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INTRODUCTION

Silver Spring, MD

Wednesday, 3:56 p.m.

Dear Reader,

Creating salesletter will be one of the most rewarding, and at the sametime, one of
themost frustrating tasks you can ever take on. There’ snothing better than sending
someonealetter and then having them call you for an appointment. ... or better
yet...send youmoney! All because of thewordsyou’ ve written on paper.
Thismanual actually started out just asapersonal resourceto usewhenever | sat
downtowritecopy for aclient or my own company. Infact, | wasn't planning on

making thisavailableuntil afellow marketer pleaded, I’ ve gottahave acopy!”

Andit'strue. Thisisthekind of resource | would havekilled for when | wasstarting
out. But | passit dongasmy gift toyou.

You could say | amliterdly “ giving away thestore’ here.

Some of the examplestakeninthese pagesarefrom |l etters|’ ve personally written and
othersarefrommy overflowing “ideafile’ of direct mail accumulatinginmy office.

By carefully studying theseexamples, you areliterally gainingamillion dollar education
into the processof writing winning salesletters.

| wishyou the best of luck.

e
%ﬂwé )/ lver—

P.S. Onemorething. There'snothing that brings me more happinessor satisfaction
than hearing from customerswho have used thisinformationto create their own
“ultimate salesletter”. Pleaselet meknow how youfare.
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Salutations And Letter Closings

It may seem likeaminor detail, but your decisionfor the salutation and closing canincreaseresullts.

Asagenerd rule, the more personalized you can make aletter the better. However, if you can't
afford to spend the additional money for personalization you should try to make your | etter appear personal.
Remember, aletter ispersona correspondence between you, thewriter, and me, therecipient.

Instead of settling on* Dear Friend” if you can use* Dear Fellow Coach,” or one of the other
salutationsyou canimmediately gain rapport with thereader.

20 Salutations That Work:
1. Dear Friend,
2. Dear Neighbor,
3. Dear Fellow__ er<i.e Angler>
4. Dear Colleague,
5. Dear Reader,
6. Dear Investor,
7. Dear Frustrated Tax Payer,
8. Dear Customer,
9. Dear Valued Customer,
10. Dear Concerned Citizen,
11. Good morning,
12. Greetings,
13. Hello
14. Dear Doctor <profession>:
15. Dear Computer User,
16. Dear Pennsylvania Gar dener,

17. Dear Member,
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18. Dear Subscriber and Friend,
19. Dear Decision M aker,
20. Dear WineLover,

Letter Close

Of course, you can’'t really go wrong with “ Sincerely”. However, if you' relooking for alittlemorezip or if it fits
your style, try afew of these:

13 Profitable Waysto Close Your L etter:

1. Sincerely,

2. Warmly,

3. Cordially,

4. Best wishes,

5. Best regards,

6. Yoursfor greater businesssuccess,
7. For <company name>,
8. Yourstruly,

9. Thanks,

10. Peace,

11. Respectfully yours,

12. Waitingfor your answer,

13. Cordially yours,

© 2000 SurefireMarketing, Inc. and Yanik Silver. All rightsreserved.
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Letter Openings

One of themost important partsof your salesletter isyour opening. Thosefirst few linesmake
peopleeither read on...or smply tossyour letter inthetrash. You' ve got to make anyonereading your
opening fed absolutely compelled to keep going.

Andthisisrealy thetoughest task of any letter. That’swhy alot of good copywriterssmply cross
out their first paragraph or two and start from there. It’s because when most peoplewriteit takesalittle
whileto get warmed up.

Sometried and proven waysto get response are:

You can gtart off by asking aquestion that really hitshome.

Or try using astory.

Or you can hint asto the benefits prospectswill get from reading theletter. And lotsmore. Remem-

ber, you' veonly got secondsto grab aprospect’ s attention — so study thiscollection of proven letter
openingsand useit asyour resource.

133 Magical Openings That Make Readers Beg For More...
1. Welcome.
2. Here'syouchanceto...
3. Inlooking over our records| noticed that you...
4. Will domeafavor?
5. Will youtry thisexperiment?
6. Here sanamazing opportunity!
7. I'mwritingto..
8. Congratulationd
9. Couldyou usean extra$500 aweek?
10. How would you liketo earn $1,000 aday —every day?
11. Frankly, I'mpuzzled...

12. | couldn’t wait towritetoyou...
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13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24,

25.

26.

27.

28.

29.

30.

31

Pleasetake aminutefrom your busy scheduleand read thisletter...I promiseyouwill not regret it.

I’'mwriting you thisnotefor apersonal reason. I’ verarely written noteslikethisin the past, but |
fed that itisessential to bring thisto your attention.

Good news!

Imagine, for amoment, that it's6 monthsfromtoday ...

I’dliketotell you about. ..

Would you do usafavor?You have been specially sel ected to participatein an important survey.
Areyouinsane?

Areyou paying too much for <Service or product>?

Let'sfaceit,...

Yes, its true...

I’mreally steamed up! And I’ m not going to takeit anymore!

Thisisaletter that isnot like any you haveever received or | have ever written.

Please excuse my audacity, but I’ mwilling to bet $xxxx your businesscan bealot moreprofitable
thanitisnow.

You may have noticed that this<product type> invitation |ooks different from most of the othersyou
find inyour mailbox. There’ sno hype, no come-on, no bellsand whistles. It'sour way of drawing
attentiontowhat’sreally important. A smply unbeatable offer: (BMG Music Service)

Canyou beethicaly “bribed” to becomeamember of my ?

Why did you request thisinformation besent toyou?...Or did afriend request thisinformation be
sent to you? Thisisthe second and final timewe can contact you. Following thismailing, your name
will beremoved from our mailinglist. (Neo-Tech Publishing)

Haveyou ever wondered why some people seemto havea“knack” for handling money?

It will mean alot to meif you closeyour office door to avoidinterruptionsfor the next 10 minutesor
S0, to givemethe opportunity to transfer my smple, proven, workableideasthat will directly
trandateinto money, success, power, distinct bus ness advantages and happinesswith relative ease.
Andvery little(if any) risk.

Thismay betheluckiest day of your life! You are one of only afew selected peopletoreceivethis
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32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

45.

persona memo.

About four weeks ago you contacted us about incorporating. We sent you our free brochure, but
we' veyet to hear back from you.

If you' ve ever thought about writing your own book or newd etter, or wondered what it would be
liketo run your own publishing company, you' || beinterestedin thisletter.

If you' reinterested in creating ahuge (and immediate) cash flow for yoursalf or your business, thisis
going to bethemost exciting messageyou will ever read.

Never before hasthe attainment of smooth, clear, beautiful complexion been assmple, asinexpen-
siveasnow.

People of culture can berecognized at once.

Thefact isthat no matter who you are, whether you areyoung or old, weak or strong, rich or poor,
| can proveto you readily by demongtration that you areleading aninferior life, and | want the
opportunity to show you theway inwhich you may completely and easily, without inconvenience or
lossof time, comein possession of new life, vigor, energy, development and ahigher realization of
lifeand success.

When aman stepsfrom a$200 amonth job asafarmhand to aposition that pays him $4,000 the
very firss month—isit luck?

Hats off to <Co. Name>.

It wasamistake. Somebody goofed and put the wrong tweeter in 3500 of <manufacturer name>'s
best 15" 3-way speaker systems.

<Co. Name>wasintrouble. Our <product> were sdlling like crazy. Orderswere coming from
everywhere. Wewere ableto get 24,000 players, but it wasn’t enough. We stopped advertising but
theordersstill kept coming.

Stick it tous. Rip usoff. Here' sthe promotion that’s been vetoed by our vice president, our ac-
countant and my wife. It'sapromotion that’ssuch agood deal for you, (it redly is) that it svirtually
guaranteed to lose usmoney. (DAK)

If youareworried about thefuture. ..about increasing inflation. . .and thefactorsthat makefor such
anervouseconomy, | have someideasyou should seriously consider.

. Menwho know it all need go no further into thisletter than this paragraph, becauseitisnot for

them. Neither isit for thosewho are satisfied with their present positions, and the progressthey
havemadeinlife.

If youwork for yourself, and areworking harder than youwish...thisnew breakthroughwill interest
you.
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46.

47.

48.

49.

50.

5l

52.

53.

55.

56.

57.

58.

59.

60.

I”' m excited about something very important, and | wanted to shareit with youimmediately. So, | sat
down and wrotethislong, but time-critica, | etter. Please take afew minutesand read it now.

After nearly 12 monthsof long hours, late nights and weekends at the office, my editorsand | have
collected over <#> of our biggest and best money secretsfor <year>— and bound theminto one
hugevolume. (Bottom Line)

If you have , thiscould be the most eye-opening letter you will ever read.

Allow metointroduce mysalf. My nameis<your name>. Chancesareyou haven't heard of me
before. But when youfinishreading this, you' |l beglad youfinaly did.

| know you’ re busy. | know you havetoo muchto read. Yet, that’sexactly why | want to...

My nameisDenisWaitley <your name>and | beg you, don’'t wait another minutefor successin
your career (or inyour lifefor that matter!). (DenisWaitley Lead & Succeed)

| recently made awhopping <$$3$$> by following somesimple, yet powerful, concepts |’ m about
to sharewithyou. (Nightingale Conant)

| amwriting to urgeyou to takeimmediate and profitabl e advantage of themost unusua (and
fleeting) money-making business opportunity I’ veever extended. The opportunity just became
availableand already —it' snearly 30% sold out! (Nightingale Conant)

. Asl promised. | amgiving you adollar ($1.00)...and with you permission, I'll a so send you the

FREE GIFT | promised. (Moreabout that |ater.) For now, all | ask isthat you read thisletter.
(BottomLine)

If I could giveyou amoreeffective marketing strategy that would “ outperform” the selling approach
you are currently using, would you beinterested?

Womenwho “know ital” arenot invited to read thispage, for it holdsnothing of interest to thewise
young womenwho isperfectly satisfied with her complexion and her beauty aids, andwhofeedlslike
the man that resigned from the Patent Office back in 1886 “ because everything had been discov-
ered that was ever going to bediscovered.” (Robert Collier)

Will you accept a<nameof freegift>—inreturnfor alittlefavor | want youto do?

I’ mwriting to you because I’ ve heard rumblings about your company.

Beforeanything else, | want to start by giving you something that’ || make you money tomorrow!
Theenclosed certificateisworth real money, so we havelimited it to your own personal use. Itis
not transferableand it isgood for only ten daysafter you receivethisletter. If you can’'t useit, we

should appreciate your kindnessin destroyingit. For it givesto asel ected list of peoplethe opportu-
nity to get the most talked about, the most successful and the greatest book of thisgeneration at a
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reduction of 66% fromtheorigina price! (Robert Collier)

61. With your permission (and with strict precautionsfor privacy), | am going to send you one of the
most important and exciting books ever rel eased by an American publisher. (Men'sHedlth)

62. Will you examine<Nameof Product>—If we send you aset at our own expensefor aweek’s
examination?

63. Who would ever dream that exquisite <Product Name Perfume> - perfume so lovely that itsheady
fragrancewill amazeyou, yet so marveloudy delicateand all-pervasivethat it seemslike abreath
from theflower gardens of sunny France—who would ever believethat such aperfume could be
had for a<low price> or lessan ounce! (Robert Collier)

64. If you arethinking of buyinga —Don't!

65. Hereisoneof those“ specials’ that welet our customersand friendsin on every onceinawhile.

66. Only oncein 50 yearscomeanimprovement likethis:

67. Inevery man’swardrobeissome particular article—atie, ashirt, or asuit—that helikesbest to
wear, because helookshisbest and feelshisbestinit. That’stheway you' |l fedl about these

<Product Name> - onceyou’ veworn one of them. (Robert Collier)

68. | am going to send you, inthe next few days, <product> that are DIFFERENT, for your most
particular customers.

69. With your permission, | am going to send you FREE aNew, <Product>, with your name stamped
uponitin 24-carat solid gold | eaf.

70. That new fur coat you havelonged for, but economically decided not to buy — That fur neckpiece
that you resisted, becauseto get it then would have seemed extravagant — s now, you will be happy
tolearn, turned into amatter of plain commonsenseeconomy ... (Robert Collier)

71. Hereisawonderful new way to bring the <benefit of product> right into your own home.

72. Withinthe next few days, | want to send you, with my compliments, a

73. If theenclosed <Doallar Bill> paysfor oneminute of your time, consider yourself engaged.

74. Would you be good enough to do meafavor?1 promisenot to ask too much.

75. 1 need your help.

76. Here'sadollar: — Yes, it'sareal dollar —nice and clean and new. Keepif you want to, after
you' veread thisletter, but | don't believeyouwill, then. Here'swhat it sall about: (Robert Collier)

77. Atyour request, | shall be glad to send you one of the most talked-of little books ever written. It
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78.

79.

80.

81.

82.

83.

85.

86.

87.

88.

89.

90.

91.

92.

93.

will cost you exactly 20 cents—the price of the stamp that will bring the enclosed card back to me.

Would you liketo see $1.00 grow to $60.00 — $8.00 grow to $500.00 — by next March?Let me
tell you how:

Will you givemealittleinformation about yoursalf —just your height and weight?

Let memakeaprediction...

I’ ve got to get thisoff my chest beforel explode!

Asyou can seg, | have attached a<penny, dollar> to thetop of thisletter for two reasons: | have
something very important to tell you and | needed someway to catch your attention. Sincewhat |
amwriting about concernsmoney, | thought alittle”financia eye catcher” wasespecialy appropri-
ate.

| have atax problem and | want you to bethe beneficiary instead of the IRS...

. | used towork hard. The 18-hour days. The 7-day weeks. But | didn’t start making big money until

| didless—alot less. (Joe Karbo)

My nameis<your name>. I’m a<profession>. I’'mnot aprofessiona ad writer. But what | haveto
sharewith youisso extraordinary and so powerful, | decided to writeyou myself. So bear with me
alittle.

Frankly, membershipin The <Society Name>isnot for everyone.

Thisprivateinvitationisgoing out to just ahandful of people, yoursalf included. | hopeyou' Il accept
my invitation. But evenif you decidenot to, | want to send you agift... Absolutely Free. (Omaha
Steaks)

Would you be pleased if you made 50% on your portfolio every 12 months?

Thepublisher of <Magazine> asked meto make avery special subscription offer toasmall, select
group of advertisng and marketing professionas. Your namewas submitted asonewho qualifies.

(AdAge)

You |l get thegreatest bargainyou’ Il ever find anywhere—for yourself and your dog —by mailingthe
enclosed card within 10 days. (Dog Fancy)

You areamong avery smdl group of <group name> invited to usethe Gift Certificatewe' ve
enclosed.

Theenclosed Gift Certificate—and thisspecia offer —isbeing mailed to avery select group of
people. And it may bewithdrawn at any time. So do take advantage—and useit now.

Every Monday morning, arather unusual publication arrivesat the desksof aselect circleof indi-
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viduasin positionsof power and influence.

94. Thisletter isgoing to be short and to the point. We don’t want to make big thing of it. Not yet
anywey.

95. You' vegot enough peopletrying to waste your timewith thingsyou don’t really want or need. I'm
not one of those people.

96. Thismay bethemost startling newsyou have ever read.
97. | looked at her like shewascrazy.
98. If money was no object, would you own <Your Product Name>?

99. Finding timeto meet new, interesting single peopleand devel op specid relationshipsgetsmore
difficult every year.

100. If youwant towriteand get published, | can’t think of abetter way to doit than writing books
and storiesfor children and teenagers. (Institute of Children’sLiterature)

101. Withtheamount of professional reading you' vegot to do, it probably seemsimpossibleto keep
up with today’s businessbooks. (Executive Book Summaries)

102. Canone-third of all in Americabewrong?

103. Thereareonly two basicrequirementsfor every self-mademillionaire. | believeyou may aready
have one of them. (Hume& Associates)

104. | haveapictureof youinmy mind'seye.

105. It'seasytobecomeagood . Surprisingly easy.

106. Youdon'thavetobeasdttingduckfor  , Jim<Prospect’'sName>.
107. Firgt, threebrief questions, if wemay:

108. It'shardtofind high quality, timely <product/service> that arein your budget.
109. How muchisonemoresaleworth to you? (Selling Power)

110. If you'retaking desireand commitment, we' retalking big money and big success. (Nightingale
Conant)

111. The American Heritage Dictionary definesa* guerilla’ asan operativewhoworks*“usudly in

small, independent groups capabl e of great speed and mobility.” Soundslikethedefinition of a
salespersonto me. (Nightingal e Conant)
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112. Pleaseaccept thischeck and get three months of unlimited <service> — a<$$$> gift to you!
(AOL)

113. | have $xxxxx.xx infreebonusesreserved in your name. To discover how easy itistoget all of
themfor FREE, read therest of thisletter. Pleasedo it now becausethisisalimited time offer, so
you must act quickly to take advantage of thisrarevaueand opportunity. (Carl Galletti)

114. 1 amwritingtoinformyouabouta...

115. | thought I would have heard back from you by now.

116. Therearesevera million home-office entrepreneursin thiscountry. 400,000 of them shareone
key secret to success. When you finish reading thisletter, | think you’ [| want to become 400,001!
(Home Office Computing)

117. <Person’sname> hasaccurately predicted —and avoided —every bear market crash of thelast
20years, with zerofalseaarms. And now her systemisflashing an urgent new, all-out SELL
signal. Of course, when <person> talks, Wall Street listens, so you may have already heard about
her stunning new SEL L signal inthegeneral media. But inthisletter, I'dliketo aert you to what
thenewsmediaisnot reporting. . . (Phillips Publishing)

118. Ssshhh...These, Dear Friend, arethesecretsto havingitall! (FC&A)

119. Our recordsshow that you' reone of our best customers, and that’ swhy I’ mwriting. Frankly, |
need your help. (Bottom Line)

120. Theworld haschanged. Andit’sgoing to change even more. But most poor sapsdon’'t seeit
coming...(TAIPAN)

121. Nodoubt about it: When you choseto buy a you made asmart decision.

122. My nameis<name>, andinall my #yearsof studying theinvestment markets, I’ ve never known
atimesofull of opportunity...yet sofraught with danger.

123. If youownasingle Dow stock, evenjust one big-name mutual fund or any investment tied to the
“marketindex,” | have animportant —even urgent —messagefor you today.

124. 1f you are concerned about , thisletter isfor you.

STORIES:

125. Onanautumn day, not too long ago, sociologist Robert Harner visited the Great Serpent M ound
of Ohio. (TimeLifeBooks)

126. Fiveyearsago, onabrilliantly sunny day in October, | left LosAngelesand a28-year marriageto
thetelevision producer, Norman Lear. (LEAR Smagazine)

Page- 15



127.

128.

129.

130.

131.

132.

133.

Just afew weeksago | returned from speaking at aone-of-a-kind information marketing confer-
encein LasVegas. Maybeyou heard about this“ Super Conference” and jut decided not to
go...or maybeyou werethereand perhaps| waslucky enough to meet you! Anyway;, if you
didn’'t get to attend, let metdll you...(Ted Nicholas)

Onabeautiful late spring afternoon, twenty-five years ago, tow young men graduated fromthe
same college. They werevery much alike, thesetwo young me. Both had been better than aver-
age students, both were personabl e and both —asyoung college graduates are—werefilled with
ambitiousdreamsfor thefuture. (Wall Street Journal)

I’dliketo sharewith you aHoliday gift ideawhich haslong been atradition herein Holland.
(Breck’s)

When aterrorist bomb exploded not long ago infront of the U.S. embassy in Nairobi, Kenya,
|srael’ shumanitarian service organization—the Magen David Adom —volunteered immediately to
hel p. (The American Jewish Committee)

| got themessage around 7 pm, and | got going at once! | knew | had to driveall nightinan
ancient Jeep through asteaming junglethat would scare atenderfoot like me out of threeyears
growth, eveninthedaytime. | asoknew that if | could get towherel wasgoingintimeit was
worth afew pricklesup and down my spine during thetight spots. (Thompson Cigars)

Just two daysago, | was chatting with afriend on St. James Street about investments, and he
astonished meby saying: “ Do you know, Brian, | have acouple of thousand dollars spare cash
myself at the moment, and evenwith all I know about the market — I’ m not really surewhereto
putit!” (Financial Timesof Canada)

| want totell you about my friend, Clara, who suffered for yearswith many health problems.
(FC&A Publishing)

© 2000 SurefireMarketing, Inc. And Yanik Silver. All rightsreserved.
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333 Greatest Selling Words and Phrases

1. 100% money-back guarantee 27. Exdusve

2. A honey of aded 28. Expert

3. Absolutdy 29. Famous

4. Amazdng 30. Fascinating

5. Approved 31. Fortune

6. Attractive 32. Attention

7. All-in-one 33. Audition

8. Andthat’stheplainand smpletruth. 34. Avoid disappointment.
9. Announcing 35. Awardwinning
10. Areyou  ? 36. Banish

11. Areyouready to... 37. Bank onit

12. Assured 38. Bargan

13. Agonishing 39. Barnburner

14. AtLast 40. Besatsthe pants off
15. Authentic 41. Bendfits

16. Bagan 42. Bigmoney

17. Beautiful 43. Bold

18. Better 44. Bonanza

19. Coloss 45. Bonus

20. Complete 46. Boost

21. Confidentid 47. Bresakthrough

22. Crammed 48. But withmy specia gift toyou, youwon't pay
23. Discount that!

24. Enormous 49. Cdl now

25. Excdlent 50. Cdl today

26. Exdting 51. Cdl toll free
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52.
53.

56.
57.
58.
59.
60.
61.
62.
63.

65.
66.
67.
68.
69.
70.
71.
72.
73.
74.
75.
76.
77.
78.
79.

Cancd atany time
Caution

. Chdlenge
55.

Charter
Choose
Compare
Confidentid
Conquer
Crazy
Daing
Dazding
Dduxe

. Dduxe

Disappear
Discount

Discount

Discover

Doyou  ?

Dallar for dollar

Don't beleft behind.

Don'tdeay
Dynamic

Earth shattering
Easeof use
Easy-asABC
Enhance
Enormous

Examine

80.
81.
82.
83.
84.
85.
86.
87.
88.
89.
90.
91.
92.
93.
94,
95.
96.
97.
98.
99.
100
101

102.
103.
104.
105.
106.
107.
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Exceed
Exceptiona
Exdusve
Excdusveyyours
Extra
Eye-catching
Facts about
Fantastic

Fast track
Favor

Fill inthegaps
Fndly

First Class

Firg timeever

First-come, first-served.

First-rate

Five-Star

For thefirsttimeever...

Free

Freedom

. Fully loaded

. Genuine

Gift

Good AsGold
Great News!

Greatest

Guaranteed

Greatest goldmineof...



108.
109.
110.
111.
112.
113.

114.
115.
116.
117.
118.
119.

120.
121.
122.
123.
124.
125.
126.
127.
128.
129.
130.
131.
132.
133.

Handy

Hang onto your hat

Hedlth

How

How To

However, if cashisaproblem, | havetwo
extraincentives:

Huge

Hurry!

| can’t beany fairer than that.

| knew assureastheearthisround that...
| won’t even cash your check for 30 days!
I’m not telling you thisto brag or pat mysdlf
on the back.

I’ mrepeating thisoffer to you onelast time
Imagine

Important

Inanutshell.

Income

Inflationfighter

Informetive

Innovetive

Instant approva

Introducing

Invitation

Ironclad

Isn'tittimeyou.....?

It either worksfor you, or it doesn't. It's

134.
135.
136.
137.
138.
139.
140.
141.
142.
143.
144,
145.
146.
147.
148.
149.
150.
151.
152.
153.
154.
155.
156.
157.
158.
159.
160.
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that smple.

Itwasnofluke.
It'sthe_ everybody’stalking about!
Jam-packed

Jump on the bandwagon
Jump-gtart

Justarrived

Jugtin

Key features

King of thehill

Last chance

Lead or follow

Leading
Letusgivetoyoudtraight...
Let’sget down to brasstacks.
Lifesaver

Limitedtimeoffer

Lockin

Loseyour shirt.

Love

Magic

Makethemove

Millionaire

Miracle

Mistake

Money

Money-making
Money-saving



161.
162.
163.
164.
165.
166.
167.
168.
169.
170.
171.
172.
173.
174.
175.
176.
177.
178.
179.
180.
181.
182.
183.
184.
185.
186.
187.
188.

Myth

New

New andimproved
Nofineprint
Noobligation
Ful

Genuine

Gift

Gigantic
Greatest
Guaranteed
Helpful
Highest

Huge
Immediately
Improved
Informetive
Largest
Latest
Lifetime
Limitedtimeoffer
Lowest
Miracle
Unsurpassed
Unusud
Usful
Vauable
Wedth

189.
190.
191.
192.
193.
194.
195.
196.
197.
198.
199.
200.
201.
202.
203.
204.
205.
206.
207.
208.
200.
210.
211.
212.
213.
214.
215.
216.
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Wonderful.
No problem!
No strings attached
No-fuss
No-guestionsasked
No-risk
Noted

Odd

Popular
Practica
Profitable
Proven

Rare
Reduced
Remarkable
Religble
Reveding
Revolutionary
Scarce
Selected
Sensationd
Smple
Specid
Sartling
Strange
Strong
Superior
Surprise



217.
218.
2109.
220.
221.
222.

223.
224.
225.
226.
221.
228.
229.
230.
231
232.
233.
234.
235.
236.
237.
238.
239.
240.
241.
242.
243.

Terrific
Tested
Tremendous
Unconditiond

Unique

Nothing likeit hasever been offered —
anywhere, by anyone—including me!

Now it’syour turnto profit.

Offer

Onsde

Pay dirt
Perfect

Fileof money
Popular
Power
Powerful
Practica
Preview
Price-buster
Profit

Profit potentia
Profiteble
Proven

Quick and easy
Quick relief
Rare
Remarkable
Repeat winner

244,
245,
246.
247.
248.
249,
250.
251.
252.
253.
254.
255.
256.
257.
258.
259.
260.
261.
262.
263.
264.
265.
266.
267.
268.
2609.
270.
271.
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Reserved

Respond now

Results

Results

Reved

Revolutionary
Rewardyoursdf

Right off thebat,. ..

Road toriches

Rock bottom

Rush

Sdfe

Saveyour life

Second to none

Secret

Seefor yoursdlf

Send no money!

Sensdtiond

Sex

Sziing

Skyrocket

Smart

Solet’sgettothe ' nitty gritty’
Sowhat areyouwaiting for?
Solution

Sound too good to betrue?

Specid offer
Sartling



272. State-of-the-art 298. Top secret

273. Step-by-step 299. Trick
274. Stop 300. True
275. Straight talk about. . 301. Try
276. Stress-buster 302. Try <Product/Service>risk free.
277. Success 303. Tryitatourrisk!
278. Suddenly 304. Ultimate
279. Surefire 305. Unbestable
280. Surprisngly smple 306. Uncommon
281. Sygem 307. Unconditiond
282. Takecontrol 308. Unlimited
283. Takeittothebank 309. Unpadlded
284. Takemeuponmy bet... 310. Unlock
285. Test 311. Unlock closed doors
286. Tested 312. Unmatched
287. Thetimeisnow 313. Upandcoming
288. Thetruth about 314. Urgent
289. Thewholeshebang 315. Vduable
290. Theworldwill beyour oyster. 316. Wanted
291. Thereisnotrick or catchto my offer. 317. Warning
292. Thesearenot theories 318. WhoElse
293. Thisweek only 319. Wholekit and caboodle
294. Timesengtive 320. Win
295. Tirdess 321. Workslikeacharm.
296. To"sweetenthepot” I’mgoingtothrow 322. Yes
in... 323. You
297. Tothepoint 324. You bethesolejudgeof itssuccess.
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325. You bet!

326. Yougset...

327. Youkeep...

328. Youpay nothinguntil...
329. Yourisk nothing

330. You'll discover...
331. You'llfindout...

332. You'll profitfrom...
333. Your

© 2000 SurefireMarketing, Inc. And Yanik Silver. All rightsreserved.
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Copy Transitions and Connectors

Your copy transitionsarewhat movereadersalong inyour letter. Thesearecritical. Using compelling
transitions and connectors make readers want to keep reading. Use these phraseswhen you end apara
graph or beginanew one.

Many copywritersrefer to these phrasesas* bucket brigade” copy becausethey *join’ together paragraphs.

Here sthelist.

Enjoy!

226 “Bucket Brigade” Copy Transitions And Connectors

1. Afewexamplesof whatyou'll discover... 16. Andtheresult?
2. Addthisto... 17. Andthisisjust thetip of theiceberg.
3. Afterdl... 18. Andwhat if | couldtake...
4. Also,... 19. Andwhilewe'reatit,...
5. Although,... 20. Andyet,...
6. Aml right about you sofar? 21. And, ohyes, let'snot forget...
7. Andguesswhat? 22. And,....
8. Andlikel said: 23. Anyhow,...
9. Andlook atthis: 24. Anyway,...
10. And now you can... 25. Arewecrazy?
11. Andnow,... 26. Asareault,...
12. Andthat’sjust asmall ‘taste’ of what'sin 27. Asl said,....
storefor you.
28. Asl say,...

13. Andthat’sjust thebeginning...

29. Aswdll as...
14. Andthat’sjust the start!

30. Asyou probably remember,...
15. Andthat’snotal...
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31

32.

33.

34

35.

36.

37.

38.

39.

40.

41.

42.

43.

44,

45.

46.

47.

48.

49.

50.

5l

52.

Asyoureadon, I’ll tell you more about

At that moment,....

Back to the purpose of this|etter.
Bdieveme,...

Bestof dl,....

Better yet.

But beforewegointothat,...

But better ill...

But better yet...

But don’t get mewrong...

But don’t takemy wordfor it...
But evenif youwereto...

Butfirs awarning:

But first aword of introduction...
Butfirgt, let megiveyou...

But here’ sthemost important part!
But I have an even better idea.
But I’ m getting way ahead of myself.

But I’'mjumping ahead. Let metell you how
thisal cameabout:

But just keep reading.

But let mego back to the beginning to
continuethestory...

But let’ssuppose...

53.

54.

55.

56.

57.

58.

59.

60.

61.

62.

63.

64.

65.

66.

67.

68.

69.

70.

71.

72.

73.

74.

75.

Page- 25

But thereisanironyinal of this.

But there sarub—andit’'sredlly ironic.
But, here'saproblem...

But, that’sonly haf thestory ...

But, there' sonemorething:

But,...

By now, you probably have some unan-
swered questions...

By now, you' re probably wondering. ..
By theway,...

Consider thisfact:

Couldthat betrue?

Despitewhat you may haveheard...
Doyouquaify?

Don'tworry...

Factis,...

Findly,....

Firs off,...

Firs,....

For all thesereasons,. ..

For example:

For instance:

For starters,...

Frankly,...



76.

77

78.

79.

80.

81.

82.

83.

85.

86.

87.

88.

89.

90.

91.

92.

93.

94.

95.

96.

97.

98.

99. I'll tell you how.

Hasthisever happened to you?

100.
Heck,...

101.
Herearetheanswers:

102.
Herearethedetails.

103.
Hereisjustasampleof...

104.
Here'saclue

105.
Here'show easy itis...

106.
Here'smore...

107.

. Here’ sproof:

108.
Here'stheded:

109.
Here' sthescary part:

110.
Here'sthe secret...

111.
Hereswhat else...

112.
Here'swhat thisisall about:

113.
Here'syour chanceto...

114.
How did | doit?

115.
How long doesit taketo
How? 116.
However,.... 117.
| couldgoonandon... 118.
| supposeyou could... 119.
I’dliketotell you moreabout. .. 120.
I’11 bet you can guesswhat happened next. 121.
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I’'m sorry, but...

I’'mtelingyou,...

Impossible?

Inaminute, I'll tell you how you can...
Inanutshell...

Inadditiontothat,....

Inaddition,...

Inany casg,...

Inany event,...

Inessence,...

Infact,...

Inshort,...

Insum,...

Inthe pagesthat follow, I"ll show you...
Indeeed,...

Isthis<product/service>redlly worth
<$xxxx>?Judgefor yoursdf:

Itssample:

Just think about it:
Keepreading for theanswer.
Let meexplainwhat | mean.
Letmeexplain.

Let meprovetoyou—risk free!



122.

123.

124.

125.

126.

127.

128.

129.

130.

131.

132.

133.

134.

135.

136.

137.

138.

139.

140.

141.

142.

143.

144.

Let merepedt,...

L et me shareasecret with you.
Let’'sassume, you...
Let'sfaceit,...

Let'stakeacloser look:
Let'stakealook:

Likewise,...

Listen, there’ smore. Lotsmore.
Ligen,...

Look at my next tip.

Look no further.

Look,...

Makeno mistake:

Moreabout that |ater. For now,...
Moredetailsinamoment. But first...
Moreimportant than that...

Moreon that inamoment —but first, let me
showyou...

Moreover,...

Most important of dll,...

My pointis:

My problemisyour opportunity.
My strong hunchis...

Needlessto say,...

145.

146.

147.

148.

149.

150.

151

152.

153.

154.

155.

156.

157.

158.

159.

160.

161.

162.

163.

164.

165.

166.

167.
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Now consider what happens....
Now get this:

Now wait.

Now, ligentothisvery carefully:
Now, beforel goon,...

Now, here’ sthe next step:

Of course,...

Okay,...

Ontheother hand, ...
Oneimportant cavest:
Onemoreimportant point:

Or, if you prefer...
Peaseunderstand,...

Pus...

Read onto discover theanswer.
Remembr....

Second, ...

Seefor yoursdf...
Soitaddsuptothis:

Solet meask you...

Solet mesummarizeandreview...

Solet’sbegin.

Sothat'swhy...



168.

169.

170.

171

172.

173.

174.

175.

176.

177.

178.

179.

180.

181.

182.

183.

184.

185.

186.

187.

188.

189.

190.

So what do you think?

Sowhat doesall thismean?
Sowhy am| writing to you?
Somespecifics

Sound at al familiar? Takealook. ..
Stated alittledifferently —...
Still another benefit:

Suppose...

Surprisingly enough,. ..
Takealook:

That means...

That'sright,...

That'swhy...
Thebottomlineis...

Thefind facts:

Thekeyto...

Theonly red questionto ask yoursdlf isthis.
Thesecret to...

Thesolution...

Thetrickis...

Thetruthis,...

Then he dropped the bombshell.

Thenithitme...

191.

192.

193.

194.

195.

196.

197.

198.

199.

200.

201.

202.

203.

204.

205.

206.

207.

208.

209.

210.

211.

212.

213.

214.
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There'sjust onemorething.

Think about this:
Thisexampleisgoing to surpriseyou.
Thisisnot just my opinion.

Thus...

To cut short my long story,...
Tomakemattersworse,...
Troubleis,...

Truthfully,...

Upuntil now,...

Vitaly important last and fina point:
Wait, there’'smore...

Want Proof?

What about you?

What I'mtaking about is...

What it meansisthis:

What thisall boilsdowntois..
What thismeansis...

What'sal thisworthto you?
What'smore,...

Wheat'sthe catch?

Whichiswhy I'mwritingtoyou...
Whowouldn'tjumpat this?

Why am | doing this?



215. Why do| say this?

216. Why | amwritingtoyou.

217. Will itwork for you? Maybe, and maybe not.
218. Withthatinmind, here's...

219. Withthat said,...

220. Worstof dl...

221. Yes,it'struel

222. Yes,...

223. Youknow,...
224. Yousee,...
225. Youdtarthy...

226. You'll begladto know that

© 2000 SurefireMarketing, Inc. and Yanik Silver. All rightsreserved.
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Bullets

Bulletsare oneof themost powerful persuadersin asalesletter. You' Il see companieslike Bottom
Lineor FC& A usebulletsfor nearly their entire salesletter. And that’s because bulletswork!

Bulletsareamost like* mini-headlines’. So thesamerulesapply. I’ ve given you 55 templatesyou
can usefor your own product or service. If I’ ve underlined aword or phrasethat meansyou can just

subgtitutethat with what makes sensefor your offer.

Bulletsarouse curiosity. | just lovetheway bulletscompel peopletofind out more...

Andthey redlly drive people sdesire sky highfor your product or service. Onebullet that some-
body desperately wantsto find out is often responsible for them buying aproduct or service.

Pay attention to these bull et templatesand usethemin your next salesletter, pressrelease, packag-
ing, etc. Also, one of my favorite usesof bulletsisto describeafreereport. Remember, you caneasily
produce aquick freereport to give away asalead generator or asafree bonuswith the purchase of your

existing product or service.

Okay, now herearethebullet templates:

55 Powerful Bullets That Work!

6of thetop sellingproductsonthe____and why.

How toturn $xxx into $xxxx in lessthan 14 dayswith
Howa___ got#new customersin 9days.

Theamazing secr et of getting new customer sfor your business.
A smplemethod that brought in an extra $ooocx aweek!

8easy stepsthat will get you positivemedia publicity.

How toreviveadead car battery without jumper cables.

Stop___ without expensive
Quickandeasy .
Fivesimplewaysto

3critical questionsyou must haveanswer ed.
How tostop

Theabsolutebest timeto

End your

How toavoid the 12 biggest advertising mistakes.
Howtobecomea___ evenif youcan’t

No more

How to compé peopleto pur chasetwiceasmuch asthey had planned from you.

How to discover
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e Howtodevelopsuccessful __ atlow cost, nomatter what businessyou arenow in.

e Whatthefirstjobofyour  is

e The#lsecret of theHollywood star stolooking young and feeling gr eat.

e Whyyou'resittingon agold mineand how to start profitably miningyour customer filestoday.
e Thelittleknownsecrettousing__ toget dozensand dozensof hot prospective toCALL YOU!
e TheA-B-Cformulafor feding peppy.

e Thesecret of

e Thelittle-known secret of

e Thejealously-guarded secret of

e Theno-loseway to

e Thetruth about weight loss.

e 6factsyou must know about

e Howtoget many morereferralswithout resortingto naggingor trickery.

e Aneasyway tousepatient newsletter sthat really drivespatientsintoyour officelikecrazy.

e A simpletechniquefor
e What every professional must know.

e Howtoavoid the12wor st advertising mistakesmost surgeonsmake.

e What <name> can teach you about
e Whyalmost everyoneiswrong about thestock market.

e 7low cost/no cost waysto skyrocket your business.

e Virtually unknown way to get freeadvertisingin any mediayou want; newspaper s, magazines, TV, or radio.
e Thecorrect way to use

e What photographsin brochuresarereally for.

e Aneasy 3-step system for

e Howtoquickly and easily create , using

e 4eementsthat must beincluded in every ad or letter for maximum response.

e The3magicwordstosay that bringsyou an automatic discount of 15%-20% from any supplier.

e What you can learn from
e Thefivebusinessdon'ts.

e 18new waysto get

e How supermodelskeep their [ooks.

* Newwaystoget moreout of

e What never tobelievein any

e Howtomakesureyou'renot over payingfor
e 9waystodash your costs.

e Easycurefor

© 2000 SurefireMarketing, Inc. and Yanik Silver. All rightsreserved.
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Guarantees

Your guarantee provesto aprospect that thereisnothing to lose. Themorerisk-freeyou makea
proposition the greater your response. Infact, it’'salso truethat thelonger you make your guaranteetheless
refundsyou |l get.

Thisisespecidly trueif you' retryingto sall directly fromyour salesletter.

Makeyour guarantee asstrong asyou can possibly liveupto. And really highlight thefact, that you
have aguarantee. M ost businesses do have somekind of guarantee—but they never tell their customersor
prospects about it. What awaste.

Onestep abovearegular guaranteeisusing a“ better-than-risk-freg” guarantee. Theway thisworks
isthat you let the customer keep the bonusitems or some serviceevenif they decide they want their money
back for themain product or service.

Thisworkslikecrazy!

Study theway these guarantees are stated and apply them to your next salesletter:

22 Powerful Ways To State Your Guarantee

1. SEND NOMONEY. If at theend of 14 days, you decide not to keep the book, simply returnit
without obligation.

2. A shamelesdyirresistible, doubly better than risk-free proposition: If you decideto cancel your
attendance anytime up to 2:00 pmon Day 2 of thelive event (which, quitefrankly, ishighly unlikely),
| want you to keep the <$$$$$ value— product name> asmy gift for signing upinthefirst place.
(Abraham publishing)

3. If youdecideto subscribe—and | bet you will, once you see how genuinely informative, useful and
va uable <Publication name> provesto be—you' Il get afull year for only <$> (a<$> discount off
theregular pricefor homedelivery). But if not, just return our bill marked “ cancel” and pay nothing.
You can'tlose. Any riskismine. Thisisawin-win situationfor you.

4. And, asisthepolicy of al theproductswe sdll in our company, my book and softwarecarry an
unconditional, money-back guarantee. If my book and software package are not everything that |
havesaid they areand you are not infact overly satisfied, you will receive every cent of your money
back, no questions asked. Since we have been in business 25 yearsand we are one of thelargest
companiesinthe nation, you can on that guarantee.

(Suarez Corporation Industries)

5. Thereisabsolutely noway that you can lose—except by not taking me up on afree 30-day exami-
nation of <product name>. | personally guaranteethat you' ve never heard anything likeit. If you
aren’t richer, happier and feed morein control within 30 daysafter receiving the program, smply
return it and owe nothing. (Nightingale Conant)
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10.

11.

12.

13.

14.

15.

Subscribetoday. If you think your first issue—or any issueever —doesn’t deliver at least $xxx
worth of ideasand information, you can tell usto takeahike. Wewill cancel your subscription and
send you aprompt refund for all unmailed issues, no questions asked. Wewon'’t be happy to know
wefailed your vaue-test, but that will be our problem, not yours. (Salling Power)

If you decideto keepit, we Il bill youinfour easy installmentsof just <$$> each. That'satotal of
only <$$$> - not even adrop in the bucket considering that the money secret on page# donewill
saveyou thousandsof dollarsayear immediately. (BottomLine)

You risk nothing. You havetheright to aprompt and full refund at any time—even after you' veread
the guide and the handbook or received all theissuesof your subscription. Fair enough?

My course comeswith ano-questions, no-guibbles, One-Year money back guarantee. If for any
reason, you find that my courseisn’t perfect for you, just send it back any timewithin ONE FUL L
YEAR, andI'll buy it back from you at thefull purchase price. You haveup to afull year touseand
profit from my Coursewithout any obligationto keepit—to makesurethat it iseverything | say and
more. (Ted Warren Corp)

If you' renot completely convinced that <publication> can help you foresee the changesthat will
affect your lifeand money intheyearsahead. .. or if you decide <publication> can't helpyouearn
moreinvestment profitsinthemonthsto come... just let usknow after reading thefirstissueand the
bonusreports. We' |l refund every penny you' ve paid. And thereportsareyoursto keep and profit
from.

Try <program name> at my expensefor 30 days. You pay nothing until you' vetried and applied the
specific, immediately useable profit-growing tacticsthat <name> teaches. If the program hasn't paid
for itself many timesover by thetimethe 30 daysare up, pay nothing and returnit. Only if the
program makesasignificant contribution to your bottom lineafter 30 dayswewill bill you only $xxx
(regularly $xxxx), plusshipping, handling and applicable salestax.

My 100% money-back guaranteeisyoursfor theterm you select. So take the bigger savingsand
the extra FREE bonusesyou get with two-yearsof my service. Because !’ |l return your money —
and you get to keep everything | send you—evenif you wait until the next-to-thelast month of
membershiptotell me, “ Sorry <name>, I’ m not happy with your service.” (PhilipsPublishing)

You' refully protected by our iron-clad money-back guarantee: If you decidethat your <name>
membership and <publication> aren’t for you, just et usknow at any time during your membership
period. We' |l send you aprompt 100% refund —every penny you paid. That'safull refund, not
partia or pro-rated. All theissuesand the bonuses are yoursto keep—even if you cancel. Could
any offer befairer thanthat?

If you' renot absolutely thrilled with your order from <company name>— for any reason at all —
we' |l cheerfully replaceyour order or refund your money, whichever you prefer.

| absolutely guaranteeif you stick with methefull 12 monthsand take action on <service> you'll
makeat least 10 timesyour investment. If youdon't, you' |l get every red cent you paid merefunded
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toyou, no questionsasked. All | ask isyou proveto meyou madea‘goodfaith’ effort to take
actiononmy advice.

16. If you don’t agreethat thisisthe most impactful , eye-opening, and profitable seminar you have ever
attended, smply tell meand I’ Il issueyou a 100% refund on the spot plus|’ Il giveyou an extra
$100for your trouble.

17. If you decideto keep the <product>, you can pay for it in afew easy installments. If not, sent it
back (at our expense), and you' || owe nothing. Either way, I’ d liketo send you afreegift just for
givingitatry.

18. If, after reading your threefreeissues, your verdict is* nothanks,” that’sokay, too. It really is. Just
write* cancel” on our invoiceand pay nothing, owenothing.

19. Here'sthe best guarantee you' ve ever seen! Ask for arefund at any timeand acheck isonitsway
toyou—for thefull amount —evenif you cancel onthevery last day of your subscription. Keep
everything | send you. Every issue. Every bonusreport. Every book. Every audio cassettetape. It's
all yoursFREE forever! | can’t beany fairer than that. Re-read the above paragraph for loopholesif
youlike. Youwon't find any. My money-back guaranteeisabsolute. That’show surel amyou'll
profit like crazy from <publication>. Seeif I'mright. (Abraham publishing)

20. Onceyou receiveyour freeissue, the next moveisup to you. You can continue with <publication>
at the specia low rate of $xxx for onefull year (11 moreissues). Or smply write* Cancel” across
your bill, send it back and owe nothing. Thefreeissueisyoursto keep with my thanksfor giving
<publication>atry! (Home Office Computing)

21. Asyouknow, | will never consider your purchasebinding until you’ ve had timeto preview al of this
materia and put itinto action. So, usewhat you learnfor 90 days. Then, if it doesn’t have asignifi-
cant tangibleimpact on your advertising results, just returnit for afull refund, no questionsasked!
Frankly, there'sreally no reason not to order your <product> today. Just cal | XXX-XXX-XXXX.
(Abraham publishing)

22. All riskislifted from your shouldersand placed squarely on mine. Join today.
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The Close

Thisisdoor die! Your letter closeisalmost your last shot at persuading your prospect to take

action. Your sales|etter isan action device so you' ve got to make as ssimple and risk-freefor peopleto take
thenext step.

DON' T WIMPOUT HERE!

A lot of letters| seesmply givetheir phonenumber. Andthey fedl likeif peopleareinterested

they’ll call. WRONG! You' vegot to lead people by the hand and tell them to pick-up the phone and call
now...fill out theorder formnow...whatever itisyou want.

Finish off strong liketheseexamples:

31 Closings That Make Prospects Whip Out Their Wallets

1.

Send for acopy right now and judgefor yourself how much <title of book> isworthto you com-
pared with thefew tax deductible dollarsit costs.

SEND NO MONEY
Isit adeal? Then please mail your discount certificate today. And many thanks.

And your investment could pay off, likeit hasfor others. Theprofitsyou makefrom using these
techniques could add up to thousands, tens of thousands or even hundreds of thousands of dollars
or more. It'sup to you. Get your copy today.

It should beobvious| am mercilessly attempting to induceyou to attend this program at my
company’srisk. It'snot to separate you from <$$$$>. Quitethe contrary. | know many of you will
never (left to yourselves) fully utilizethe highest and best profit and growth potentia your businessor
practice hasto offer you without the hel p of these powerful ideas, methods, and principles.
(Abraham Publishing)

Check it out. Let me send you aget-acquainted trial issue asaFREE GIFT —no strings attached. |
practicaly guaranteeyou’ || bemorethan pleased. If I'mright, you can subscribelater, but you
don’'t’ haveto. Inany event, don’t decide now. Wait until you seeyour freeissue. (BottomLine)

| urgeyouto take action today. Turnto theinside back cover, completetheform, and returnitinthe
postage-paid envel ope. And wel cometo <name of membership>.

Do you agree you should sample <product>, especially since you can havethem at morethan 40%
off the usua price? Do you agreeyou should give methisopportunity to prove my point —that you
deservethebest, and thisisit? Do you agreeyou can’t lose, since I’ mtaking all therisk asproof
that wedo want you inthe select group weregard as“family” —thosewho havetasted theroyalty
of fine <product type>? (Omaha Seaks)
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10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

o, look all you want for acatch—youwon'’t find one. But what you will findisanincredible
selection of <product>, continuous savings and the most sati sfying <membership> you' ve ever had.
(BMG Music Services)

Thenext moveisuptoyou. I’ ve shown you that the <product name> isasrisk-freeasan offer can
come. You and | both know that if you' veread thisfar intheletter, you' reserioudly interestedin
improving your businessand personal income. All that’sleft to do now istakeaction. (Brain Keith
\oiles)

For your own good, beforel hit my irrevocable saleslimit, get this! It will changeyour businesslife
forever. So pick up the phoneright now and call xxx-xxx-xxxx ext xxx or fax the enclosed order
form to Xxx-xxx-xxxxx. (Abraham Publishing)

Youreally can't afford not toinvest inthiscourse! Don’'t you think you oweit to yourself to move
onthisincredibleopportunity?

Sowhat areyou waiting for? Drop the enclosed card in the mail today.
| urgeyou to takethisgolden opportunity totry themal for 21 days, free...and seefor yourself the
dramaticincreasesin sizeand strength the <product> can bring you. Just return thefree-preview

certificate. (Men'sHealth)

But don’t takemy wordfor it. Seefor yourself. Please send for my nextissueat norisk. I’'m
serioudy looking forward toworking with you.

Remember, sending back therisk-freetrid certificate doesn’t commit you to continuing thelessons.
You'rejust “taking alook” to seeif the <program>isright for you. You can delay any decision until
after you' ve examined thefirst two lessons. Then you can decidewhether togoonor not. It's
entirely up to you. (Nightingale Conant)

Givemetheword...let’sget started.

| could go on and onwith storieslikethese, but here’' sthe point: You need to proveto yourself that
you can experienceyour own personal miracle.

You oweit to yoursdlf to try thismethod and feel thewonderful resultsit can bring. And now you
can absolutely free.

Goahead...returnyour invitation today. You' vegot nothingtolose...and somuchtogain. That'sa
personal promiseyou cantaketo the bank.

If thisisthekind of informationyou’ d liketo get your handson. ..now you can.

Won't you join me? Whenyou do, I’ l| extend to you avery generousguarantee. Try my <service>
for afull sx monthstojudgehow well it worksfor you.

But please, mail your “ Advance Renewal $30.00 Savings Certificate’ now. Because thisspecial
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advancerenewd offer will not berepeated. (After al, “ advance” meansjust that —advance.) (Ric
Edelman)

24. If you'll do meafavor of returning the attached card, I’ [| extend that preview time by another 15
days. That meansyou can keep <title> for afull 30 daysbeforeyou decidewhether you' d liketo

keepit.

25. Jointoday! <name>’sremarkable comeback isproducing profitsyou haven’t seenin quiteawhile.
And| don’t want you to missout.

26. You' |l never read amoreinteresting or exciting financial publication. Let me hear fromyou soon.
Youwon't regret it. (TAIPAN)

27. If you'reready toturnyour lifearound. . .to stop wasting your time and start making alot of
money...to sart living among theranksof therich...call xxx-xxx-xxxx to enroll now. Or complete
the enclosed enrollment form and mail it—or fax it to Xxx-xxx-xxxxx. (Hume & Associates)

28. Canwecount onyou?1 hope so. And I hope, too, that when you write your membership contribu-
tion check, you will be asgenerousasyou can. But whether your gift is<$$> or <$$$>, please act
now. At the <name of organization>, we urgently need your support and commitment. (The Ameri-
can Jewish Committee)

29. It ssmpleto get your book sent FREE: Just check the Y ES! box on the enclosed “ Free Look”
Reply Coupon...put itinthe postage-paid envelope..and mail it. That'sit—1 will personally make
sureyour copy (whichwe' veaready set aside) i s shipped out to you as soon ashumanely possible.
(Men'sHealth)

30. Here'show to take advantage of thisno-risk FREE offer:
1. Ped off the 10 Freelssueslabel from pageone.
2. Placethe 10 Freelssueslabel on the enclosed Free Two Week Subscription Reply Card
and completeit.
3. Send NoMoney. Just detach thereply card and mail it inthe accompanying postage paid
envelope. For immediate service, call 1-xxx-xxx-xxxx. It'sthat easy.
Doittoday. L ater, if you decideyou don’t want it, do nothing. You won't be obligated in any way.
(Investor’'sBusiness Daily)

31. Inorder tomake saying“yes’ even easier here’ sonemoreadvantage| think youwill findirresi st-
ible

© 2000 SurefireMarketing, Inc. And Yanik Silver. All rightsreserved.
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The P.S.

Believeit or not, your PS. isusually the second most read part of your letter after the headlineor

opening. Infact, Ted Nicholas, along with other direct marketers, have proven that apowerful PS. can
doubleor tripleyour response.

Sodon'tlettheP.S. just bean after thought in your sales|etter.

Useyour P.S. to highlight abenefit from your sales| etter, remind prospectsabout their purchase

being tax deductible, reinforce your guarantee, introduce aspecia surprise bonus, or motivatethe prospect
to take action by mentioning adate, limited time offer, etc.

Not only are PS.swell read, but PP.S sand PPPS.sarea so very well read.

So besureto useat least one PS. and seeyour results soar!

32 Compelling P.S.s That Make Prospects Buy

1.

P.S. Pleasereply promptly, becauseyour first freeissueisamost ready for mailing, and wedo need
your OK to send it to you. (BottomLine)

P.S. You'll beamazed at how smpleand easy it isto apply al of thesetechniques. Your FREE
bonus, <bonusname> will alow youto beginimmediately —even beforeyou listen to the program!
(Nightingale Conant)

P.S. If youwould likethe names of afew individualsthat are using —we dbegladto
givethemto youwhenyou call, so you cantalk to themin person.

P.S. Altogether there are more than <#>waysyou can inexpensively add to your bottom lineinthis
new program. Don’t you oweit to your businessto make surethat you' reaware of themall?
Discover and examineal of these profit-building tacticsfreefor 30 days. (Nightingale Conant)

P.S.EXTRA FREEBONUSBOOK! Just for trying <publication>, you' || aso receive <bonus
title>. 1t'sthe book everybody’ stalking about! Andit’'sour FREE gift to you!

P.S. Asour “thank you” for giving <publication>a30-day freetrial, we'll also send you two
valuablegiftsyou can keep no matter what you decide. Thefirstis . Andyour second freegift
is . (Prevention)

P.S. Thisistheoneand only timeyou can qualify to attend thisprogram at this pricewith such
affordable payment terms—for just <$$$> down you canreview al of my pre-attendance materials
and make the committed decisionto attend. The choiceisyours—so don't delay, your registration
must be accepted by <date>to bedligiblefor thisspecia offer! (Abraham Publishing)

P.S. Quick-responsebonus! Reply within 10 daysand you' Il also receive <title of bonus>. If you
liked the opportunities| outlinedintheletter, you'll lovethisexclusive specia report.
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10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

P.S. Onemorething | dmost forgot to mention—this Courseincludesthe best, most uniquelearning
tool thereis— A REAL PERSON. You get your own professional Course Counselor to call with
any questionsyou may have. Asoften asyou need. Any time. Eight hoursaday. Five daysaweek.
(Ted Warren Corp)

P.S. Suppliesof the <publication> arelimited and usualy sell out quickly. Orderswill befilledona
first-come, first-served basis. Avoid disappointment, order your copy today. (Mutual Fund Inves-
tors Association)

P.S. If you arenot totally convinced thisoffer isfor you, pleaseread the enclosed commentsfrom
subscribersto <publication>.

P.S. If you accept my invitationimmediately, I’ 1l rush you oneadditiona special report. It'scalled
<title>.

P.S. If you continue to work out the sameway, you’ regoing to get the sameresults. What I'm
offering you isthe easiest, most risk-freeway to try the <product> so you can seefor yourself how
our scientifically devel oped exercisesand conditioning routines can help you increase your strength,
improveyour stamina, and hel p you achieve the more muscled |ook you have awayswanted.
(Men'sHealth)

P.S. Act today and you'll get the exclusive <company name> no-timelimit guarantee. | insist that
every customer beasatisfied customer, so I’ [ thank you to returnthe book for afull refund should
you ever becomedissatisfied. Thisistheway I’ vedone businessfor over # years, so you can be
assuredthat I’ [ stand behind thisguarantee. (FC&A)

P.S. All thefreebonuses, including thetow big books, areyoursto keep evenif you take advantage
of our no-risk 100% money-back guarantee.

P.S. Remember, only # companieswill be accepted to participatein this<program>. Sincethisis
theonly program | have planned for <year>, thismay beyour only chanceto take advantage of this
fantastic opportunity. Don't delay —call xxx-xxx-xxxx ext X, and speak to <name>today!
(Abraham Publishing)

P.S. Cdll uson our toll-freeline, you' Il be ableto use our 24-hour hotlineimmediately! We'll give
you your private access code right over the phone. (Philips Publishing)

P.S. If you' d like an even better deal —and another freereport —sign on for two yearsof <publica-
tion>. You'll save46%...1" [l send you aFREE copy of <report title> plusaFREE copy of <an-
other title> and you' Il get 24 months of what'sbeen called themost exciting investment publication
availabletoday.

P.S.Don't forget...thisisatax deductible business expense. If you register early at <$$$$>, your
real cost after your tax credit isapproximately <$$$>.

Page- 39



20. P.S. If you act now, we'll aso send you 60 colorful, motivating Reward stickers— FREE!

21. P.S. If purchased separately, <name>'s <title> costs $25 the <another title> $45, and an annua
subscription to <newsdl etter title> $135. That’satotal of $205. Our current subscriberscanall three
for $165, asavingsof $40. But I’ m offering you an even better deal : Asanew subscriber, take 12
monthly issues of the newd etter and the <title> and the <another title> for just $129. You save $76!
(TheNo-Load Fund Investor)

22. P.S.1 can'ttell you how much your participationinthismarketing trial meanstome, sol surehope
you' |l takepart. Just returnthe gift certificate, and I’ ll seetoit that you receiveyour free book and
threefreeissues. Andthanksagain! (BottomLine)

23. P.S. | mentioned thereport, <title>, wasa* bonusfor promptness.” Please respond to thisoffer
within 10 daysto be sure of getting your FREE copy.

24. P.S. You canlosealot of money with thewrong newdetter. But you can’t lose when you accept this
no-risk offer. If you' redisappointed with your first issue of <publication>for any reason, just let us
know and we' Il refund your subscription payment in FULL.

25. P.S. Our unique new guaranteereflectsour confidencein <publication>’sability to work for you. If
you don't saveat least 100 timesyour subscription cost, you get al your money back. At any time
during your subscription—right up to thevery last day.

26. P.S. Thiswill bethe only naotification you receive and wewill not be expanding enrollment beyond
thelevel I’ vesetinthisletter. If youwait, you' |l losethisopportunity. Don't let that happento you.
Please call xxx-xxx-xxxx and register now whilethisisfreshinyour mind. Cal menow —before
someonegrabsyour dot. (Ben Cummings)

27. P.S. It'simportant to note that the <publication>’s subscription price may betax deductible. Ask
your tax advisor.

28. P.S. Pleaseremember, your free no-risk trial isexactly that —totally freeto you and without any risk
whatever. Infact, the only way you could incur any risk at al isby not accepting thisinvitation, and
thusdepriving yoursdlf of the greatest success advantage that you might ever havethe opportunity to
discover.

29. P.S. Therée'sjust onething. Thisoffer isgood for alimited time only, and expireswith thedate on
the check —so pleasedon’t delay. Deposit the check now, whileit’sstill valid. (BottomLine)

30. P.S. Hear real peopletalk about making real money: “ Eavesdrop” on conversationswith my stu-
dentsby calling xxx-xxx-xxxx (24 hours). (Ted Warren Corp)

31. P.S. Remember, weship dl orderswithin 24 hours, too!
32. P.S. Thanks so much for reading my letter, and, please, | need your answer within 10 days.

© 2000 SurefireM arketing, Inc. And Yanik Silver. All rightsreserved.
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Special Bonus

Gary Halbert’s Famous
“Coat of Arms’
sales letter that generated over
$7.3 million cash ordersdl!




Dear Mr. MacDonald,

Did you know that your family name was recorded wit a coat-of-arms in ancient heraldic
archives more than seven centuries ago?

My husband and | discovered this while doing some research for some friends of our who
have the same last name as you do. We' ve had an artist recreate the coat-of-arms exactly
as described in the ancient records. This drawing, along with other information about the
name, has been printed up into an attractive one-page report.

The bottom half of the report tells the story of the very old and distinguished family name
of MacDonald. It tells what the name means, its origin, the original family motto, its
placed in history and about famous people who share it. The top half has alarge,

beautiful reproduction of an artist’s drawing of the earliest known coat-of-arms for the
name of MacDonald. This entire report it documented authentic and printed on
parchment-like paper suitable for framing.

The report so delighted our friends that we have had afew extra copies made in order to
share this information with other people of the same name.

Framed, these reports make distinctive wall decorations and they are great gifts for
relatives. It should be remembered that we have not traced anyone’ s individual family
tree but have researched back through several centuries to find out about the earliest
people named MacDonald.

All we are asking for them is enough to cover the added expense of having the extra
copies printed and mailed. (See below.) If you are interested, please let us know right
away as our supply is pretty slim. Just verify that we have your correct name and address
and send the correct amount in cash or check for the number of reports you want. We'll
send them promptly by return mail.

Sincerely,
Nancy L. Halbert
P.S. If you are ordering only one report, send two dollars ($2.00). Additional reports

ordered at the same time and sent to the same address are one dollar each. Please make
checks payable to me, Nancy L. Halbert.



Extra Bonus
SECTION:

|nside this free bonus section aretwo
actual saleslettersthat are currently

pulling like crazy.

You should study these salesletters
and see how each of the elementsin
this manual have been brought to-

gether.

Special Note: If you decide to get any of these offers in the sales letter
examples you can take a full credit for the cost of the Sales Letter Tem-
plates you just purchased, deduct $29.95 from the price.
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Sales L etter Example 1.

“How ToWrite Million
Dollar Ads, Sales Letters &
Web Marketing Pieces’
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Don’t risk another dime on ineffective marketing.
Creating power ful marketing pieces is smple when

you team up with 23 of the most sought-after copywriters
and marketing expertsin the world and discover...

How To Write Million Dollar Ads,
Sales Letters, And Web Marketing Pieces

Dear Friend,

Doesevery ad, salesletter, and web marketing piece you create produce theresultsyou’ rereally after?
Arethey asprofitableasyou’ d likethem to be?

Evenif your adsand saleslettersaredoing alright... even if you' re squeezing out afew salesonthe
Internet... wouldn't you liketo increase your results by asmuch as9 times?

Asgpectacular asthismight sound, one of my clientsdid just that. Using what I’ m about to show you, he
increased hisprofitsby 917% (it'sall documented later in thisletter). And many more of my clientsincreased
their profitsby 300% or more.

How did they achieve such stellar results? Actualy, theanswer isquite simple. If you want toimprove
your salesand profitsexponentialy, thesecrettodoingitis:

M or e power ful conceptsand copy

It'sjust that simple. Look, | don’t care how great your product is, how attractiveyour art work may be,
what list you' re using, how inexpensively you can reach thousands of prospectson theweb, or how unique any
other component of your advertising might be.

Thebottomlineisthis: if youdon't do an exceptional job of motivating your prospectsto takeimmediate
action... if you borethem for one second... if you confusethem... or don’t do the strongest job possible of
closing them onceyou havetheir attention...

You'recheating your self out of all the
profitsyou could potentially beear ning!

I”’m sureyou know from experiencethat thisisabsolutely true. Haven't you run an ad or mailed asales
letter you were surewould sell likecrazy - only to haveit fail dismally?

| know this painful outcomeisall too familiar. Becauseafull 90% of my clientstell me
they’ ve beenthroughthis.

Hold on. Maybeyou’ rethinking, “ Sowhat. Thisdoesn't really apply to me. I do most of my marketing on
thelnternet. And sinceit doesn’t cost me anything to advertise, everything | makeispure profit”.

Unfortunately, that kind of mushy thinking iskilling your sales. Whileit'struethat it doesn’t cost much to
market on the Internet, thereal problemisthe competition for customersisstaggering.

Right now, there are over 320 million web siteson the Internet! Which meansyou' reinanal out war for
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“shareof mind”. Just getting peopleto discover your web site, much lesspay any rea attentiontoit, isan
enormouschallenge.

Bottomline, ask yourself thisquestion: “1f Internet marketing costsso little, how comel’ m not making
more money with my web marketing?’ Because | know from what my clientstell methat the vast majority of
people marketing on the Internet are getting lukewarm results at best.

In addition to reporting poor response and resultswith their online and of flinemarketing, my clientsalso
tell methey wish they were much better copywriters. Or they knew more about how to effectively judgeand
improvethe copy they get from their copywriters.

Here'sHow To Put An End To Poor Results
And Start Increasing Your Sales
And ProfitsRight Away

If you' dliketo put an end to thedismal resultsyou’ ve been getting... if you' d liketo be ableto writethe
kind of copy that makes products disappear off the shelvesand sellsserviceslikecrazy... if you'dliketo
super-charge the performance of every ad, salesl|etter, or web marketing pieceyou create, I’ ve got good
newsfor you.

I’ vejust completed apowerful new coursethat will show you, step-by-step, everything you need to know
to craft thetightest, toughest copy imaginable. Copy that sellsand sells- and sellssomemore! It'scalled the
How To Write Million Dollar Ads, Sales Letters, And Web Marketing Pieces.

Thiscourseisunlike anything you’ ve ever seen. Because I’ ve teamed up with 22 of the most sought-
after copywriting and marketing expertsin the country to show you, step-by-step exactly how they created
some of their most successful marketing pieces.

Each of these experts, givesyou ablow-by-blow account of precisely how they conceiveand create
winning ads, salesletters, and web marketing pieces.

They reveal the secretsthey useto devel op powerful hooks and strategiesthat drive winning cam-
pagns...

They track each piece, block by block, and show you precisely how each block was created to deliver
maximum sales...

They leave no stoneunturned, and literally spill every inside secret you could ever want for packing more
selling power into every ad, salesletter and web marketing pieceyou create.

Stop Risking Your Valuable Time, Effort,
And Money On I neffective Marketing - Put
23 Leading ExpertsOn Your Team And Watch Your Sales Soar

Why spin your wheelswith weak, ineffective conceptsand copy? Marketing ismuch too time consuming
and expensiveto risk getting poor results.

Now there'sabetter way. Because now you can “team up” with 23 of the most successful marketing
expertsintheworld and usetheir inside secretsto maximizethe selling power of every ad, salesletter, and
web marketing pieceyou create.

Expertslike Karen Anderson, Don Bice, Bob Bly, Larry Chase, Marty Chenard, Declan Dunn, T. Harv
Eker, Randy Gage, Gary Halbert, Dr. Paul Hartunian, Don Hauptman, Dan Kennedy, Dr. Audri Lanford, Dr.
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Jeffrey Lant, Ted Nicholas, Mike Pavlish, Brad Petersen, Russ Phelps, Murray Raphel, Bob Serling, Joe
Vitale, Brian Voiles, and PamelaYellen.

I”’m proud to announce acomprehensive new resourcethat’s packed with the proven strategies of these
leading experts. Each expert painstakingly lays out the compl ete details of some of their most successful
marketing campaigns- space ads, direct mail campaigns, and I nternet marketing.

They break each piece down block-by-block and show you what they werethinking, the strategy that
drivesthe piece, and every last detail on how the piece was created. Why isthis so beneficial to you? Because
I’ velearned from many years of expensivetrial and error that the fastest, easiest, safest way tolock in
successisto...

Model someone who is already successful

But theproblemis, you can’t just model anybody. Not if you want to ensure your own success. You have
to model the absolute cream of the crop - those expertswho have proven themselves over and over againthe
only placewhereit really counts, in the market place.

That’swhat How To Write Million Dollar Ads, Sales L etters, And Web Marketing Pieces gives
you. Accessto theinside strategies and marketing secrets of thetop expertsat creating space ads, direct mail
campaigns, and web marketing. Here' swhat you' Il find inthis powerful resource:

Section 1: How To Write Million
Dollar SalesCopy

Therearealot of bookson writing copy. Some good, some compl etely usel ess. What makesthissection
(and the entire book) so different than all the other bookson writing copy isthis:

When | decided to createthiscourse, instead of basing it on what | thought should bein abook on
successful marketing and copywriting, | et my clientstell mewhat would hel p them themost.

Here'swhat | discovered. My clientstold methey can recognize agood or even great ad when they see
one. But they don’ t know what makesit great. And what they really wanted wasto have acopywriter dissect
an ad, block by block, to show precisely what they were thinking when they wrote every component.

And that’ swhat makesthisbook so different, so much moreimmediately useful than any other book
you' veever seen on creating hard-hitting marketing and copy. Each pieceisbroken downtoit’'sfinest detail so
you canmodel it right away inyour own successful marketing campaigns.

However, in addition to these* guided tours’ of successful ads, sales|etters, and web marketing pieces,
I’veasoincluded aspecia 65-page guideto writing powerful copy. Thiswill giveyou afoundationfor every-
thing that follows. Here arethe componentsyou’ll find inthisguide:

1. Lockingreater saleswiththese4 Major Selling Principles. Getting your prospects and customersto
takethe action you want is much easi er when you understand and apply these 4 powerful principles. Any
one of them can propel your salesto new levels. Combined, they’ re unbeatabl e!

2. Increasetheselling power of al your marketing and copy by creating maximum response offers. I'll let
youinonamajor secret. Intoday’s market, your offer makes or breaksyour success. Crafting apower-
ful, highly profitable offer iseasy when you understand how. You' |l get comprehensive detailson how to
dojust that and start enjoying greater salesvolumeright away.

3. Pump up your profitswith my Maximum Response M ar keting Power For mula. Thisisthe 14-step
“recipe” | useto createall my own copy. You'll get detailed, step-by-step instructionsfor creating highly
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profitable ads, salesletters, and web marketing with minimum effort.

Next wemove on to applying what you' vejust learned. Toimmediately put thisinformation to practical
use, you get complete annotated versions of some of my most successful marketing pieces. Thisincludestwo
space ads, apostcard mailer, asalesletter, and aweb marketing piece. Each block of each pieceis numbered
and explained, block by block, incomplete detail.

This*working tour” of thefive salespieces|eavesno stone unturned. You' |l see precisely how each
piecewas created, what structure was used, and thelogic behind each critical decision. Moreimportantly,
you'll be ableto takethelessonsfrom each piece and apply them to your own copy for maximum results.

By theway, earlier | told you about aclient who increased hisprofitsby 917% using these techniques.
And many other clientswhoincreased their salesby 300% or more. They achieved these resultsjust with the
strategies and techniquesyou get in Section 1. Here aretheresultsthey reported in their own words:

“You immediately increased our profits on one project by a very real 917%!”
Phil Kratzer, CEO
National Response Cor por ation

“Bob Serling’s copy is always on target. He's never failed to get results. In a way, | hate to let the secret
out, because | know that good news travels fast!”

Marla Covin, Senior Account Executive

Schroffel & Associates

“Bob Serling made copy changes for our catalog. The results were phenomenal. When you consider
how much money Bob actually made for us, his services are one of the best bargains I’ ve ever come
across.”

Ray Méelissa, President

Mailer’s Softwar e Catalog

“You increased our sales by a whopping 328%!”
Bruce Elliott, President
The Gold And Diamond Center

With thosekind of resultsin mind - just from Section 1 - let’stake alook at how much moreyou can
expect togain.

Section 2: The Headline Clinic

Powerful headlinesare crucial to the success of any marketing piece. Sinceyou only have afew seconds
to selzeyour reader’ s attention and convince them to keep reading your ad or salesletter, you' d better be able
to stopthemintheir tracks. So I’ ve devoted an entire section to making sureyou haveall thetoolsyou’ |l ever
need to create successful headlines.

For thisclinic, I’'mjoined by Bob Bly, T. Harv Eker, Gary Halbert, Dan Kennedy, Ted Nicholas, Brad
Petersen, Joe Vitale, and Brian Voilesto show you everything you need to create the kind of headlinesthat get
optimum results.

You'll discover what’scrucia toincludein every headline, what to absolutely avoid, and ethical waysto
“swipe” winning headlinesfrom other adsand salesletters. When you’ redonewith thissection, you'll bea
master at creating headlinesthat sell much more of what you haveto offer.

Section 3: 20 Leading Experts Take You
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On A Step-By-Step Tour Of Some Of Their
M ost Profitable Promotions

Thissection ispacked with powerful examplesof ads, salesletters, and web marketing piecesthat have

sold millions of dollarsworth of products and services. Each piece has provenitself many timesover inthe
marketplace. Thereisno textbook theory, no wishful thinking, nofluff or filler. I1t'sall hard-hitting, proven
strategies and copy you can start using today to create your own winning sal es pieces.

20 of thetop marketing expertsin the country reveal their trade secretsfor creating marketing and copy

that produces exceptiona results. Each pieceisbroken down block-by-block and numbered. Then each
numbered block isdissected and laid out in complete detail. You seethe strategy each expert used, thetech-
niques, offers, guarantees, risk reversals... and every other component that makes these pieces produce such
powerful results.

Nothingisleft to theimagination. By thetimeyou’ redonewith these guided tours, you' Il haveall the

toolsyou’ll ever need for creating marketing that produces substantial results. Takealook at what you getin
thisinnovative section:

1.
2.

10.

11.

12.

13.

Karen Ander son. How to use endorsed copy and offersto create an explosion of saleson the Internet.

Don Bice. Inside secrets of asalesletter that’s pulled in steady profits month after month for over 10
years. Plusapowerful salesletter for abusiness opportunity.

Bob Bly. A salesletter demonstrating how to sell technical workshops by the master of business-to-
businessmarketing.

Larry Chase. A powerful pressreleasethat brought in thousands of subscribersto Larry’sonline news-

letter. Thisisamasterful example of using the hook of afree serviceto drivealot of traffic to your web

Ste.

Marty Chenard. How to use postcard mailingsand aningenioudly simple sampling techniquetowin paid
subscribersto anewsdletter.

Declan Dunn. How to sell ahigh-ticket product on the Internet. Declan obliteratesthe myth that only
low-cost items can be sold online.

Randy Gage. Randy’s powerful space ad that made hisbook on multi-level marketing abest seller. Plusa
salesletter that showsyou how proper bending of traditional marketing rules can produce exceptional
results.

Dr. Paul Har tunian. Secretsfor creating low-cost insertsthat produceimpressive profits. Paul reveals
how to createasubstantial six-figureincomewith thissimpletechnique.

Don Hauptman. Donisknown theworld over for hisclassic headline and campaign “ Speak Spanish
[French, German, etc.] LikeaDiplomat!” that sold tensof millionsof dollarsworth of language courses.
He sharesanew space ad that’sbeing used to sell afamousinformation product.

Dan Kennedy. Inthisspectacularly successful direct mail letter, Dan demonstrates how the magic of the
word“freg” coupled with an almost too-good-to-be-true of fer movesalot of product.

Dr. Audri Lanford. Doeslong copy sell? You bet it does. Discover how Audri usesa36-page “reportlet”
to createalarge volume of sales.

Dr. Jeffrey L ant. No-holds-barred advice from amarketing legend on how to makethe Internet and e-
mail marketing produceimpressive profits.

Ted Nicholas. Thelatest space ad from the man who has sold over $200,000,000 worth of booksthrough
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hismastery of creating compelling space ads.

14. MikePavlish. Discover theinside secrets of selling through magal ogs, the format all major newsdl etter
publishersrely onto build huge volumesof subscribers.

15. Brad Peter sen. Here’' saproblem everyone wishesthey had. Brad explainsthe 2-page space ad he
created for aclient that sold so many pool cues, they couldn’t produce enough product tofill al theorders
and had to stop running the ad!

16. RussPhelps. Discover the secrets of successful tear-sheet mailings by one of the most successful
copywritersinthe country.

17. Murray Raphel. Marketing legend Murray Raphel revealsal-pageletter he created that sold over 5000
copiesof ahard-cover book.

18. Joe Vitale. Master copywriter Joe Vitale showshow he breaksall therulesand usesasimple, 2-page
letter to sell a$795 product. Plus, herevealshissecret for creating “ publicity style copy” to makeimpres-
sivesaeswith e-mail marketing.

19. Brian Voiles. How asimple postcard mailing bringsin aphenomenal $26.97 for every dollar investedin
marketing.

20. Pamela Yellen. These space adsfocus on two-step “ upgrade selling” - using afree or low-cost report to
identify prospects, then selling them high-ticket itemsthrough the report. A powerful weaponto addto
your marketing arsenal.

Here'sHow Start Making All Your
Ads, Sales Letters And Web Marketing
PiecesMajor Winners

TheHow To Write Million Dollar Ads, SalesLetters, And Web Marketing Pieces courseis
packed with everything I’ vejust described above. You get amassive manual (462 pages!) with al three
sections.

How To WriteMillion Dollar Sales Copy
2. TheHeadlineClinic

3. 20 Leading Experts Take You On A Step-By-Step Tour Of Some Of Their M ost Profit-
ablePromotions

But that’sjust the start. For thisvery specia edition, I’ ve also created 3 exceptional bonuses. I’m doing
everything | possibly can to makethisthe ultimate packagefor your marketing and copywriting success. Here
arethe bonuses and the advantagesthey giveyou:

BONUS #1: Inside Secrets To Marketing
On ThelInternet

Thisbonus consists of audio tapeinterviewswith threeleading expertson Internet marketing and
copywriting. | wasfortunateto be ableto conduct separateinterviewswith Dr. Audri Lanford, Joe Vita e, and
Declan Dunn on how to makeall of your Internet marketing more profitable.

Here'sjust aportion of what you' || get. The best waysto drive major traffic to your web site... thesingle
most important marketing method for succeeding onthelnternet... incredibly effectivelow-cost and no-cost
marketing techniques... how online copy differsfromtraditional copy - if you don’t follow somebasicrules,
you' rewasting your time and money... the best waysto structure an online offer... hard factson what sells
and what doesn’t sell online... impressive success stories of companiesyou’ ve never heard of... common
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mistakesto avoid... how to cash in with affiliate programs... what the future holdsfor Internet marketing... and
much, much more.

This 3-tape set will bepriced at $59 whenit’ssold onit’sown. But it'syoursfree with the Course.

BONUS #2: The 8 Key Secrets To Consistently Getting Tons Of Free Publicity - And How To Use
It To Send Your Sales Through The Roof

Free publicity can be apowerful tool for growing your business. Not just becauseit’sfree, but for the
tremendous credibility that comeswith mediacoverage. Thegood newsis, getting al of thefree publicity you
needisagame. Theonly problemis, therules of the game haven't been clearly stated - until now.

Thisbonusreport will giveyou aprofessional publicist’sarsenal of toolsfor winning al of thefree
publicity your businessneeds. You'll find out how to createasimple, powerful publicity plan, what to doto
easily double or triplethe amount of coverage you get, and awealth of hot tipsand techniquesfor converting
publicity toincreased sales.

Thisreport normally sellsfor $20. But it’syoursfree.

BONUS#3: A Special Interview With
Marketing Legend Ted Nicholas

If you’ ve been around direct marketing at all, Ted Nicholas' nameisfamiliar to you. Ted’ssuccesswith
space adsand direct mail islegendary. He has single-handedly created campaignsthat have sold over 200
million dollarsworth of booksfor hiscompany.

A few yearsago, | had the pleasure of interviewing Ted for an hour. Theinterview yielded a21-page
report called, Ted Nicholas: Self-Publishing And Copywriting Secrets. Inthis uniquereport, Ted sharesthe
secretsof succeeding in self-publishing. Not just asaprimary business, but also asaway of generating huge
amountsof qualified leadsfor your existing business.

Then Ted digsin and sharesthe secrets he' s used to create the copy that sold 200 million dollarsworth of
hisbooks. Some of thetopics Ted coversin great detail includes: insideinformation on creating riveting
headlines... the secret of writing hypnotic body copy... how to price productsfor maximum sales... the secret
of the* ultimate benefit” ... how to test your copy... and more. Quitesimply, Ted tellsal!

If you want to profit from the experience of one of the most successful direct marketersever, don’'t miss
thisriveting report. A bargain at it'snormal selling price of $20, it'syoursfree.

Now, you might expect to pay in excess of $350 for How ToWriteMillion Dollar Ads, SalesL et-
ters, And Web Marketing Pieces.

But I have good newsfor you. I’m making it availablefor the extremely reasonable price of just $177
(plus$6 shipping and handling).

How long will | keep my pricethislow - just $1777?1 can’t say for sure. But for at least the next 30 days,
the price for the How To Write Million Dollar Ads, Sales L etters, And Web Marketing Piecesisa
modest $177.

I'll “Sweeten The Deal” Even More - | Invite
You To Put All Of TheRisk Entirely On Me...

Now, in caseyou have any lingering doubtswhatsoever, | want to makeit fool proof for you. You see, |
completely guarantee that the proven strategies and techniquesyou get from 23 of the country’sleading
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marketing expertsand copywriterswill work for you.

So here’'swhat I’ d likeyou to do. Try the coursefor onefull year with no risk whatsoever. Therisk is
completely mine.

You can“test drive” every strategy and technique of all 23 expertsasmany timesasyoulike. Proveto
yourself that their wisdom makesareal differencein your salesand profits. If you aren’t completely satisfied,
| want you to ask for, and get, your money back.

That’show confident | am that this breakthrough coursewill changeforever theway you do businessand
contribute mightily to your bottomline.

Thetruthis, you'll never haveto worry about arefund. Because onceyou start using theseingenious,
proven techniques and seetheimmediateincreasein your salesand profits, I’ m betting it will beimpossibleto
get you to part with your copy of thispowerful course.

If You Want ToGet In On ThisLimited
Opportunity - You Need To Act Now!

Asyou can probably tell, with everything I’ ve packed into both editions, thiscourseisatrue bargain.
Whichmeans| expect aflood of orders. And oncetheinitia print runissold out, I’ [l haveto returnyour
payment until more copies can be printed.

Soif you'rereally seriousabout increasing your salesand profitswith aslittle effort aspossible, you can’t
wait. You need to takeimmediate action.

It'seasy to do. Right now, whileit’sfreshinyour mind, fill out the enclosed coupon andfaxitto
1-301-656-2471. You can fax your order 24 hoursaday, 7 daysaweek and it’sthe fastest way to make sure
your order gets shipped immediately. Or mail the coupon to: Surefire Marketing, Inc. 14312 Fairdale Road,
Silver Spring, MD 20905.

Don’'t wait. Order your copy of How To Write Million Dollar Ads, SalesL ettersAnd Web Mar -
keting Piecesright now. That way you can get on afast track to increasing your salesand profitsright away.

Sincerdly,

Bob Serling
Stratford Marketing Group, Inc.

P.S. Remember, therisk isentirely on me. You can use every strategy and technique of all 23 expertsfor 12
full monthsand proveto yourself that they work aswell asI’ ve promised. If you aren't satisfied, for any
reason, just return the coursefor aprompt, full refund. You' ve got absol utely nothing tolose- and
substantial salesand profitsto gain. Fax your order right now to 1-301-656-2471. Or call to order
right now: 1-800-896-6979 (Int'| +1-301-656-2424).
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12 Month No-Risk Trial

Y ES- 1 want toteam up with 23top marketing expertsand copywritersand turn all my
ads, salesletter s, and webmar keting piecesinto major winners. Please send me Bob Serling’'s
“How ToWriteMillion Dollar Ads, SaesL etters And Web Marketing Pieces’ right away.

| understand that my purchaseiscompletely protected by Bob'stotal satisfaction guarantee. | have
12 full monthsto “test drive” each and every strategy and technique of al 23 experts. If I’ m not
thoroughly convinced that my has marketing hasimproved substantialy, or I’ m not satisfied for any
reason, youwill refund every cent | paid. Onthat risk-freebasis, hereismy order.

DduxeEdition. Includes compl ete course manual (462 pages) with: How To Write Million Dollar
Sales Copy, TheHeadline Clinic, and 20 L eading Experts Take You On A Step-By-Step Tour Of
Some Of Their Most Profitable Promotions. Plus 3 Free Bonuses: (1) Inside Secretsto Marketing
OnThelnternet; (2) The 8 Key Secrets To Consistently Getting Tonsof Free Publicity; and (3) The
Ted NicholasInterview - Self Publishing and Copywriting Secrets. Purchased separately, theseitems
would cost $276. Special Pricefor $177.

CZ/aec-éa.Z membert Jouice omly $£147.05)

Please add $6 shipping in US, $14 shipping to Canadaand $40all others.
MD residents: Be sureto add 5% salestax.

Payment Method:
[ I'veenclosed my check payableto SurefireMarketing, Inc.
] Pleasechargemy credit card below:
O visa [0 Mastercard [ American Express [] Discover

Card# Exp Date /|
Signature

Name:

Address:

City: State: Zip:

Phone: Fax:

E-mail:

FOR FASTEST SERVICE
Fax To 301-656-2471 (Anytime, 24 hrs)

Or call 1-800-896-6979 or +1 301-656-2424

Or Mail To: Surefire Marketing, Inc.
14312 Fairdale Rd, Silver Spring, MD 20905
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Sales L etter Example 2.

“Advertising Magic’
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“How To Master The Art-And-Science
Of Writing Ads & Sales L etters
That Work!”

Now You Can Use ThisSimple, Step-By-Step System
ToTurn All Your AdsInto Powerful Money-Makers

— 100% Guaranteed!!'!

Dear Fri end,

You' re about to discover a proven, surefire way to increase the sales and
profits of every ad you place, and every letter you nmil!

Even if your ads and sales letters are doing okay, you can now doubl e,
triple, or even quadruple the results you re getting!

And it's easy once you know the...

Step-By-Step System For Writing Powerful
Ads And Sales Letters That Sell!

That's what this letter is about... showing you where to turn to find
sinple, yet detailed infornation guaranteed to nake your advertising work.

That’s where ny friend Brian Keith Voiles cones in.

You nmay have never heard of Brian, but he happens to be one of the nation’s
nost talented copywiters. He's one of the few people |I know that understands
the true neaning of “salesmanship in print”. (Advertising that sells is “sal es-
manship in print” and Brian literally wote the book on it!)

Brian's fee for witing an advertising canpaign is $7,500.00. Hs clients
eagerly line-up to pay himthis fee because the ads and sales letters he wites
for them are real noney-nakers!

Good news for you:

Brian recently released a new hone study course that nakes witing ads and
sales letters a breeze! And now you can get this conprehensive course for a
fraction of what you' d have to pay Brian (or any copywiter) to wite an ad or
sales letter for you.

It’s call ed:

“Advertising Magic: The Complete Guide To Creating
Hot Ads & Sales Letters That Work...”
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Advertising Magic is by far, the best thing |I've ever seen on the subject of
writing advertising and sales letters that sell.

The bottomline is this: If you want your ads and sales letters to stop
bei ng noney-wasters and start being noney-nmakers, you nust get this course!

Look, knowi ng how to put together an ad that brings in orders like crazy is
one of your nobst powerful assets. It’s an asset that you can | everage and use
to make yourself serious noney every single tine you run an ad or nail a letter.

Advertising Magic will show you how to master the “art-and-science” of wit-
ing powerful sales letters, postcards, brochures, order forns, web pages, dis-
play ads, classified ads, and yell ow page ads that sell, sell, sell!

Owning the Advertising Magi c home study course is |ike having your own in-
house copywiter on call 24 hours a day, 7 days a week. Because once you apply
the step-by-step formulas laid-out in Advertising Magic your ads and sales |et-
ters will practically wite thensel ves!

By the way, pay special attention, in a few nminutes |'mgoing to tell you
about a $450.00 FREE G FT that Brian has agreed to give you.

Like I nentioned earlier, Brian is one of the top advertising witers in the
busi ness. He’'s witten bl ockbuster ads and sales letters for:

. Ted Ni chol as, (author of “How To Form Your Oan Corporation For
Under $757)

. Gary Hal bert, (author of “How To Make Maxi mum Money In M ninum
Tine”)

. Jay Abraham (marketing consul tant and author)

. Dr. Stephen R Covey, (N Y. Tine's best-selling author of “The
Seven Habits OF Highly Effective People”)

. Dr. Jeffrey Lant, (author of “Cash Copy”) and,

. Robert Allen, (Best-selling author of “No Mney Down
Real Estate”)

and the step-by-step system you learn in his course is the exact sane system
he uses to nmke these clients and others mllions of dollars!!

As a matter of fact, take a look at what sonme of these top experts and cli-
ents of Brian have to say about him and his copywiting skills:

“Brian Keith Voiles is a fantastic, rising young copywiter.
He' s one of a rare breed in Anerica who shows real talent!”
—Ted N chol as, Aut hor/Publisher « Ni cholas Direct

“Brian Voiles is an exceptional copywiter. Wen |’ mtal ki ng about busi ness, excep-
tional neans only one thing —he’s exceptional at maki ng you noney. |f you have a
chance to get Brian to wite copy for you, book hi mnow before soneone el se grabs
your spot.”

—Bob Serling, Marketer, Consultant e Stratford Marketi ng G oup

“Brian Keith Voiles... wites sone of the best sal es copy |’ ve ever read. He’s one
of the best copywiters there is and, he’s not only good, Brian has ny hi ghest
reconmendat i on.”

—@Gary Hal bert, Author e The Gary Hal bert Letter
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“The nobst recent letter Brain wote for ne filled the sem nar seats to
overflowng in record tine. Because of Brian's sales letter, | made
$52,682 in 30 days. Get your hands on everything this guy has to offer
before he realizes he should be charging TRl PLE what he does!”

— Robert G Allen, Author/Trainer « “Nothing Down Real Estate”

These guys have all worked with Brian or nmade noney off Brian's irresistible
ads; and once you grab hold of Brian's new course, you'll be cranking out noney-
maki ng ads that are irresistible to your prospects, too!

I"'mtelling you, if you' ve ever wanted to step-up your bank account
BIGTIME, Brian's Advertising Magic is the place to start!

Advertising Magic Is A Complete System
For Making Advertising That Works.
And It's So Simple, Anyone Can Do It!

Wth this proven system you |l be putting out ads and sales letters that’l
suck-in the cash |ike crazy!!

Understand, this isn't information you'll find in all the other ad witing
books that are out there —you'll be learning Brian's deepest secrets about how
to put out advertising that pulls in the profits.

Here's just a small sanple of what you' |l discover and |earn from Advertis-
ing Magic:

e The very first thing you nmust do before witing one word of copy!

e 62 fail-safe tests that every ad nust pass before you use it!

e Exact word-for-word sanples of sales letters that brought in nillions... and
how to adapt those sane letters for your own business!

e How to guarantee that your letter gets opened, read, and responded to.

e Time tested words and phrases that sell and how to use them

e The real reasons people choose to buy anything —the secret truth |ong known
by master sal esnen, sociologists, and “con nmen” finally reveal ed!

e How to wite benefit packed bullets that generate sal es!

e The tips, tricks, and techniques that nmake space ads work like a dream

e The nost inportant part of every letter and ad you wite.

e 21 sinple steps for creating order fornms that get prospects to act fast!

e How to get “in the nbod” to crank out hot ads whenever you want. (...like a
hot thoroughbred race horse entering the starting gate.)

e 11 steps to witing a “nllion dollar” sales letter

e 6 ways to inprove your ad... after you ve done all you could to make it your
best .

e Wiy people don't respond to a good ad or sales letter, and how to change it!

e The 3 nost basic and over-|ooked questions you nmust ask yourself to nake
sure your ad or sales letter is focused!

e The inside secrets of how to create a guarantee that encourages your custom
ers to buy now
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Wth Advertising Magic you'll be witing advertising copy just like the di-

rect marketing pros. Here's what else you'll get out of your course:

13 tips and tricks for creating powerful openings to your ads!

The essential elenments of every great sales letter and how you can use them
The 9-step fornula that anyone can use to wite advertising copy 100 tines
nore potent than the best Madi son Avenue ad agency!

The best way to create the “first draft” of your ad. (This technique wll
surprise you!)

The 12 mi stakes npbst advertisers make and how you can avoid themn

How to get all the testinonials you d ever want!

20 guaranteed ways to increase readership and response to your sales letters
and ads... without touching your current copy!

The 6 steps you nust follow to nmake sure your advertising sells!

How to lay out your sales letter for increased readership.

Amazingly sinple outlines to follow that make putting out ads and sales |et-
ters even easier.

e How to create powerful headlines that guarantee your prospects will read
your ad!
e Wiy you' ve got to forget everything your English teacher ever taught you to
make your ads and sales letters pull in the cash sales you deserve!!
And, believe nme... this is just the beginning of all you get from Advertis-
i ng Magi c!

“Advertising Magic Is Like Nothing You've Ever
Seen Before On Creating Ads And Sales Letters That
Bring In The Business You Want!!”

Brian's approach to coning up with hot ads is conpletely different than any-

thing you ve ever seen, read, or heard before —and he’'s convinced anybody can
do what he’'s doing, once they understand it!

Let’s take a |l ook at what people have to say about Advertising Mgic:

“Your book is AVESOVE!! | always thought you were a genius... now | know
you are a genius! ‘Advertising Magic’ is not only the best thing ever
witten on how to wite ‘Killer’ copy, but it virtually stands al one!
It’s awesone! Serling, Halbert, Kennedy, N cholas, none of them have even
scratched the surface conpared to your ‘Advertising Magic’'. | can’'t put
it down. There’s nore hard-hitting, profit-generating information in one
chapter of your book than in the rest of ny library.”

— Kenn Kerr, Former Walt Disney Creative Director « Reno, NV

“As a direct marketer for some 20 years and as Editor of a newsletter for
hone- based busi nesses, | have reviewed and used hundreds of books and
courses on advertising and direct marketing. Your ‘Advertising Magic' is
in a class by itself. The course is power-packed with tested ideas worth
hundreds of tines nore than the nmeager price you are asking. | was flab-
bergasted by the sheer anpunt of heavy duty know edge your course contains
and the ease with which you convey it.”
— Ed Durham Hone Incone Report o WIIlingboro, NJ
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“Your ‘Advertising Magic’ course s absolutely the best course on
copywiting in the world... and | have bought two previous courses
before yours. You are without a doubt the hands down wi nner in giving
det ai |l ed and understandabl e copywiting information. You poured your
heart, soul and guts into this product and you have given ne a wealth of
knowl edge and | think your course was well worth every dine that | paid!”
— Al Robi nson, Successful Business Associates o Chicago, IL

“l recently got a copy of your ‘Advertising Magic’ course —VWOW Let ne
just say that | personally spend over $10,000 a year on books, tapes, and
sem nar prograns to enhance ny know edge of direct marketing. |’'ve read
practically every book ever witten on the subject of copywiting. Your
course did an excellent job of synthesizing everything |’'ve ever read or
heard on the topic in one easy to understand course.”

—Brian Kay, Cash, Inc. « Port Washington, NY

“Witing ads and letters that really sell is the ultimte ticket to finan-
cial freedom As far as nmaking noney goes, you just cannot |learn a better
skill than this one. Imagine. No matter what you want to sell, you can
always cone up with an ad or a letter to do the job. Anytine you need
nore business —sinply turn the tap on. Sounds too good to be true??
Well, it isn't. Not if you have the right tools at your disposal. 'Ad-
vertising Magic’ is what | consider the best guide to witing ads and
sales letters in the world. | don’'t say that lightly. Brian Keith Voiles
has created sone of the best ads and letters |’ve ever seen. And he’s
worked for sone very fanmpus (and rich) clients. |If you want to learn the
ultimate skill, | highly reconmmrend Brian’s course. The sanpl e ads and
letters included with the course are worth many tinmes the investnent.
Even if you don't want to learn how to wite ads and |etters yourself
your are sure to find an ad or letter you can adapt to your business.”

— Peter Sun, Peter Sun Marketing e« Australia

Advertising Magic is a conplete “encyclopedia” to creating advertising that
sells! The information in this conprehensive, one-of-a-kind course is laid out
for you in precise, step-by-step detail.

O all the books and courses | own on copywiting, Advertising Magic is the
one | refer to nost when witing a sales letter or any kind of ad. Once you own
your Advertising Magic home study course, you'll refer to yours over and over
again too

Here's what you get with your course:

v' The Advertising Magic 3-ring binder manual — 388 type-set pages of
power - packed information that reveal Brian's proven step-by-step system

for witing powerful ads over and over again... including sanples of
noney-naking letters and ads that Brian has witten for hinself and
ot hers.

v You get Brian's easy-to-follow “secret creation systenf that nakes
witing ads and sales letters effortless.
v' Six audio cassettes revealing how you can inplenent this system and how

you can get the nost out of it —starting today! Plus nore details on
headl i nes, bullets, offers, guarantees, and nore!
v PLUS, Brian will be going over several of the sanple letters in |ine-by-
line detail on cassette #6! He'll tell you the thinking behind each of
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t hese nmoney-naking sales letters and ads so you can learn to do it your-
sel f!

v" You get a brand-new video of a powerful and entertaining presentation
Brian did at a seminar revealing his sinple (yet potent) fornula for ad-
vertising success!

And, if you are one of the first 45 to order Advertising Magic, Brian has
agreed to give you this HUGE FREE BONUS worth nore than the entire course:

You Get Two, 30 Minute Advertising
Critiques On The Phone — Direct With Brian
Absolutely FREE! (Valued at $450.00!)

That neans, for the next 2 ads or sales letters of your choice, you'll be
able to run them past Brian to nake sure your ad is positioned to sell! Brian
usual |y charges $225.00 for each critique... but you get both of them for FREE —
if youre one of the first 45 to order! (Because of Brian' s busy schedul e, he
can only offer this FREE bonus to the first 45 who order.)

But, that’s not where it stops!

Brian wants to nake sure you get the very nobst out of each of your cri-
tiques, thus helping you to learn to put together ads that sell even better.
So, not only do you get his advice over the phone...

You Immediately Get A FREE Cassette
Recording Of Each Critique!!

This will give you a permanent record of your |earning experience wth
Brian. Anytine you need a refresher course, you can sinply pop that cassette
into your player, and hear the noney-nmaking ideas flow again!

These critiques give you i mediate insight on how you can inprove your sales
pitch before it goes out the door!

For you, it's a no-lose proposition. You'll be getting everything you need
to nmake your ads and sales letters work.

And, you get a No-Risk, 12 Month Money-Back Guarantee that simply says:

Try “Advertising Magic: The Conplete Guide To Creating Hot Ads and Sal es
Letters That Work!” for the next 12 nonths. |If, after you put Brian's
techniques to the test and try them for one full year, you find that Ad-
vertising Magic hasn't nore than paid for itself, sinply return it for a
conpl ete no-hassle refund. And the FREE bonus consultations and cassettes
are yours to keep even if you do get your noney back!

Plus, all six audio cassettes and the video cone with a life-tine war-
ranty... if they ever break or wear-out for any reason, we'll replace them FREE
of charge.

Thi nk about it:
The worst that can happen is you Il conme out $450.00 ahead! (The two consul -
tations are worth $450.00) There’'s sinply no way you can | ose!
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Here's how to get going:

You get Brian's conplete “secret-systenf for creating your own ads, sales
letters, and pronotional pieces. You get the 388 page manual, the six audio
cassettes, and the video. PLUS, if you're one of the first 45 to order, you get
the two, 30-minute advertising critiques for FREE! You get it all for the |ow,
[ ow i nvest nent of $297 (plus $7 shipping and handling).

You can use your VISA, MasterCard, American Express, Discover card, or we
can even take your check over the phone or by fax.

And if you like, you can nake two easy paynents of $148.50 spread 30 days
apart. (For credit card and Checks By Phone or Fax orders only. Shipping charge
added to first paynent.)

Now you may be thinking that $297 is a lot of nmoney to spend for a workbook
and a set of tapes. But, this isn't just a book with a set of tapes.

This is Brian's proven, easy-to-use system for witing advertising that gets
you results. It’'s the exact system he uses to wite advertising for his clients
at $7,500.00 a pop!

And now you can get it for a fraction of $7,500.00

The Advertising Magic course will show you the quickest and easiest way to
increase the sales and profits of all your adverti sing!

W’'re talking a real-life, nuts-and-bolts, down-to-earth, step-by-step sys-
tem for punping out ads and sales letters that nake you noney... tine and tine
again... he's done it for the “big boys”, now let himdo it for you!!

“What's the best part about this whole thing?”

Well, in nmy opinion the best part is this:
You'll gain a brand new skill —the skill of creating powerful ads and sal es
letters that' Il put noney in your pocket tine after tinme! A skill you can use

to nultiply yourself 1,000, 10,000, 100,000 tinmes —every tine you place an ad,
or mail a letter! Sure, you can go ahead and throw your same old ads and sal es
letters out to the marketplace again. And you can hope and pray that your next
pronoti on works out.

But why put yourself through it all?

Way not invest in your ability to take control of your profits, increase
your lifestyle, and nake nore noney by getting yourself Advertising Magic. Wth

it, youll discover the real secrets of creating ads and sales letters that work
i ke magic!
Let me tell you. |If you go ahead and mail your next sizable batch of sales

letters without putting them through Brian's sinple, step-by-step system the
noney you | ose sending out a poor sales letter or ad coul d ve bought you and al
your friends a copy of Advertising Magic!

[t’s true. Thi nk about this:
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$297 is really a painless drop-in-the-bucket conpared to the noney you're
going to lose over your lifetime without this advertising know how. Looki ng
at it that way...

You Really Can’t Afford NOT To Invest In This Course!

Advertising Magic will give you the powerful cash-generating skills you need
to rocket your sales and profits through the roof —forever!

So take action right now, while it’s fresh on your m nd.

Order by calling 1-800-896-6979. And renenber, if you use VISA MasterCard,
Ameri can Express, Discover card or Checks By Phone, you can nake two easy pay-
ments of just $148.50. CALL NOW

If you prefer, sinply conplete the No-Ri sk Order Coupon and FAX it to us at:
1-301-656-2471. O, mail it with your conpany or personal check to: Surefire
Marketing, Inc., 14312 Fairdale Road, Silver Spring, M 20905.

Go ahead, try Advertising Magic at ny risk for one full year. |[If it doesn't
pay for itself nmany tines over, | want you to send it back so | can give you a
conpl ete, no-questions-asked refund!

Si ncerely,

Vil Silver

Yani k Sil ver
Surefire Marketing, Inc.

P.S. If you want to discover how to quickly and easily create ads and sal es
letters that will have people lining up and practically begging you to

take their noney, you need to junmp on this right now

Advertising Magic gives you everything you need to create powerful, noney-
maki ng, profit-generating ads and sales letters right from the get-go.
Pi ck-up your phone right this mnute and call 1-800-896-6979.

P.P.S. Renenber, Brian insisted that he can only allow 45 custoners “in” on the
FREE consultations —that’s all he has time for. You nust order right
now to guarantee that you'll get the FREE sales letter and ad critiques
with Brian.

Once the first 45 orders are taken, orders after that will not get the
FREE critiques and consultations... sorry. Under st and, these critiques
are a $450.00 value alone... yours FREE if you're one of the first 45 to
order!

FAX YOUR ORDER NOW! 1-301-656-2471

Surefire Marketing, Inc. 14312 Fairdale Road, Silver Spring, MD 20905
Phone 1-800-896-6979 Int’l 301-656-2424 Fax 301-656-2471
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No-Risk, 100% Money-Back Free
"Ad Magic" Trial Form

[ “Yes!” | want to turn ads and sales letters that waste money into ones that make money by using Brian's
quick and easy methods for creating ads and sales letters that practically make people line up and beg meto
take their money! | understand that my satisfaction is absolutely guaranteed -- if | don't make at least 10
times my investment in the next 12 months, | get my money back with no hassles. | aso understand that if |
am one of thefirst 45 people ordering, | will get 2 critique certificates worth $450.00!

On that basis, here's my order for "Ad Magic: The Complete Guide to Creating Hot Ads and Sales L etters
That Work!", priced at $297 plus $7 shipping. cLpecial membet price omly $ZC7.05>
International shipping - $14 Canadaand $40 all others

Name:

Address:

City: State: Zip:
Phone: Fax:

E-mail:

Payment Method:
] Enclosed ismy check

I .
VISA ] Pleasechargemy credit card:
O visa [0 Mastercarld ~ [J American Express [ Discover

=
@ Carct Exp Date /. \
Signature D

How To Get Started:
1. Fax This Trial Form To 301-656-2471 (Anytime, 24 hrs)

‘\‘\‘&

:§ 2. Call: 1-800-896-6979 (M-F 8:00 am - 6:00 pm EST)

3. Mail To: Surefire Marketing, Inc.
14312 Fairdale Rd, Silver Spring, MD 20905

© 1999 Surefire Marketing, Inc.
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