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Introduction

I USED TO HATE ADVERTISING.

But as it's a necessary evil to book marketing, I took up the study in earnest - and learned it's just another form of writing.

As well, my usual approach of piling up references and distilling their evergreen principles took me into a different direction than I'd been before. The subject wasn't new, and the books were old classics. The elements I discovered were common to all marketing and ad-writing - and eternal.

Yet no one had distilled these in this way before.

That's what explained how I became to hate ads. Because all the ads I complained about were poorly written by people who had never gotten themselves really trained. Then wrote texts about what "worked". The blind had been leading the blind.

This study started at the beginning - 1898 to be precise. Just as people began to write copy to fill space ads in newspapers and periodicals. There were only two types of space ads at that point. Until an ex-Canadian Mountie showed up before a young executive and told him how advertising was defined - as "salesmanship in print". Now there were three - and those have been all there is. Apparently.

From those early beginnings, this study continued forward to the classic books that were each breakthroughs in their own day. Each stood on the shoulders of giants before them to see further. Each had decades of testing before their own classic textbook was released.

But those old massive oaks of copywriting can't be seen these days, because the young upstarts around them have made a thick forest that obscure them.

In our days, there are all these modern versions which claim our attention. They are mostly repeating what's worked for them and has always worked. But no two marketers have the same background. No one school has all the teachers. Fortunately, we can refer back to the pioneer's texts.

Here, we extract the core principles and don't repeat any later texts that added nothing to the subject.

That takes us up to 1966, where Eugene Schwartz laid out the simple basics that went before, but expanded them into studying the maturity of the market itself, as well as the prospects, not just how to write for them.

However, the mystery remained of ads that became standards. Ones which ran for years, even decades, with only minor changes to update them. And sold like gangbusters every time they ran.

An odd modern outlier, Malcolm Gladwell's Tipping Point, then opened a door into what made viral posts and ads become that way. His groundbreaking book inspired two later texts, with their own extensive studies, and then gave us the background of how to write truly viral ads that take on a life of their own.

By the end of this, you now know with certainty how we are hard-wired for ads in a certain pattern and quality.

For me, this took the subject full circle. The writing craft every author needs to discover on their own is added to by studying the past masters of print and direct-mail advertising. Because fiction, non-fiction, and copywriting all borrow from each other to make perennial-selling classics that sell by word of mouth.

The book you are reading is a ready reference for the ages yet to be. I've already found myself referring back to it over and over, even though it's only existing right now on my computer in beta-reader format. Being able soon see a proof in my hands will then bring out the post-its, highlighters, and dog-ears.

That was the point of this book. To blaze a trail.

Here's hoping your own journey is filled with exciting adventures.

Robert C. Worstell

Fall 2024

How to Read and Study This Book

THIS IS A REVIEW OF classics and modern texts. And so, certain quoted excerpts are included from these authors for comparison.

It is a tool for giving a broad overview of this body of data.

It is a reference book to keep handy – dog-eared, tabbed, highlighted, and underlined. Right next to your ever-growing three-ring binders of collected writing devices.

The most sensible approach here is to present these books chronologically and to then enable cross-comparison with other references.

Each one of these books deserve study on their own. It is my hope that you get these books for ready access in your library. There is only space here for limited excerpts of each as a review of that reference. You will gain far more insight and application in studying each and every book mentioned or quoted within this book you're reading.

None of what is covered here begins to touch the essence of the original volumes. The job here is to create a study guide and review of these materials to forward a thesis that there are evergreen materials through the history of copywriting that only repeat themselves today. And that these source materials point to a novel approach to professional study that will make anyone's copywriting far more effective, even to the point of becoming a viral phenomenon.

It takes studies of the original materials as they were published. And, once more, thorough testing on your own to prove these concepts for yourself.

Sure, the Internet will enable you to quickly find, verify, and test these principles for yourself. And update them to our modern age. Joe Sugarman has produced a long list of such improvements in his own recently-updated handbook.

A list of all of these core books is in the back. That is the beginning of your library. Get copies of these books. And as you study them, then pick up other books on the subject, as well as daily practice of your craft, you may find different phrasings of principle along with more devices. Any book of devices will always be incomplete. That's the nature of hunting – to find the unknown you quarry you still know is out there.

But this little book will get you started along a very profitable line of study.

It's worked for others before you and me. Even those who only manage copywriters, or only hire them.

And to those who have gone before, both known and unknown, this book is dedicated.
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Part One: Evergreen Principles of Copywriting
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“What begins well tends to go well.” So we begin at the beginning, as early as I could find. Then came forward from there. Because we need to find the first principles and those that came after that, which built on their foundations. There are six books we've found that introduce truly new principles. And so we begin...



- - - -
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Albert D. Lasker – 1898 – Copywriting Begins

LASKER WAS NOT A COPYWRITER. He invented the term, and hired the first ones in history. And, according to the British advertising tycoon David Olgivy, “made more money in this business than anyone else ever did.”

Lasker's story started when he took a job at one of the most prestigious advertising firms of Chicago in 1898, Lord & Thomas.


“My father expected to buy me a paper in a small town and that I would go back into the newspaper business, and he wanted me to learn something about advertising.”

The first stumble was that no one at that company knew what the term 'advertising' meant. No one from the top down.”



(Quoted excerpts in this chapter are from “The Untold Story Behind Advertising Origins of American Marketing Revealed” by Albert D. Lasker.)

ADVERTISING IN THOSE EARLY DAYS was agencies selling space for the publishers. This is what made the publication profitable beyond any subscription fees. The general idea was “keeping your name in front of the public.”


“All the other agents sold ink and type and blotters and whatnot to publishers. So they would have publishers who bought supplies from them, and if the list happened to have enough of their publishers on it, they would take a chance and figure way lower than the others, figuring that they could trade it out with this kind of stuff. That was the agency business.”



Lasker kept at his studies while he worked, dogged to find out and understand what this business was all about. He found another company was making progress with their ads. They had contracts with companies to compose their ads and sold them into these ad spaces.


“They ran copy that looked exactly like reading matter of the newspaper, in the type of the newspaper, and they told the story as a trained reporter would tell it, just as I had been trained before I came with Lord & Thomas.

“Then I understood. I saw they were publishing the news about their clients' products. In those days they had no limitation on facts—they could put anything in as news they wanted—but they would tell the story of someone who had gotten some wonderful result, but they would tell it in a newsy way. So I said to myself, 'Advertising is news, that's what it is, and that is why these people's accounts are growing. Advertising is news.'”



So we now had the two types of advertisements. One was simply keeping the brand known, and the other was news.

You can still see these types of ads today. The entire “brand” ad is simply to capture people's attention and establish a stable positive brand identity and awareness. These more often only have an image or a logo, and perhaps some catch phrase. On TV, you'll see some humorous spot, and then the best ads will feature the brand name and a logo – and maybe a catchy jingle.

The whole of our modern Content Marketing is writing newsy articles which then promote the product or business in the byline at the end of the copy. These appear as actual articles in sites and magazines instead of ads. They succeed in getting that reader to contact them through the byline. Of course, there's more to it than that, but such copywriting follows that age-old approach to succeed.

At this early point, Lasker knew of the two types of ads. And he hired copywriters to the firm after persuading his bosses that these news-type ads were more profitable than “brand recognition” types. He kept records of improved sales, and got higher commissions for his company by writing effective ads for their clients, over and above selling them space in print. He improved their own company's bottom line so much that they made him a partner in 1904.

Later that year, his original six-year-old question was finally answered.


“I had been a partner in the firm about a year and I was sitting in Mr. Thomas' office one day. We were in the Trude building on the corner of Randolph and Wabash, where Marshall Field & Co. are now. I was sitting in Mr. Thomas' office when a note was handed to him. He looked at it and I remember as if it were this morning a peculiar expression on his face and he threw it over to me. The note read something like this:

“'I am in the saloon downstairs. I can tell you what advertising is. I know you don't know. It will mean much to me to have you know what it is and it will mean much to you. If you wish to know what advertising is, send the word 'yes' down by the bell boy. Signed—John E. Kennedy.'

“We sent down word 'Yes' and Kennedy was shown into my office. He was one of the handsomest men I ever saw in my life. He had been a Canadian mounted policeman. He stood six feet full in his stocking feet, every inch of him muscle, with an eye as keen as could be in a man's head, and a forehead that showed the student.

“So Kennedy said to me,'Do you know what advertising is?' I said, 'I think I do,' and I told him a story, just as I told it to you. I said, 'It is news.' I said I thought I knew what advertising was—news—just exactly as the old sailors and astronomers thought the world was flat, and thinking the world was flat, they had worked up a system whereby they had quite a world. But Columbus came along and showed them the world was round. And that is what Kennedy showed me.

“He said, 'No, news is a technique of presentation, but advertising is a very simple thing. I can give it to you in three words.'

"'Well, what are those three words?'

“He said, "Salesmanship in print.'”

“Well, this man Kennedy and I sat down and I said:

“'I will tell you—the first thing I want you to do is teach me, TEACH me.' And I went to him like a pupil at the master's knee.

“So Mr. Kennedy said, 'I will write you a lesson,' and I went to him nights and he would write lesson No. 1—Salesmanship in Print—and he explained that advertising was salesmanship in print.

“His second lesson was Reason Why in Copy. That, having defined that it is salesmanship in print, then how do you apply salesmanship in print? By giving the reason why, the reason why people should want the goods. Many ways to do that. He gave me a series of lessons and I asked him to write them into a series of advertisements for Lord & Thomas. He did and we saved them.



- - - -
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THERE'S OUR NEXT KEY principle. By comparing advertising to salesmanship, a model is formed. You can test this.

Sure, properly done, the other two presentation techniques work. But the underlying model of advertising – and all marketing – is to persuade the reader to buy your product.

Note here that Kennedy mentioned a key point – that news was a presentation technique of advertising. We'll see this regularly as we go along. And this book itself was originally designed with a section just on copywriting presentation devices. At this point, we're only  covering basic evergreen principles. Later, we'll get into techniques and devices

- - - -
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PRINCIPLES:


•  Advertising as salesmanship (both in print and in our modern formats) can then be tested as a model.

•  The second lesson Kennedy gave Lasker was that you had to give the reader a Reason Why they should buy.

•  Two of the main types of advertising are still in use today: brand awareness, and news articles.




––––––––
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John E. Kennedy – 1905 – Salesmanship on Paper


As mentioned above, Lasker first met John E. Kennedy (the former Royal Canadian Mountie) when he arrived at the Lord & Thomas lobby with an answer to his nearly seven-year old quest to find the definition for “advertising”.

Lasker made Kennedy teach him. And had Kennedy write down these lessons for him as a series of ads. Those lessons were later were assembled into a couple of books, Intensive Advertising, and Reason Why Advertising.

Here are extracts from these books, retained in original grammar and spellings, followed by distilled principles:



- - - -
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ADVERTISING IS JUST Salesmanship-on-paper.

It is a means of multiplying the work of the Salesman, who writes it, several thousand-fold.

With the salary paid a single Salesman, it is possible, through Advertising, to reach a thousand customers for every one he could have reached orally.

It is also a means of discovering, and developing, new customers where they were not previously known to exist.

True Advertising is just Salesmanship multiplied.

When we multiply nothing by ten thousand we still have nothing as a result.

When we multiply a pretty picture, or a catch-phrase, or the mere name of a firm, or article, a thousand times we still have nothing as a result.

But when we multiply a good, strong, clearly expressed reason-why, a person should buy the article we want to sell, a thousand times, we then have impressed, through advertising, one thousand more people with that reason than if it had been told verbally to one person by the same salesman.

Of course, cold type usually lacks the personal influence of the Salesman and, for this reason, Salesmanship-on-paper needs to be stronger — more convincing and conclusive than it need be by word of mouth.

These are the Advertisers whose business must die before they can be convinced that "General Publicity" (merely "Keeping-the-Name-before-the-People") is wrong and "Salesmanship-on-paper" right.

Moreover, we have found that the "something" in Copy which sells these Goods by Mail, at one-half to one-third the cost other Copy sells them, will also sell them through Retailers, over the Counter.

That "something" is Selling-Force,—Conviction saturated into the Copy, with sound Reasons-Why.

That estimate shows your Possible Market through Advertising, and indicates the way that Market must be approached.

It also shows about how many Readers you must pay to reach who cannot buy your Piano, no matter how much your advertising makes them want it.

And it also shows the futility of writing "Catchy" Copy to attract the greatest number of Readers for your advertisement. What you need is not Numbers of Readers, but Class of Readers. And that very limited class you must convince, when you once get their attention, or you lose all profit from your Piano advertising.

You must make up in Conviction and Selling-force for what you lose in possible number of purchasers with such a proposition.

But, when your product is something which can be used by the Masses, it is then a better subject for Advertising.

What they are most interested in is, "Show me how to get more for my money of what I need for Existence and Comfort rather than for Luxury."

This “great 85 per cent” of Readers has a peculiar Habit-of-Thought or Mental Caliber of its own which responds most freely to a certain well-defined form of approach and reasoning.

Salesmanship-on-paper means convincing Readers that they should buy the article we want to sell.

Many good Salesmen find it impossible to do this convincing on Paper because the customer does not stand before them, with his facial expression as an index to the line of talk the Salesman should use in that particular case.

This is where the creative power of the Salesman-on-paper becomes vitally necessary.

He must, first of all, analyze the proposition thoroughly — master the full details of the thing to be sold, then lay out a strong logical line of argument upon it, "lime-lighting" the good points, and subtly masking the bad ones out of the reader's mental vision.

This peculiarly "Responsive " quality in an Advertisement may be called its Personality.

Observe that it may not be the Personality of the Writer at all, but the Personality which he estimates will best fit the particular class of people who compose the largest field of sale for the article advertised.

Principles:


•  Advertising is salemanship on paper, multiplied.

•  A pretty picture, catch phrase, firm name multiplied a thousand times gives nothing as result without a reason why.

•  You don't need to reach a number of readers, you need to attract a class of readers to convince.

•  Analyze the proposition thoroughly, master the details of the thing to be sold, lay out a logical line of argument, the response is in the ad's personality – which best fits the class of people who will buy.



- - - -
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SIXTY PER CENT OF ALL Advertisers fail!

Because, they spend their money for Space, under the delusion that Space filled with anything "Catchy" is "Advertising."

They believe "Money Talks" in Advertising, even when it says nothing.

They forget that Space costs the same whether we fill it with Pictured Nothings or with enduring Convictions.

Please note that the Lord & Thomas definition of "General Publicity" is "Keeping-the-Name-before-the-People."

When we speak of "General Advertising" we mean copy which sells goods through the Retailer. This latter class of advertising constitutes three-fourths of our business.

That mistaken idea of "Attracting the Attention of the greatest number, for a given price" is what costs fortunes to Advertisers annually.

The striving to "Attract Attention" instead of striving to positively Sell Goods is the basis of all Advertising misunderstanding.

So long as "Attracting Attention" remains the aim of Advertisers, so long will the process of attracting it remain in the hands of Advertising Men who affect the Literary and Artistic attitude, rather than the plain logical convincing attitude of the "Salesman-on-paper." And, great are the Advertising Writers' temptations to use "Attractive" copy at the expense of Convincing copy.

Because, great is the temptation to be considered "smart," bright," "catchy," "Literary, " "artistic," " dignified," "High-grade," etc.

There is popular applause for the Writer of catchy "General Publicity," which "attracts attention" even though it does not sell goods.

But, there is no applause for the Writer of prosaic "Salesmanship - on - paper," which is forceful enough, and convincing enough to sell goods, but so simple to understand as to seem easy.

This is one reason-why "Catchy" Advertising is so current, and true "Salesmanship-on-paper " so rare.

Another reason is the far greater cost to produce studied "Salesmanship-on-paper" than to produce four times as much catchy "General Publicity."

"General Publicity" Copy, when tested, is found in almost every case too Weak to sell goods profitably by Mail. And any copy which is not strong enough, nor convincing enough, to sell goods by mail, is not strong enough to make the Consumer resist substitution, and the "don't-keep-that-kind" influence of Retail conditions.

"General Advertising" Copy, to succeed profitably, must therefore cause not only a verbal Inquiry for the goods, but must also have enough strong conviction saturated into it to make the Consumer insist upon getting the goods he asks for, against probable substituting influence.

It must therefore give him better "reasons-why" he should buy our goods than he is likely to hear from the retail Salesman for the competing goods that Salesman may want to substitute.

And, it must give him these "reasons-why" in such a lucid thought-form as he can understand without effort, so impressively that he will believe our reasoning Claims. It must also do this in spite of his natural distrust of all Advertised statements.

Principle:


•  Catchy space ads may attract attention but do not sell goods. Good copy gives reasons why in lucid form, with believable claims to make the consumer insist on getting those goods without substitution.



- - - -
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WHEN READERS ONLY “SEE” and are not stirred or inspired

Consider the Newspaper!

Which items in it do you read first? Not always those with the screaming flare-heads. Because Display alone is no longer interesting. It is News-Interest that attracts Readers now.

Without that commanding News-Interest display would merely cause us to "see" the article. But "seeing" and reading are two different matters.

We "see" many things from the street car windows that we are not even conscious of having seen.

We "see" them without realizing them, absorbing them, or being influenced by them in the slightest degree. They leave no Record on the mind.

And so it is with mere Display in Advertising.

Without News-Interest display is largely wasted. And with sufficient News-Interest in the title, extravagant Display is entirely unnecessary – a mere waste of Space.

Remember this always,—Display alone, be it ever so extravagant, cannot compensate for lack of News-Interest in the heading. It cannot compel conviction, or germinate a Buying Impulse in the mind. The advertisement which would profitably sell goods today must be read with as much interest as news.

It must stir Thought—prompt buying Impulse—and inspire Action upon that Impulse.

Active News-Interest is therefore a first essential in the title of the Ad.

And with that essential secured, a moderate size of type for title, and a reasonably solid setting of "news-type" for body is entirely effective without heavy waste for white space and fancy borders.

Familiar news-type typography is more inviting to the eye than billboard Display at close Newspaper range. Certain of the simple old-style types, of moderate size, are so legible and familiar that they read much more freely than larger type of later styles. In fact, they almost read themselves, at first glance, with practically no eye-effort.

When a live News-Interest, expressed in primer thought, is set in such familiar size and style of type the message becomes so absorbent it almost soaks in irresistibly.

This with even quick and casual reading.

Principle:


•  To sell goods, the ad must be read with as much interest as news. Use familiar size and style of typeface so the message soaks in with quick and casual reading.



- - - -
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AD. WRITING SEQUENCE:


	Make up your mind to concentrate all your effort and all the material you possess upon the single Ad. you are writing at the time.

	Intensify it, with every selling point you know of.

	Don’t try to save out essentials for other Ads of the series. Put all of the very best of your closest study can provide into the single Ad you are then writing.

	And when all has been skillfully incorporated, start in to prune it of unnecessaries.

	Cut out every needless word first. Then cut out every selling thought that can be spared without weakening the Salesmanship.

	Then review the whole work as coldly as your worst critic might. But, from the standpoint of your prospective customers only. Not from the standpoint of the mere Advertising World.



Disregard that entirely—forget it. Because, it does not matter what the Advertising World thinks about your copy if you can make it sell goods profitably.

Because the Advertising World knows infinitely less about the proposition you are then working upon than you do.

That’s if you earnestly and capably live up to the following formula.

First study your Customers.

Sit down, close the door, and leisurely think out who are the Natural Buyers of the Article to be Advertised.

Make a penciled list of some typical cases. Interview these typical cases.

Ask why they have not already bought the Article you are about to Advertise, or bought more of it.

Ask what objections they would probably raise against the article if a Salesman called upon them and tried to sell it to them.

Then list the probable objections.

And then find the most conclusive answer to these objections.

Next, compile all the Selling Points of the Article in question. And remember that its exclusive selling points are to be the backbone of your Salesmanship.

To say that a certain machine will cut ice would avail little in advertising it against competing machines—all of which will cut ice. It will be necessary to tell how much ice it would cut in a given time. At a given cost per ton. And why. Contrasted with the cost by other Machines that cut ice at higher cost—And why at higher cost.

When all the selling points in our subject have been marshaled and listed, when all the objections which would probably be raised by our customers have been assembled and answered – we are then ready to construct the case.

So we come back to a mental conception of the typical buyer of this Article again.

In order to know how best to approach him. How best to interest him in the Ad. How best to get him "with us" in reading the Ad. instead of "against us." In other words how to get him into a receptive attitude instead of into a combative attitude.

Next we estimate at what point our Advertised Article is most likely to touch his interest. Which, of all our selling features, are most likely to appeal to him strongest.

Then we make that feature the pivot upon which to swing the whole argument and all the other features in the order of their relative importance—to him.

Now we start in to write the Ad. And we write it as if this was the only Ad we ever meant to use. We write it so that it is a complete selling canvass for the Article condensed into the fewest words that will express it.

This is the order of thoughts and requirements in writing it.

Principles:


•  Study your customers as cases. Interview them about why they have not already bought your article, or more of it. Ask for their objections and list them. Compile the selling points for the article.

•  Take your mental concept of the buyer. Estimate what selling feature would likely appeal to him strongest. Make that feature the pivotal argument. Write a complete canvass for the article, condensed into the fewest words that will express it.



- - - -
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TITLE - NEWS INTEREST.

The title and the first lines must be invested with this to command a reading for the Ad.

That "News-Interest" must be kindred, and entirely natural, to the subject matter.

Avoid by all means the far-fetched headings that disappoint the reader. Because, the revulsion following the feeling of being tricked would antagonize him against the Article advertised instead of leaving him favorable to it.

The News-Interest must therefore be evolved from the Subject itself. (Not faked-up from the outside and tied to it with a slender thread) And that News-Interest must exist somewhere in the subject itself or the Article could not be sold by any Salesman. A live News-Interest for the man who should buy the article, even if for no one else.

It is there—in the Subject. So sit down and dig it out.

Then play it up in the title. As the only proper "Eye-Catcher." Which will be sure to catch the eye of the very men you want to reach with the Advertised article. Even if it interested no one else.

Principle:


•  The title commands reading the ad. It must be natural to the subject matter, not far-fetched, and evolved rom the subject itself – to catch the eye of just that buyer.



- - - -
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BODY COPY

If the title now possesses enough live News-Interest, the first few lines only need be devoted to introduction of the subject.

Because, we should then jump into the facts at once. Playing up the most interesting feature, first, the most convincing one last. Expressing the whole matter in primer-thought, and in language forms so simple that even a child of twelve would fully understand all it meant.

The object of this simplified language is not merely to avoid misunderstanding. But, to make the absorption of the meaning effortless for the reader. To make it so apparent that the information will almost "soak-in" without any mental labor on his part.

And beyond this, there is a valuable quality in simple thought-forms and familiar language which should never be overlooked. Viz.—its more ready acceptance as truth, when in these forms.

For some undefined reason elaborate phrasing, intricate thought-forms, and high sounding words seem to impart suspicion to the Reader.

Where the simpler and more familiar forms seem to disarm it and carry the message home without arousing so many unspoken questions.

Perhaps because simple language simply spoken is characteristic of Sincerity.

Principles:


•  Keep your introduction short, jump into the facts. Play up the most interesting feature first, the most convincing one last. Express your copy through primer-thought – in language forms a 12-year-old would fully understand.

•  Simplified language makes the meaning absorbed effortlessly, without mental labor. Simple language is sincere.



- - - -
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THE CLIMAX

This is where the majority of otherwise good advertisements fail. They do not clinch.

Their last lines lack the vital active quality. That intensive quality which makes the Reader want to buy the article, and want to do something toward buying it at once.

There is only one place in the Ad. for the planting of this spur action—And that is in the last sentence. Which sentence should be carefully thought out, and framed up to climax all that has gone before into an active Impulse toward buying.

Make the Reader do something definite toward purchase at that stage and you have committed him unconsciously to a partial acceptance of your statement from which he will not be likely to later hedge.

Moreover, having moved him to action through the printed Salesmanship, his mind Records the impressions deeper because of that action. And he is henceforth more receptive to subsequent Salesmanship, printed or verbal, on the same subject.

He has imbibed the germ through your printed Salesmanship and it will henceforth "work while you sleep."

If it now be nursed along with occasional follow-up of consistent nature, he is in a fair way to become not only a Purchaser, but a well-informed advocate of the Advertised article.

If your Advertised Article be of a kind which you cannot reasonably hope to sell him through Printed Salesmanship, make it possible for him in the Adv. to do something toward purchasing.

And then make him do it. In the last clinching sentence.

Principles:


•  Good ads clinch, make the reader want to take action to buy at once. That is the last sentence, the climax. Make him take action toward purchasing right at that stage.

•  Nursed along occasionally, the reader will become both a purchaser and an advocate for the product.



Claude C. Hopkins – 1923


Hopkins was the highest paid copywriter of his time under Lasker. And Hopkins later ran an advertising firm of his own.

One of his greatest ad campaigns moved the beer brand Schlitz from fifth-selling beer in the nation to second. Almost overnight.

The following is distilled from his book “Scientific Advertising”. Again, the core principles he introduced and refines are mentioned at the end of these excerpts.



How Advertising Laws are Established

ADVERTISING, ONCE A gamble, has thus become, under able direction, one of the safest business ventures.

Some of these agencies, in their hundreds of campaigns, have tested and compared the thousands of plans and ideas. The results have been watched and recorded, so no lessons have been lost.

Such agencies employ a high grade of talent. None but able and experienced men can meet the requirements in national advertising. Working in co-operation, learning from each other and from each new undertaking, some of these men develop into masters.

OEBPS/d2d_images/chapter_title_above.png





OEBPS/d2d_images/chapter_title_corner_decoration_left.png





OEBPS/d2d_images/cover.jpg
I Robert G. Worstell

 Wriferpreneur:™
. Gopywriting
 for Ruthars

Advertising Breakthroughs
tvergreen Classic Principl
Writerpreneur0S Series 02





OEBPS/d2d_images/chapter_title_corner_decoration_right.png





OEBPS/d2d_images/chapter_title_below.png





OEBPS/d2d_images/scene_break.png





