also a client." Great commercials and great marketing that helped Sy build an 
enormously successful business. 
 
Sy and Tim Paulson have just released an audio tape set entitled “How To Succeed In Business 
Beyond Your Wildest Dreams.” I have known both of these men for many years, and give their 
program my highest recommendation. 
 
These tapes track the way Sy started, built, and eventually sold the business for millions of 
dollars. They're full of very specific marketing advice, strategies, anecdotes, and philosophy.  
 

http://www.bly.com/�
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For more information and to order the tapes, click below now:  
 
http://www.sysperling.com?a_aid=a5b1b53c 
----------------------------------------------------------------------------------------------------- 
***Another great copywriting seminar for you to attend!*** 
 
I'd like to invite you to attend an amazing copywriting event. It's a 2-day live event that can 
improve your copywriting skills (and sales results) quickly, as you'll learn how to  
write stunningly effective ad copy and achieve breakthrough sales you'd only dreamed about. 
Coming to beautiful Denver, Colorado on July 16th and 17th, there's still a few seats left for this 
special copywriting "MegaSeminar of a Lifetime"! 
 
In two full action-packed days of advanced training, you'll get a wealth of insider secrets to 
crafting world-class copy in person. For details, click below now: 
 
http://www.MegaSeminar.com/BobBly.htm 
----------------------------------------------------------------------------------------------------- 
 
  

AAUUGGUUSSTT  22000055  
 
***The world’s most powerful e-mail copywriting secret – revealed at last!*** 
 
The secret is this: response to e-mail marketing almost always increases when the e-mail 
references current events or other items in the news that week (or that day) relating to the subject 
of the message. 

My friend Nick Usborne, a copywriter with MarketingExperiments.com, reports: 
 
“We have a client for whom I wrote two versions of an email. Version ‘A’ mentioned a very 
relevant news story that had been making headlines across the U.S. Version ‘B’ made reference 
to ‘recent events,’ but didn't mention the story by name.” 
The outcome? Version ‘A’ converted to sales 43.4% better than version ‘B.’ 
 
By the way, if you are interested in A/B split testing and how to do it right, you might want to 
call in and listen to the next MarketingExperiments.com teleconference event on August 4th. 
Nick and his team will be talking about how to optimize your A/B split testing and micro-testing 
to improve conversion, ROI, and profitability. 
 
You can find out more and sign up for this free teleconference here: 

http://www.sysperling.com/?a_aid=a5b1b53c�
http://www.megaseminar.com/BobBly.htm�
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http://www.marketingexperiments.com/webconf/ 
--------------------------------------------------------------------------------------------------------- 

***What Ray Romano is reading today*** 

Fed up with your “status quo” of being stuck in a dead end career? Need some strong 
motivation to take action so you can change your situation?  

Then you should check out an excellent book, called “If Not Now… Then When? 
Stories and Strategies of People Over 40 Who Have Successfully Reinvented 
Themselves.” 

The author is my good friend Peter Fogel, who was a late night television comedian on 
such popular programs as Evening At The Improv, Comic Strip Live, Comedy on The 
Road, and Married With Children. Since then, Peter’s reinvented himself into an in 
demand advertising copywriter and speaker.  

This is definitely NOT your “dad’s self-help” book. It contains over 14 true-to-life 
stories of every day people like yourself who over came every obstacle imaginable and 
still went onto to reach their summit of success… after 40!    

It’s a fun read with lots of sound advice, tips, and effective strategies you can use right 
now! In fact, I contributed a chapter to the book which you could find quite useful. If 
you're over 40 (or 39 ½) and need a “kick in the pants” to get yourself going, then I 
highly recommend it. 

 Here’s what Ray Romano says about the book: 

“Peter Fogel’s ‘If Not Now… Then When?’  is not only a book that’ll make 
you smile with its humor and heart, but will also inspire and show you how 
other ‘over 40’ folks took control of their own destiny..”  

For more information and to order, click below no: 

http://www.reinventyourselfnow.com 

---------------------------------------------------------------------------------------------------------- 
***New e-book shows 7 ways to get free PR*** 

Sam Santiago, a student of online marketing guru Fred Gleeck, has written a nifty little e-book 
packed with more than half a dozen practical techniques for getting tons of PR. 

http://www.marketingexperiments.com/webconf/�
http://www.reinventyourselfnow.com/bonuses.htm�
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The title: “Get Maximum Exposure With Minimum Expense and Effort: Discover the 7 Little 
Known And Jealously Guarded Secrets To Getting Free Online and Offline Advertising 
Immediately!” 

You can download your copy today for only $39.99. Just click below now: 
www.getfreeads.com 

-------------------------------------------------------------------------------------------------------- 
***How well do you respond to your critics?*** 
 
A man told former Monty Python star John Cleese, “Oh, my son loves you.” 
 
“Thank you,” said Cleese. 
 
The man continued, “I can’t stand Monty Python.” 
Replied Cleese: “Well, he’s probably better educated than you are.” 
 
Source: The Week, 6/10/05, p. 12 
---------------------------------------------------------------------------------------------------------- 
***Clayton Makepeace’s secrets for producing bigger winners, more often – yours free!*** 

My colleague Clayton Makepeace’s copy is legendary. It has sold more than $1 billion worth of 
products … and earns him well over $1 million a year. 

Three of the seven young copywriters he’s personally mentored now make at least six figures ... 
three rake in more than $1 million a year ... and one got so rich he bought his boss’ company! 

Discover what has made Clayton the richest – and most successful – copywriter I’ve ever known. 
Find out his secret for consistently quadrupling his clients’ sales and profits.  

Just click below to read Clayton’s full report: 

www.makepeacetotalpackage.com/?s=1010&e=5590 
------------------------------------------------------------------------------------------------------ 
***Quotation of the month*** 
 
“Never rush anything. Everything – everything – has its own time, its own pace, its own rhythm, 
and only a fool tries to rush that. Sorry thing is, the world is full of fools.” 
--Ken Roberts, “A Rich Man’s Secret” (Llewellyn Publications, 1995) 
------------------------------------------------------------------------------------------------------ 
***Great new e-book on the nuts and bolts of blogging*** 
 
John Jantsch of Duct Tape Marketing has just written a new e-book on blogging that I highly 
recommend. 
 

http://www.getfreeads.com/�
http://www.getfreeads.com/�
http://www.makepeacetotalpackage.com/?s=1010&e=5590�
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Says John: “The  book, ‘Blog Lightning: How To Create and Promote Your Small Business Blog 
In A Flash,’ is a fast paced guided tour that features precise action steps and screenshot 
demonstrations designed to get any small business marketer, independent professional, or solo 
entrepreneur creating, promoting, and effectively using a blog to build a small business, 
consultancy, or practice.” 
 
If you, like me, are not proficient in the technical aspects of blogging, you’ll like the e-book’s 
screen-cast video tutorials that literally allow you to look over John's shoulder as he executes 
each step in the program. 
 
For more information and to order, click below now: 
  

http://www.bloglightning.com/Bly.php 

------------------------------------------------------------------------------------------------------ 
 
  

SSEEPPTTEEMMBBEERR  22000055  
 
***Triple your orders by not cashing your checks*** 

In a “30-day hold” offer, you tell the customer she can try the product free for 30 days.  

And you also promise not to cash the customer’s check – or charge her credit card – during that 
30-day trial period. 

If the customer is not 100% satisfied, she may return the product.  

You, in turn, return her check uncashed (or put no charges through on her credit card) … which 
means she has used your product for 30 days for free. 

According to marketing legend Gary Halbert, a “30 day hold” offer can triple your orders … but 
will also double your refunds. 

Is this a good thing? 

Well, consider that normally your promotion generates $1,000 in orders, and with a 10% refund 
rate, you net $900. 

If you triple the orders and double the refund rate – from 10% to 20% -- you will gross $3,000 
and net $2,400. 

http://www.bloglightning.com/Bly.php�
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Wouldn’t you be willing to put up with more refund requests if you would multiply your net 
revenues by 2.6, as in this example? 

To read more of Gary Halbert’s genius marketing ideas, visit: 

www.thegaryhalbertletter.com 

--------------------------------------------------------------------------------------------------------- 

***7 e-mail offers that are working right now*** 

According to Phil Minx, VP at Reiman Publications, the following offers are working well today 
in e-mail marketing: 

1. A sale – 10% off is typical. 

2. Free shipping and handling. 

3. A private, exclusive offer to a specific e-list – e.g., past buyers, e-newsletter subscribers. 

4. A sweepstakes or contest. 

5. Free gift with purchase. 

6. Scarcity – “hurry and get it while supplies last.” 

7. Last chance – a reminder notifying the recipient that an offer is about to expire or a product 
will soon be out of season. 

Source: Catalog Success, 7/05, pp. 58-61.  

----------------------------------------------------------------------------------------------------------- 

***Are you charging the right price for your product?*** 

Are you getting the highest price possible? Are you sure?                                              

Now there’s a checklist you can used called “46 Ways to Raise Prices – Without Losing Sales” 
by Marlene Jensen. 

Often what works in pricing is counterintuitive: not at all what logic, experience, and common 
sense would dictate – which is why you really need these pricing guidelines based on tested 
results. 

In one instance, raising the subscription price of a newsletter by 35% actually increased unit 
sales. 

http://www.thegaryhalbertletter.com/�
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In another example, sales of a book dramatically increased sales when the price was raised … 
and it was bundled with a frying pan!  

For more information and to order, click below now: 

http://rwbly.pricerise.hop.clickbank.net 

--------------------------------------------------------------------------------------------------- 

***Kick your copywriting business into hyper-drive*** 

Clayton Makepeace is the highest-paid freelance copywriter in the world … earning more than a 
million dollars a year. 

On September 14, I will interview Clayton during a one-time-only special teleseminar, “Kick 
Your Copywriting Business into Hyper-Drive” … 

During which I guarantee Clayton will reveal his top secrets that can help you earn tens of 
thousands of extra dollars a year as a freelance copywriter. 

Including: 

* 2 ways to find a first client even when you don’t have a portfolio.  

* How two top copywriters got started – by paying themselves to create a great portfolio. 

* 5 keys to turning a conversation with a prospect into a lucrative assignment. 

* 7 ways to make an offer big mailers can’t refuse. 

* The #1 blunder new copywriters make – and how to avoid it. 

* And much more! 

Plus, we’ll set aside time to answer your specific questions about building your copywriting 
business. 

And, you get two valuable guides: “7 Qualities of a Great Client” and “How to Get PAID to 
Build a Power-Packed Portfolio” -- FREE! 

For more information or to register, click below now:  

http://www.makepeacetotalpackage.com/lp/ezine4_2995_lp.asp?s=M112 

------------------------------------------------------------------------------------------------- 

http://rwbly.pricerise.hop.clickbank.net/�
http://www.makepeacetotalpackage.com/lp/ezine4_2995_lp.asp?s=M112�
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***Upcoming Speaking Engagements*** 

I will be giving several presentations on copywriting at the American Writers and Artists 
Institute (AWAI) Annual Boot Camp, Delray Beach, Florida, October 5 – 8, 2005. For details, 
click below now: 

http://www.awaionline.com/blybootcamp/ 

----------------------------------------------------------------------------------------------------- 

***Double your online sales with a print catalog*** 

Can having a print catalog increase your Web site sales? Yes, according to the MultiChannel 
Catalog Study from comScore Networks. 

The study found that online customers who receive a printed catalog from any given marketer 
are twice as likely to make an online purchase at the marketer’s Web site. 

Source: DM News, 8/15/05, p. 3. 

-------------------------------------------------------------------------------------------------------- 

***Get your Internet marketing off to a quick start*** 

If you're tired of online marketing e-books and programs that promise the moon, but deliver very 
little actual value, here’s something truly different.  

My friend, marketing expert Bob Serling, has created a new program called “Online Profits at 
the Speed of Light." It's packed with powerful, proven, easy to use techniques that really work to 
successfully market online.  

I've contributed a chapter along with a stellar roster of 32 online marketing experts. This is a 
great way to jump start the effectiveness and profitability of all your online marketing. Get all 
the details on this program by clicking here: 

 http://directmarketinginsider.com/bbly 

---------------------------------------------------------------------------------------------------------- 

***Quotation of the month*** 
 
“To be a writer is to be a shuttlecock in a badminton game, one racquet of which is naïve 
optimism and the other a cynical despair.” 
 --John Jerome, “The Writing Trade” (Viking, 1992), p. 61. 

http://www.awaionline.com/blybootcamp/�
http://directmarketinginsider.com/bbly�
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--------------------------------------------------------------------------------------------------------- 

***Why pay cash when you can barter?** 
 
According to its publisher, Bob Meyer, BarterNews.com is the commercial barter industry's 
portal, which reports on the three levels of barter with in-depth articles on ways to increase cash 
flow through barter. The site also provides a FREE weekly newsletter, “The Tuesday Report,” 
and contains listings of 800 barter companies worldwide. 

To get started in barter, click below now: 

http://www.BarterNews.com 

--------------------------------------------------------------------------------------------------------- 
 
 

OOCCTTOOBBEERR  22000055  
 
***The science in science fiction*** 
 
My new book, “The Science in Science Fiction: 83 SF Predictions That Became Scientific 
Reality,” has just been published by BenBella Books. 
The book reveals the story behind 83 fascinating science ideas and developments – from 
teleportation to robots, nanotechnology to genetic engineering – that were conceived by science 
fiction writers before they became science fact. 
 
To read a free excerpt or order the book, click below now: 
 
http://www.smartpopbooks.com/allbooks/index.html#Science 
----------------------------------------------------------------------------------------------------------- 
***Upcoming speaking engagements*** 
 
I’ll be giving several presentations on copywriting at the American Writers and Artists Institute 
annual boot camp, October 5-8, Delray Beach, Florida; for details click below: 
 
www.awaionline.com 
 
And on November 1, I’ll be revealing “The World’s Best-Kept Copywriting Secrets” at a 
workshop sponsored by the Direct Marketing Association of Washington (in Washington, DC, of 
course). To register, click below: 
 
http://www.dmaw.org/site/pp.asp?c=9fLIJWOwHlE&b=287969 

http://www.barternews.com/�
http://www.smartpopbooks.com/allbooks/index.html#Science�
http://www.awaionline.com/�
http://www.dmaw.org/site/pp.asp?c=9fLIJWOwHlE&b=287969�


BB OO BB   BB LL YY ’’ SS   XX   FF II LL EE SS     --     VV OO LL UU MM EE   II ::   22 00 00 33 -- 22 00 00 55   

Three Years of “The Direct Response Letter”: Proven Techniques for Doubling Your Response 

 

Center for Technical Communication. ©2009                                                                   108 

---------------------------------------------------------------------------------------------------- 
***6 ways to help search engines find your Web pages*** 
 
1. Shoot for a copy length of 300 to 500 words per page. 
 
2. Use key phrases consistently throughout your copy, especially within the first 1250 to 250 
characters. 
 
3. Put important keywords at the beginning of the Description Tags, and use 200 characters or 
less. 
 
4. Use the most important key phrases at the start of the Keywords Tags and use each keyword 
no more than three times. 
 
5. Place key phrases in the Title Tags, especially within the first 60 characters. 
 
6. Organize content logically and divide copy into separate pages, with each page focused on a 
different subject. 
 
Source: David Mill, “Content is King,” NEPA Hotline, 9/12/05, p. 5.  
----------------------------------------------------------------------------------------------------- 
***Create your own blog quickly and easily*** 
 
John Jantsch of Duct Tape Marketing recently released a great new e-book on blogging, “Blog 
Lightning: How To Create and Promote Your Small Business Blog In A Flash.” 
The book features precise action steps and screenshot demonstrations designed to help any small 
business marketer, independent professional, or solopreneur create, promote, and use a blog to 
build a small business, consultancy, or practice.  
 
For more information, click below now: 
 
www.bloglightning.com 
----------------------------------------------------------------------------------------------------- 
***Book of the month*** 
 
Ask a dozen direct marketers “What are the five most important elements of direct marketing 
success?” and probably all of them will include “the offer” in their response. 
 
My colleague, Internet marketing pioneer Mark Joyner, had a great idea: write an entire book on 
how to create and use irresistible offers to sell products and services. 
 
John Wiley & Sons just published Mark’s book, “The Irresistible Offer,” in hardcover – and it is 
terrific for two reasons. 
 

http://www.bloglightning.com/�
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First, Mark’s writing is an absolute pleasure to read. And second, reading the book gets you to 
focus on nothing but offers for a few hours, which is an exercise every marketer should indulge 
in. I give it my highest recommendation. 
 
To order, click below: 
 
http://www.amazon.com/Irresistible-Offer-Product-Service-Seconds/dp/0471738948  
-------------------------------------------------------------------------------------------------------- 
***125 low-cost/no-cost ways to promote your business*** 

If you're tired of spending time and money on "black hole" marketing, you'll love Practical Tips 
to Promote Your Business, a new report by Ilise Benun, founder of Marketing Mentor. In this 
jam-packed, 29-page report, you'll learn the 125 most effective, least costly, and easiest ways to 
attract more customers, more sales, and more profits to your business.  

 And if you mention my name, you'll also get a free bonus report, “How and Where to Get Your 
Articles Published Online,” including a list of 50 links to sites that are waiting for your content.   

Find out more here:  

http://www.marketing-mentor-store.com 

--------------------------------------------------------------------------------------------------------- 
 
  

NNOOVVEEMMBBEERR  22000055  
 
***Can a fruitcake boost your response rates?*** 

Semantics – the language you use to describe your product and offer – can make a huge 
difference in bottom-line results. 

If that were not true, no car dealer would advertise “pre-owned automobiles.” They would just 
sell used cars. 

Another example: Collin Street Bakery, headquartered in Texas, was struggling to generate sales 
for its fruitcake.  

The cakes are delicious. But “fruitcake” has a negative image.  

One of the reasons Collin Street fruitcakes taste so good is they are made with pecans grown on 
the Texas river banks. 

http://www.amazon.com/Irresistible-Offer-Product-Service-Seconds/dp/0471738948�
http://www.marketing-mentor-store.com/�
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So Collin Street Bakery repositioned their fruitcake, calling it a “Native Texas Pecan Cake.” 

The results: response rates to direct mail selling the cakes increased 60% … and the promotion 
was so successful, the bakery sent 12 million pieces of mail. 

Source: Sandy Franks, Agora Publishing 

------------------------------------------------------------------------------------------------------- 
***Attend the first Bob Bly Copywriting Boot Camp -- and save $500*** 
 
Fred Gleeck Productions is sponsoring a 3-day event, “The World’s Best-Kept Copywriting 
Secrets Boot Camp,” featuring Bob Bly, to be held February 24-26 in Las Vegas.  
 
By enrolling online now, you save $500. For more information and to register, click below now: 
 
www.writingadcopy.com 
------------------------------------------------------------------------------------------------------- 
***Describe your product’s benefits at 3 levels*** 
 
In a presentation at the American Writers and Artists Institute October Boot Camp, copywriting 
legend Herschell Gordon Lewis showed how to write more powerful copy by using first, second, 
and third-level benefits: 
 
* First-level benefit: Make a statement of superiority to others. 
 
Example: “Here at last is a silent dishwasher.” 
 
* Second-level benefit: Relate that statement of superiority to the reader. 
 
Example: “Kitchen noise and clatter are gone forever.” 
 
* Third-level benefit: Tell the reader how this superiority brings an improvement to her life. 
 
Example: “For the first time, you can have a civilized kitchen conversation, or play quiet music 
… and actually hear it.” 
----------------------------------------------------------------------------------------------------------- 
***Direct mail isn’t dead yet!*** 
 
* According to a study by comScore Networks, 65% of consumers read more of the credit card 
offers they get in their mail box instead of online, and 61% respond more to credit card offers 
they get in the mail than online.  
 
The study concluded that most consumers still prefer and respond more strongly to direct mail. 
 

http://www.writingadcopy.com/�
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* A different study, from the U.S. Postal Service, found that 95% of all American households 
search through their postal mail daily and 63% said they enjoy getting catalogs.  
 
* Another study found that people remember what they read in print better than what they read 
on the Web. 
 
“Print is consistently better for recall than screen,” concludes the study. “Individuals have a 
better ability to recall after viewing materials in print rather than on screen.” 
* According to research from Vertis, direct mail readership is on the rise: 76% of adults surveyed 
read direct mail, up from 72% in 2002. 
* Finally, a Direct Marketing Association study found that sales driven by direct marketing are 
projected to grow by 6.4% compounded annually through 2009 while overall U.S. sales are 
projected to grow 4.8% in the same period. 
 
The Direct Marketing Association also reports that direct mail expenditures have increased 
approximately 76% since 1992. 
 
In 2005, $36 billion was spent on direct mail – more than either print or broadcast. 
  
Sources: DM News, 9/26/05, p. 14; Direct, 10/1/05, p. 12; Metalworking Marketer, 10/05, p. 6; 
Sandy Franks presentation, AWAI; BtoB, 10/10/05, p. 29; Deliver, 11/05. 
----------------------------------------------------------------------------------------------------------- 
***Upcoming speaking engagements*** 
 
On November 9, I will be giving a talk titled “10 Ways to Double Your Freelance Writing 
Income and Earn $100,000 a Year Or Much, Much More in 2006” to NJCreatives, a group of 
northern New Jersey freelance writers, graphic artists, illustrators, and photographers.  

For more information including time and location, click here:  

http://www.njcreatives.org/meetings/meetings.htm 

On December 8, I’ll be giving my workshop “What’s Working in E-Mail Marketing Today” at 
the Newsletter and Electronic Publisher Association’s (NEPA) Marketing Conference in 
Orlando, Florida. For more information or to register, click below: 
 
www.newsletters.org 
--------------------------------------------------------------------------------------------------------- 
***Meet direct marketing legend Tom Collins in New Jersey*** 
 
The New Jersey chapter of the Business Marketing Association is hosting Tom Collins, the 
“Makeover Maven” from Direct magazine, as he presents his views — sometimes controversial, 
but always thought-provoking — on what makes an effective print ad.  To register, go to: 

www.whoscoming.com/BMANOV0573 

http://www.njcreatives.org/meetings/meetings.htm�
http://www.newsletters.org/�
http://www.whoscoming.com/BMANOV0573�
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--------------------------------------------------------------------------------------------------------- 
***Recent projects (just a sampling)…*** 
 
Direct mail package for Dow Theory Forecasts … promotion for KCI … brochure, PR, and Web 
copy for Manhole Barrier Security Systems … brochures and Web copy for Intech … sales letter 
for Enterprise Technology Solutions … white papers and Web copy for Passlogix … promotions 
for AWAI and ETR … landing page for Referrals on Demand … e-mail for Execunet … 
brochure and sales letters for VNUS … ad and insert for Agora Health Books … and more. 
--------------------------------------------------------------------------------------------------------- 
 
 

DDEECCEEMMBBEERR  22000055  
 
*** How to get the customer’s e-mail address when she orders*** 
 
Many customers are reluctant to give their e-mail address, wanting to avoid cluttering their in-
box with e-mail marketing messages. 
 
Best way to get the customer’s e-mail address: explain that you need it to deliver value-added 
extras and service available to them only online. 
 
Example: I recently ordered an audio program from The Teaching Company – a company that 
sells recorded lectures by top college professors -- by calling their 800 number. 
 
After taking my order, the operator asked, “May I have your e-mail address so we can send you 
additional course materials prepared for you by your professor?” 
------------------------------------------------------------------------------------------------------------ 
***Do you make this mistake in English?*** 
 
I often get letters that begin something like this: 
 
“As a subscriber to XYZ magazine, I want to offer you a special discount on ABC.” 
 
This common error is called a dangling modifier. Are you making it? 
 
The modifier is the phrase “As a subscriber to XYZ magazine.” It refers to “you” … the recipient 
… yet it is incorrectly placed next to “I,” the letter writer … which is not the subject it is 
intended to describe (modify). 
 
To correct this error, write: 
 
“As a subscriber to XYZ magazine, you are entitled to a special discount on ABC.” 
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This way, the subject, “you,” appears directly after the modifier describing it. 
-------------------------------------------------------------------------------------------------------- 
***Save $500 on the first and only Bob Bly Copywriting Boot Camp*** 
 
Fred Gleeck Productions is sponsoring a 3-day event, “The World’s Best-Kept Copywriting 
Secrets Boot Camp,” featuring Bob Bly, to be held February 24-26 in Las Vegas.  
 
By enrolling online now, you save $500. Early Bird discount expires 1/26/06. Reply today and 
you also get 14 FREE Bonus Gifts worth over $270. 
 
For more information and to register, click below now: 
www.writingadcopy.com 
-------------------------------------------------------------------------------------------------------- 
***Why Internet marketing guru Perry Marshall markets offline*** 
 
I was surprised when I received in my postal mail a marketing newsletter by my friend Perry 
Marshall, the well-known pay-per-click expert. 
 
And so I sent Perry this question via e-mail: “With you being an Internet guru, why do you go to 
the trouble and expense of printing and mailing The Perry Marshall Marketing  Letter in hard 
copy, when you could just e-mail it to your list with the click of a mouse?” 
 
Perry replied: “Great question. It's because I believe that, no matter how you slice it, a real 
physical print newsletter is inherently more valuable than a PDF version.  
 
“As a matter of fact, with few exceptions, PDF versions of my newsletters aren't even made 
available. A real snail mail copy, bound and stapled together, is easier to take with you, easier to 
read in bed, more tangible than an electronic version -- which translates, I think, to more loyal 
subscribers and people paying more attention.” 
 
Perry’s surprising conclusion: “Electronic will never replace real paper and ink.” 
---------------------------------------------------------------------------------------------------------- 
***Should you be podcasting?*** 
 
Yes, says my friend copywriter Joan Damico, a podcasting enthusiast. As Joan explains: 
 
“Podcasting means distributing an MP3 audio file that can be downloaded from a website or 
from any RSS feed to an iPod or MP3 compatible device.  It can also be played from your 
desktop using Windows Media Player. 
 
“People download music all the time.  Now they can download a podcast.  What does it do for 
them?  It’s like a 5-minute radio spot.  They can use it as a teaser to sell other information 
products, offer it as a call to action on a direct or email marketing program, or turn it into a 5-
minute radio infomercial.  

http://www.writingadcopy.com/�
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“Podcasting is fast becoming one of the hottest topics in marketing.  Yahoo has recently added 
this service to their community and others are quickly hopping on the bandwagon.” 

---------------------------------------------------------------------------------------------------------- 
***What never to put in a subject line*** 
 
Direct marketing firm 21st Century Marketing says you should avoid using “free,” “save,” 
“urgent,” “important,” “$$$,” and text in all caps in the subject line of your e-mail marketing 
message. 
 
Reason: these words and symbols may make your message look like spam. Also, many online 
portals, like AOL, use filters to block mail with these items in the subject line. 
 
Source: “An Insider’s Guide to E-Mail Marketing,” 21st Century Marketing. 
--------------------------------------------------------------------------------------------------------- 
***Recommended vendor of the month*** 
 
The great Kate Spector, who was my client at Weka Publishing, and also handled direct 
marketing for Book of the Month Club and Columbia House Video Library, has now gone into 
business as a freelancer. 
 
You can hire Kate to manage your entire direct mail project from start to finish – from strategic 
planning and budgeting, to list plans and creative, to production and mailing. 
 
You can call Kate at 203-968-9655 or e-mail kbspector@hotmail.com. I’d make my inquiries 
now, as I believe her schedule will fill up fast. 
----------------------------------------------------------------------------------------------------------- 
***Upcoming speaking engagement*** 
 
On December 8, I’ll be giving my workshop “What’s Working in E-Mail Marketing Today” at 
the Newsletter and Electronic Publisher Association’s (NEPA) Marketing Conference in 
Orlando, Florida. For more information or to register, click below: 
 
www.newsletters.org 
-------------------------------------------------------------------------------------------------------- 
***Educational marketing trumps traditional sales writing*** 

The findings of the industry's first major study of white paper writers are revealed in a new 
report titled "2005 White Paper Writer Industry Survey."  

More than 500 white paper writers participated in the study, sponsored by 
WhitePaperSource.com. 

One of the most significant findings was that writers overwhelmingly indicated that white papers 
should educate.  

mailto:kbspector@hotmail.com�
http://www.newsletters.org/�
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"The fact that 96% of white paper writers feel that white papers should be educational is 
profound because the vast majority of white papers are not educational. Instead they are hard sell 
documents cloaked as white papers," commented Michael Stelzner, author of the study. 

A full copy of the survey is available free of charge until December 31, 2005 at 
www.whitepapersource.com/report/. 

--------------------------------------------------------------------------------------------------------- 
 
 

JJAANNUUAARRYY  22000066  
 
***3 weeks left to save $500 on my upcoming copywriting boot camp*** 
 
The $500 Early Bird discount for my upcoming “World’s Best-Kept Copywriting Secrets” Boot 
Camp, to be held in Las Vegas on February 24-26, expires on January 26, 2006. 
 
If you’ve ever wanted to learn my copywriting secrets from me live and in person, this is your 
chance. This Bob Bly Copywriting Boot Camp is a one-time-only event, and it will never be 
repeated again. 
 
For details and to register today … and lock in your $500 savings before the Early Bird offer 
expires … click below now: 
 
www.writingadcopy.com 
------------------------------------------------------------------------------------------------------ 
***25 “lost” sales secrets now available once again*** 
 
Many years ago, I privately published a booklet, “25 Secrets of Selling Success,” that many 
salespeople confidentially told me changed their lives. 
 
Now my 25 proven sales secrets have been expanded into a book, “Magnetic Selling,” just 
published by Amacom. 
 
“Concise and brilliantly written, ‘Magnetic Selling’ is a masterpiece,” says Steve Roberts, 
President, Edith Roman Associates. “It took me 30 years to learn these selling secrets.” 
 
For more information … or to order “Magnetic Selling” at 32% off the cover price … click 
below now:  
 
http://www.amazon.com/gp/product/0814472818/qid=1135803702/sr=2-
1/ref=pd_bbs_b_2_1/002-7422226-7888004?s=books&v=glance&n=283155 

http://www.writingadcopy.com/�
http://www.amazon.com/gp/product/0814472818/qid=1135803702/sr=2-1/ref=pd_bbs_b_2_1/002-7422226-7888004?s=books&v=glance&n=283155�
http://www.amazon.com/gp/product/0814472818/qid=1135803702/sr=2-1/ref=pd_bbs_b_2_1/002-7422226-7888004?s=books&v=glance&n=283155�
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------------------------------------------------------------------------------------------------- 
***Are you working hard or hardly working?*** 
 
If, like many of my readers, you feel like you’re juggling a dozen balls in the air and churning 
out copy like crazy, well – don’t compare yourself to Barbara Cartland. 
 
Cartland, who died in 2000 at 98, wrote 723 books selling more than a billion copies. She also 
left 160 unedited manuscripts, now being published by her estate. 
 
Having written only 62 books, I feel like a total slug. And I don’t think I’m even close to selling 
a billion copies. 
 
Source: Parade, 8/21/05, p. 2. 
---------------------------------------------------------------------------------------------------------- 
***Tom Collins: 10 secrets for writing great ad copy*** 
 
Tom Collins is a legend in direct marketing and writes a regular column for Direct magazine.  
 
Here’s Tom’s 10-point formula for writing a winning ad: 
 
1. Flag and snag the prospect. 
2. Identify the product or service. 
3. State or imply the problem. 
4. State or imply the benefit. 
5. Strengthen the verbal with the visual. 
6. Invite reading with typography. 
7. Build brand recognition and trust. 
8. Don’t hold back the Web site’s best sales points. 
9. Include outside recognition if possible – awards, reviews, testimonials. 
10. Encourage and reward response and involvement. 
 
Source: Direct, 10/15/05, p. 78. 
----------------------------------------------------------------------------------------------------------- 
***Don’t get hung up on keyword density when writing Web copy***  
 
Keyword density refers to the number of keywords per Web page. But is it important? 
 
If your keyword is “tennis,” and the word “tennis” is repeated 15 times in the text of a 300-word 
Web page, your keyword density is 5%.  
 
“Basically, I never worry about keyword density,” says Heather Lloyd Martin, a specialist in 
search engine optimization (SEO) copywriting. 
 
She explains: “Back in the old days, many SEO experts used keyword density, because  having a 
specific density did seem to help influence search engine rankings.” 
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But as I’ve said, SEO is a moving target. And now, says Heather, search engines have learned 
how to avoid being manipulated by keyword density. 
 
“I don't see a specific density percentage having any influence,” she notes. 
 
What is important is optimizing for 2 to 3 key phrases per page – including those key phrases 
where they naturally flow within the copy.   
 
“That usually means that every keyword is included three times, but never so much as to be 
overly repetitive within the copy,” says Heather.  
 
For more information about SEO copywriting best practices, visit Heather’s Web site: 
 
www.SearchEngineWriting.com 
---------------------------------------------------------------------------------------------------------- 
***Quick and easy way to own your own business*** 
 
Want to start your own business? Buy a franchise. The success rate for franchises is much higher 
than for non-franchise businesses. You get to be your own boss, but you buy into a proven 
success formula of an already-successful business. 
 
Victor Patterson’s First Franchise USA can match you with franchise opportunities that fit your 
budget and preferences. And their service is free! For more information, click below: 
 
www.FirstFranchiseUSA.com 
------------------------------------------------------------------------------------------------------- 
*** Secrets of writing for the health care market revealed at last*** 
 
Writing copy for the high-paying healthcare market just got easier, because copywriter Kelly 
Robbins has put together a toolkit to help copywriters understand the unique writing needs of the 
healthcare industry.  

The Healthcare Copywriters Toolkit walks you through the copywriting process from the minute 
you get the assignment to the second you hand the copy to the client. The toolkit tells you how to 
save time doing research, specific questions you should ask every doctor when interviewing, and 
ways to make sure your copy gets approved easily and effortlessly.  

For more information, click below now:  

www.kellyrobbinsllc.com/essentialhealthcarecopywriterstoolkit.html 

--------------------------------------------------------------------------------------------------------- 
*** The great Madison Avenue ad agency rip-off*** 

 

http://www.searchenginewriting.com/�
http://www.firstfranchiseusa.com/�
http://www.kellyrobbinsllc.com/essentialhealthcarecopywriterstoolkit.html�
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There are certain industries with inherent flaws that make them, at best, marginally effective. 
And the ad agency business is one of them. 

I believe that the ad agency business as practiced today also has a built-in flaw that dooms the 
majority of it to mediocrity at best, and an outright drain on corporate productivity at worst. 

Reason: despite protests to the contrary, Madison Avenue, as evidenced by national ad 
campaigns, has as its primary objective creativity, not sales. 

Example: the Six Flags TV ad campaign with the crazy dancing old guy (rumored to be a young 
woman in makeup) was the talk of the ad agency world – universally heralded for its humor, 
energy, and cleverness. 

But, according to a short item in Parade (8/21/05), after spending a stomach-churning $72 
million on the campaign, Six Flags reported the results: no increase in attendance – and not a 
drop of added revenue. 

That’s a return on investment (ROI) of less than zero, putting Six Flags $72 million in the hole 
on this marketing boondoggle. 

---------------------------------------------------------------------------------------------------------- 
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AABBOOUUTT  TTHHEE  AAUUTTHHOORR  
 

BOB BLY is a freelance copywriter with more than 25 years of experience in business-
to-business and direct marketing. McGraw-Hill calls Bob Bly “America’s top copywriter.” 
Clients include IBM, the Conference Board, PSE&G, AT&T, Ott-Lite Technology, Intuit, 
ExecuNet, Boardoom, Medical Economics, Grumman, RCA, ITT Fluid Technology, and 
Praxair. 

 Bob has given presentations to numerous organizations including: National Speakers 
Association, American Seminar Leaders Association, American Society for Training and 
Development, U.S. Army, American Society of Journalists and Authors, Society for Technical 
Communications, Discover Card, Learning Annex, and New York University School of 
Continuing Education.  

 He is the author of more than 70 books including Selling Your Services (Henry Holt; over 
50,000 sold) and The Elements of Business Writing (Alyn & Bacon; over 100,000 copies sold). 
Bob’s articles have appeared in Cosmopolitan, Writer’s Digest, Successful Meetings, Amtrak 
Express, Direct, and many other publications.  

 Bob writes monthly columns for Early to Rise (circulation 400,000) and DM News 
(circulation 50,000). The Direct Response Letter, Bob’s monthly e-newsletter, has 50,000 
subscribers who, as a group, spend approximately $5,000 a week buying Bob’s books, tapes, and 
other information products. 

 Awards include a Gold Echo from the Direct Marketing Association, an IMMY from the 
Information Industry Association, two Southstar Awards, an American Corporate Identity Award 
of Excellence, the Standard of Excellence award from the Web Marketing Association, and 
Copywriter of the Year from AWAI.  

Bob is a member of the Specialized Information Publishers Association (SIPA) and the 
American Society for Training and Development (ASTD). He can be reached at: 

 Bob Bly 
 590 Delcina Drive 
 River Vale, NJ 07675 
 Phone 201-505-9451 
 E-mail: rwbly@bly.com 
 Web: www.bly.com 
 

mailto:rwbly@bly.com�
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