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ALMOST A HUNDRED YEARS ago, Robert Collier made his living sending out sales letters by post directly to individuals. And it was a very good living. His record was such that even today, people want to learn how he did that.

The trick was in his basics. The rules are as old as time, yet many people won’t take the time to distill their own and their competition’s craft to discover what works routinely.

Those who do, are way ahead of the rest of the field.

Collier, among several others listed in the Bibliography, took some time to write a book on his successes. This “Letter Book”, as he called it, has been in and out of print ever since. While it was a massive book all on it’s own, we’ve taken the time to distill the 10 main lessons that Collier taught in that book and re-published them here.

What we are doing with all the books in this Masters of Marketing series is to apply the modern publication technology of ebooks and Print on Demand to ensure that these book never go unavailable again.

As we’ve been working at these, we’ve also found that each of them can be distilled to a few simple lessons. Courses are being created, in order of the most popular books, so students of copywriting and advertising can more readily absorb and internalize the success principles these classic authors have proved for themselves.

As you cross-compare these books, you’ll see that Collier was well ahead of later successes like Eugene Schwartz in direct order methods through the mail. But the principles they used were almost exactly the same.

Again, this short series of books is from the most successful copywriters and marketers of their period. The ones who wrote books about what they found successful. Usually, it was a single volume. That just gives us more reason to keep these books in circulation.

And so, let’s let you get on with your expanding education, as you stand on the shoulders of another giant to see further.

Dr. Robert C. Worstell, Editor
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THIS IS NOT A TEXTBOOK, calculated to show the beginner how to take his pen or typewriter in hand and indite a masterly epistle to some fancied customer.

It is for the business man who already knows the theory of letter writing but is looking for more effective ways of putting it into practice.

It covers all the necessary rules, of course, but it does this informally.

Primarily, it is the log book of a long and varied experience.

It shows successful ways of selling all manner of products. But through all the differences in products and appeals, runs this one connecting thread—that while products and reasons for buying may vary, human nature remains much the same; that familiarity with the thing you are selling is an advantage, but the one essential without which success is impossible in selling, by mail or selling in person, is a thorough understanding of human reactions.

Study your reader first—your product second. If you understand his reactions, and present those phases of your product that relate to his needs, then you cannot help but write a good letter.

It may be said of this book that it does not give enough examples of unsuccessful letters. But most of us can find plenty of these in our own files.

And isn't it true that we are far less concerned with why a letter failed than in finding out what it is that makes a letter successful?

Robert Collier

New York, N. Y. May, 1931.
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Chapter 1 - 
WHAT IS IT THAT MAKES SOME LETTERS PAY?
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WHAT IS THERE ABOUT some letters that makes them so much more effective than others?

A letter may have perfect diction, a finished style; it may bristle with attention-getters and interest-arousers; it may follow every known rule; yet when it reaches the Hall of Judgment where the reader sits and decides its fate, it may find itself cast into the hell of wastebasket-dom, while some screed lacking any pretense of polish or the finer arts of correspondence, blandly picks up the bacon and walks home with it. Why?

Because getting the results you set out to accomplish with a letter is no more a matter of rule of thumb than is landing a fish with a rod and hook. You know how often you have seen some ragged urchin pull in fish after fish with the crudest of lines, when a "sportsman" near by, though armed with every piscatorial lure known to man, could not raise even a bite!

It's a matter of bait, that's all. The youngster knew what the fish would bite on, and he gave it to them. Result? A mess of fine fish for dinner. The "sportsman" offered them what he had been led to believe fish ought to have—and they turned up their fishy noses at it.

Hundreds of books have doubtless been written about the fine art of fishing, but the whole idea is contained in that one sentence: "What bait will they bite on?" Thousands of articles have been written about the way to use letters to bring you what you want, but the meat of them all can be compressed into two sentences: "What is the bait that will tempt your reader? How can you tie up the thing you have to offer with that bait?"

For the ultimate purpose of every business letter simmers down to this:

The reader of this letter wants certain things. The desire for them is, consciously or unconsciously, the dominant idea in his mind all the time.

You want him to do a certain definite thing for you. How can you tie this up to the thing he wants, in such a way that the doing of it will bring him a step nearer to his goal?

It matters not whether you are trying to sell him a rain-coat, making him a proposal of marriage, or asking him to pay a bill. In each case, you want him to do something for you. Why should he? Only because of the hope that the doing of it will bring him nearer his heart's desire, or the fear that his failure to do it will remove that heart's desire farther from him.

Put yourself in his place. If you were deep in discussion with a friend over some matter that meant a great deal to both of you, and a stranger came up, slapped you on the back and said: "See here, Mister, I have a fine coat I want to sell you!" What would you do? Examine the coat with interest, and thank him for the privilege, or kick him and the coat down the nearest stairs, and blister both with a few choice adjectives in the process?

Well, much the same thing happens when you approach a man by mail. He is deep in a discussion with himself over ways and means of getting certain things that mean a great deal to him. You butt in (that is the only term that describes it) and blandly tell him to forget those things that so deeply concern him and consider your proposition instead. Is it any wonder he promptly tells you where to head in, and lacking the ability to reach you, takes it out on your letter instead?

Then what is the right way to approach him? How would you do it if you were approaching him in person? If he were talking to someone, you'd listen for a while, wouldn't you, and get the trend of the conversation? Then when you chimed in, it would be with a remark on some related subject, and from that you would bring the talk around logically to the point you wanted to discuss. It should not be much more difficult in a letter. There are certain prime human emotions with which the thoughts of all of us are occupied a goodly part of the time. Tune in on them, and you have your reader's attention. Tie it up to the thing you have to offer, and you are sure of his interest.

You see, your reader glancing over his mail is much like a man in a speeding train. Something catches his eye and he turns for a better look. You have his attention. But attention alone gets you nowhere. The something must stand closer inspection, it must win his interest, otherwise his attention is lost— and once lost, it is twice as hard to win the second time. Again it's a matter of bait—you may attract a fish's attention with a gaudily painted bauble, but if he once nibbles it and finds it made of tin, you will have a hard time reaching him again with anything else of the same kind.

Every mail brings your reader letters urging him to buy this or that, to pay a bill, to get behind some movement or to try a new device. Time was when the mere fact that an envelope looked like a personal letter addressed to him would have intrigued his interest. But that time has long since passed.

Letters as letters are no longer objects of intense interest. They are bait neither more nor less—and to tempt him, they must look a bit different from bait he has nibbled at and been fooled by before. They must have something about them that stands out from the mass—that catches his eye and arouses his interest—or away they go into the wastebasket.

Your problem, then, is to find a point of contact with his interests, his desires, some feature that will flag his attention and make your letter stand out from all others the moment he reads the first line.

But it won't do to yell "Fire!" That will get you attention, yes of a kind but as far as your prospects of doing business are concerned, it will be of the kind a drunken miner got in the days when the West wore guns and used them on the slightest provocation. He stuck his head in the window of a crowded saloon and yelled "Fire!"— and everybody did!

Study your reader. Find out what interests him. Then study your proposition to see how it can be made to tie in with that interest. Take as an instance, the mother of a month-old baby. What is most in her thoughts? Imagine, then, how a letter starting like this would appeal to her:

After baby's food and baby's clothes, the most important thing you have to decide upon is the little cart baby is going to ride in—is going to be seen in is going to be admired in.

Never a child came into the world but was worthy as good a cart, etc.

Or if you were the father of a six or eight-year-old boy, wouldn't this get under your skin?

Your boy is a little shaver now. He thinks you are the most wonderful man in the world. You can fix his boat, mend his velocipede, tell him wonderful stories.

But it will be only ten or twelve years until he goes to College. The fathers of the other boys—his chums—will go to see them. There will be a Railroad President, perhaps; a great Banker; a Governor.

And you will go; and your boy will say, "This is my father, boys." How will he feel when he says it? Will he be proud of you?

Or take any one of the following starts. Can't you just see your reader nodding in interested agreement, can't you picture the way they would carry him along into a description of the thing offered, how they would make him want it, how they would lead him on to the final action?

To a Druggist

After you have run up front half a dozen times to sell a couple of stogies, a package of court plaster and a postage stamp; to change a five dollar bill for the barber, to answer the phone and inform Mrs. Smith that Castoria is 250 a bottle, and assure Mrs. Jones that you will have the doctor call her up as soon as he comes in, then take a minute for yourself and look over this proposition. It's worthwhile.

To a Householder

Doesn't it beat the Dutch the way thieves, pick-pockets, hold-up men and burglars are getting away with it these days?

There were over 1500 house burglaries last month in our dear old city; 92 business burglaries; 122 street hold-ups; 11 offices held up; 309 automobiles stolen, and the Lord only knows how many watches and purses taken on the streets. A good insurance policy against burglary and theft is a pretty cheap investment these days. Call me on the phone now, and I can have your valuables covered by noon.

To a Farmer

Any man who owns a cow loses a calf once in a while. If you own a herd of a dozen or more, you are probably losing one or two calves a year. We know of breeders who were losing every calf—some sixteen—some over thirty a year.

And these breeders stopped their losses short—just like that—through the information given by us.

To a Merchant

"She didn't buy anything."

How often is this little tragedy repeated in your store?

Your time is valuable your overhead expense runs on—and it costs you real money when a prospective customer walks out of your store without making a purchase.

To a Mother

About that boy of yours— He is arriving at the age when his spirit of manliness asserts itself. You find him imitating his father's manners—he is using your embroidery scissors to shave with—he is no longer ambitious to be a policeman, but has his eye on the Presidency. Among the serious problems with him today is this: He is beginning to want manly, square-cut, "growing-up" clothes. He is no longer satisfied with ordinary boys' clothes, He wants something "like father's."

To a Motorist

If you have ever driven your car in a rainstorm, you know how annoying it is—dangerous, too—to have your wind shield clouded with water. How many times have you narrowly avoided accidents under these conditions?

With the — Cleaner attached to your car, all you need to do is turn a button in front of you, and instantly every drop of water in your field of vision is swept from your wind shield. The glass is left clear and clean.

To a Doctor

What a clutter of books a doctor can get around him, and what a fearful outlay of money they will come to represent if he doesn't use great discrimination in their purchase. I don't suppose there is any class of people—and I have customers among every class you can think of—who appreciate more than my medical friends the marvelous savings I am able to make them on all standard sets, reference books, etc.

To a Housewife

After you have your breakfast dishes washed, your floors swept, and your beds made up, I should like to have a moment of your time. You are an excellent judge of what is good to eat, and know when you are getting what you should from your grocer to be saving and yet to set your table with healthful and dainty dishes for your family...

To Any Man

Are you like Mr. Fuller in that you dislike to shave with cold or lukewarm water?

Mr. Fuller always grumbled when the water was cold. Usually it was cold.

You know how the ordinary hot water system works early in the morning.

But the Fullers found a way out of their troubles. Now—nowadays, no matter how early they may arise, there's always steaming hot water the instant a faucet is turned.

To Insurance Agents

Did you ever, as a kid, sneak up alongside an old mill pond and heave what Penrod might call a "good old rock" far out into the middle of its placid surface—just for the fun of seeing all the mud turtles on all their sunny legs drop off into the water with one loud, individual PLUNK?

If the humble mud turtle formed no part of the backyard fauna of your youth, I reckon there was something mighty similar to engage your budding talents.

Just as you find now, in your grown-up days, that the pursuit of your business aims often involve the same emotions that lent interest to your activities in the eyes of your early neighbors. For example: We want to point out to you a few of the prospects that are basking along the banks of the . . .

Bait—all of them. Find the thing your prospect is interested in and make it your point of contact, rather than rush in and try to tell him something about your proposition, your goods, your interests.
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Chapter 2 - 
HOW TO AROUSE THAT ACQUISITIVE FEELING
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TO GO BACK TO THE VERY beginning, what is the first thing to do in writing any business letter?

Before you put pen to paper, before you ring for your stenographer, decide in your own mind what effect you want to produce on your reader—what feeling you must arouse in him.

If you want your readers to say, as the crowds did of Demosthenes' famous rival: "What a clever speaker!"—then it is quite all right to start with catch-phrases and the like. But if you want to emulate Demosthenes, whose hearers forgot all about him in their interest in his message, then your whole effort must be centered on arousing the feeling in them: "Let's go!"

For back of every successful letter, as back of every sale, is a created feeling that impels the reader to act as you want him. It is the whole purpose of every business letter, whether it be sales, collection, adjustment or complaint, to make your reader want to do the thing you are urging upon him.

How are you to arouse that feeling in him? How would you have to feel yourself before you would place such an order as you have in mind, before you would grant such an extension, before you would send a payment to this man in preference to all others, at a time when it was an effort to send a dollar to anyone?

What would you want first to know? What about the proposition would interest you most? What would you feel you had to gain by accepting? What would you lose by refusing?

They say the Parisians have a formula for love letters: "Begin without knowing what you are going to say, and end without knowing what you have said." That may be good medicine for love letters, but it was never meant for business. Though, to do the Frenchmen justice, such of their letters as appear in print indicate that while they may not know what they are going to say, they have a pretty clear idea of the emotion they want to arouse in their reader, and they leave no stone unturned in the doing of it.

And after all, isn't that the whole purpose of a letter? Books have been written about the importance of attention, and interest, and argument, and clinchers, but aren't these mere details? When you come down to it, isn't the prime requisite arousing the feeling in your reader that he must have the thing you are offering, or that he can not rest until he has done the thing you are urging him to?

Consider the two following letters, for instance. The first follows all the rules. It wins attention, it creates interest, it describes what it has to offer, it has argument, conviction, clincher, yet it was only moderately successful, whereas the second letter literally pulled its head off. Why the difference?

Because the first letter was aimed only at the intellect, whereas the second, while it tried to convince the intellect, aimed its real appeal at the emotions! And when it is action you want, go after the emotions every time!

The Finally Revised,

Illustrated Edition of WELLS' HISTORY in 4 vols.

At 1/4 less than the Original Price of Two!

DEAR READER:

At last H. G. Wells' famous "Outline of History" has been put into its finally revised form, illustrated with 100 famous historical paintings, and brought out in four regular, library-size books.

A million copies of the Outline were sold in the bulky one and two volume editions. A million more people wanted it, but they waited for a lighter, more easily handled volume. Here it is—a brand new edition, freshly revised, of four standard library-size books, for 25% less than the price of the original two-volume set.

And that isn't all.

For a long time Mr. Wells felt that parts of his history needed re-writing— that other parts should be clarified, and the whole thoroughly revised. This was his chance. Starting from the very beginning, he changed every single page of the text, re-wrote whole chapters, added page after page of additional matter. This is his final revision. In discussing this edition with a friend while in America, Mr. Wells said that the revisions would make the original English edition look like a Stone Age effort.

There are a hundred new illustrations, reproductions from historical paintings from the great art galleries of the world. Not only New York, but

the Art Stores and Galleries of London and Paris were searched through for these. It is the finest edition of the "Outline of History" that has ever been brought out. Yet you may have it—if you mail the enclosed card at once—at an amazingly low price.

One-Fourth Off!

Think of it! Finally revised, printed from brand new, clear, readable plates, with a hundred new pictures besides those that were in the discarded editions, and bound up into 4 beautiful, library-size volumes—all for 25% less than the original two-volume set would cost you even now in any book store!

Here is our offer:

H.G. Wells' remarkable History, the most engrossing story ever told, being the complete romance of Mother Earth, bound up into 4 regular library-size books, illustrated with a hundred famous paintings, and A year's subscription to the Review of Reviews,

Both Together for $12

payable in easy, never missed payments of $1 a month, or $10.50 cash.

Wells begins with the dawn of time. Before there were men. Before there were even reptiles. In broad, magnificent strokes he paints the picture, bringing you straight down to today. In a few vivid pages, he brings the whole past back to life, and makes you live through it. More—he makes it all one connected story, shows you the thread of human purpose binding men together the world over from one age to another.

And the Review of Reviews makes the history of today as alive and interesting as Wells makes the years behind us. Without waste of time, it gives you the boiled-down sap of world events, equips you to discuss national and international affairs intelligently, enables you to read your daily paper with real interest and understandingly.

Only One Condition We Make.

There is only one condition—that you send in your card within ten days after you receive this letter. Such an unusual offer as this cannot be held open long. We can give you but the one chance.

Mail the enclosed card, without money, and we will send you, subject to a week's free examination, the new 4-volume Wells' "Outline of History" at 25% less than the original 2-volume price. At the same time, we will enter your subscription for one full year of the Review of Reviews. Remember, you don't risk one penny. If for any reason you are dissatisfied with the History, if you don't feel that it gives you the utmost of book value and satisfaction, return it at the end of the week at our expense, send 25 cents for the copy of the magazine delivered to you, and cancel the order.

The enclosed card obligates us only— Not You! Signing and mailing it puts the burden of Proof up to us.

May we hope you will mail it today?

Earnestly yours,

* * * * * *
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YOUR LAST CHANCE

to Get These 4 Volumes For 25% LESS

Than the Price of the First Two!

DEAR READER:

Do you know what is the really significant thing about all these pre-historic fossils and ancient civilizations that have been dug up in the past few years?

—Not the fact that the Dinosaur eggs found in Mongolia may be 10,000,000 or 100,000,000 years old.

—Nor whether the Temple of the Moon-God in Ur of the Chaldees was built before the Tower of Babel, or the Temple of the Sun-God in Mexico was more ancient still.

—Not even whether mankind dates back to the primitive Ape-man of 500,000 years ago, or sprang full-grown from the mind of the Creator.

Not these things. They are, after all, of little consequence to us now. The really significant thing is that from them men are, for the first time, beginning to get an understanding of that infinite "life-principle" that moves the universe—and of the untold possibilities it opens up to them.

You read in Wells' "Outline of History" how for millions of years this "life-principle" was threatened by every kind of danger—sudden climactic changes, lack of food, floods, earthquakes, droughts, volcanic eruptions.

But to it each new danger was merely an incentive to finding a new resource.

Pursued through water, it sought land. Pursued over land, it sought the air.

To breath in the sea, it put forth gills. Stranded on land, it made lungs. To protect itself from glacial cold, it grew fur. In temperate climes, hair. Subject to alternate heat and cold, it produced feathers. To meet one danger it developed a shell. For another, fleetness of foot or wing. But ever, from the beginning, it showed its power to meet every creature need.

All through the history of life and mankind you see this same directing Intelligence—call it Nature, call it Providence, call it what you will—rising to meet every need of life.

No man can read Wells' without realizing that the whole purpose of existence is growth—that life is dynamic, not static. That it is ever moving forward—not standing still. That electricity, magnetism, gravitation, light, are all but different manifestations of the same infinite and eternal energy in which we ourselves live and move and have our being.

Wells' gives you an understanding of your own potentialities. You learn from it how to work with and take advantage of the infinite energy all about you. The terror of the man at the crossways, not knowing which road to take, is no terror to the reader of Wells. His future is of his own making. For the only law of infinite energy is the law of supply. The "life-principle" that formed the dinosaur to meet one set of needs and the butterfly to meet another is not going to fail in your case. You have but to understand it—to work in harmony with it—to get from it what you need.
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