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Finally. A century of direct response wisdom (and test results) distilled into one easy-to-read volume! Craig and Brian have done a great service to the entire marketing community. I am sharing this with all my copy cubs TODAY!


—CLAYTON MAKEPEACE, WORLD RENOWNED COPYWRITER, EDUCATOR, AND SPEAKER


The Advertising Solution is a “short course,” tour de force primer, on the very best of direct marketing principles that universally endure and profoundly perform. Brian Kurtz and Craig Simpson have produced a rather unexpected and integrative tour guide for grasping decisively how the most powerful, profitable, and predictive direct response performance principles were discovered, then take you on a no-nonsense, non-theoretical, totally actionable distillation and experimental application guide for how to apply these methods right now, in whichever market you choose, to form an activity you do—with consistently increased performance—and a bottom line that boosts results.


—JAY ABRAHAM, GLOBAL MARKETING EXPERT, SPEAKER, AND AUTHOR


Want a free, two-minute lesson in the creation of desire? Then right now, read over the table of contents of this life-changing book. See how, in less than two minutes, it creates an irresistible desire to own it. Then realize that this is exactly the knowledge you need to sell your own product or service. Whatever your field, your ability to create instant, irresistible desire will greatly leverage your success and wealth. But don’t take my word for any of this. Try this two-minute table of contents challenge now and see how it’s done. Then go and do likewise.


—GARY BENCIVENGA, MASTER COPYWRITER AND PUBLISHER OF MARKETING BULLETS


My quick diagnosis for how serious a copywriter or marketer is—or how much potential he or she has—is the answer to the question: “Who are your heroes?” Direct response advertising (the kind of advertising that works best on the internet) was not invented yesterday or even ten years ago. Everything—and I mean everything—that works online today is based on principles. These principles were first sorted out decades ago by giants who tested literally billions of dollars worth of ads, offers and selling strategies over the course of their careers. Put aside the latest internet “fad of the day” and read The Advertising Solution and get to know these giants. Make them your new best friends. It’s the surest way to get rich that I know.


—KEN MCCARTHY, THESYSTEMSEMINAR.COM


Two master practitioners (not academic theorists) and experts in direct-response advertising, Craig Simpson and Brian Kurtz, have done a magnificent job profiling and extracting million-dollar lessons from past, true legends of advertising and copywriting. It will not surprise anyone who knows me: I do not agree with everything in their book, but I certainly recommend it. Those under-informed by history and legacy consistently work harder than necessary for poorer results than available. No one engaged in or spending their or their client’s money on advertising should skip this master class.


—DAN S. KENNEDY, DIRECT MARKETING STRATEGIST AND COPYWRITER, AUTHOR OF THE NO B.S. SERIES


I personally read the works of these advertising giants while we were building Guthy|Renker and they were invaluable. I still read them today. Now Simpson and Kurtz have synthesized, selected and distilled their collective genius, originally contained within multiple volumes, into one best-of can’t-put-down book, which is a must-have for any marketer. If Gary Halbert were alive today he’d promise you that this book would get you “maximum results in minimum time.”


—GREG RENKER, CO-FOUNDER GUTHY|RENKER


When I started my first online business back in 1996, I quickly realized it was a direct marketing business—and that one distinction has made all the difference. But there was virtually no one teaching online marketing back them, so I went back to “old school” direct marketing to learn the craft—including the six legends featured in this book. Their work is timeless and powerful, but it can also be dense and difficult to get through. That’s why it’s exciting that Craig Simpson and Brian Kurtz have distilled (and updated) their wisdom into a one volume that cuts right to the heart of direct marketing.


—JEFF WALKER, AUTHOR OF THE NEW YORK TIMES’ BESTSELLER LAUNCH


The Advertising Solution is a master manual which you should build into your copy, based on six masters. If you use this book as your “make sure we don’t miss anything” checklist, no promotion you write will ever leave a gaping hole. I especially recommend this for the new writer who doesn’t have enough street experience to be sure which sales elements are performing the heavy lifting. At the top of the list is Gary Halbert’s most important technique for writing copy in Chapter 7. This is from the guy who did more to transform copywriting into a cult-following passion than anyone who came before him . . . or since.


—PERRY MARSHALL, AUTHOR OF ULTIMATE GUIDE TO GOOGLE ADWORDS, 80/20 SALES & MARKETING, AND EVOLUTION 2.0


Simply put: If you’re a marketer of any sort, and consider yourself a professional—this is a must-read book. Period. After reading this book, you’ll have the ability to see things other marketers cannot, spot opportunities others overlook, and avoid land mines your competitors will walk right into. History repeats itself. And the deeper your understanding of the past is the further you can see into the future.


—RYAN LEVESQUE, NATIONAL BESTSELLING AUTHOR OF ASK., CREATOR OF THE ASK METHOD™, WWW.ASKMETHOD.COM


Craig and Brian have extracted and refined pure platinum from the six greatest practitioners of people-driven marketing—Hopkins, Collier, Caples, Ogilvy, Schwartz, and Halbert—and share how their techniques and wisdom—that sold billions of dollars’ worth of products and services back when a billion dollars was real money—are just as powerful in today’s digital world. I wish to hell I had this treasury when I started out and could have used it as a refresher course throughout my career.


—DENNY HATCH, AUTHOR AND FOUNDER OF THE WHO’S MAILING WHAT! NEWSLETTER


My career has been heavily shaped by the legacy and advice of past legends (including a 20-year close friendship with Gary Halbert), and I can’t recommend studying these guys enough. I’ve known Brian for decades, and remain in awe of his business savvy. He excelled in one of the most brutal markets in direct response, wrangling a Who’s Who stable of legendary copywriters (and squeezing some of their best work out of them) . . . so he’s had a front-row seat in what works, what doesn’t work, and what’s worth learning in this crazy modern business world. And from all I’ve heard, Craig has had his own incredible experiences in that same rough and tumble world of direct marketing. Good for Brian and Craig for putting this together.


—JOHN CARLTON, AUTHOR OF SIMPLE SUCCESS SECRETS NO ONE TOLD YOU ABOUT, WWW.JOHN-CARLTON.COM


Since direct response advertising is the oxygen that makes your business work, understanding it is critical. Brian Kurtz and Craig Simpson have done a great job piecing together the techniques, concepts, and strategies of six of the most effective direct response advertisers who ever lived—and laid it all out for you on a gold platter in The Advertising Solution. If you want your business to have increased revenue and sales, then read this book and apply the timeless principles and strategies in it.


—JOE POLISH, FOUNDER OF GENIUS NETWORK AND PIRANHA MARKETING, INC.


The six legends profiled in The Advertising Solution are the pioneers most of whom I studied early in my career. What I learned I truly believe was the basis of my success in direct marketing. The advice in in this book is timeless as all the principles still apply today. To have these six legends featured in one book is brilliant. Anybody will benefit from reading the lessons of just a few of the legends let alone six. I strongly recommend this book for anybody who wants to master everything from basic copywriting to the power of the internet.


—JOSEPH SUGARMAN, AUTHOR AND CHAIRMAN OF BLUBLOCKER CORPORATION AND JS&A GROUP, INC.


To see further you must stand on the shoulders of giants. Marketing and advertising is the lifeblood for any successful business and by studying these six legends profiled in The Advertising Solution you’ll gain an unfair advantage. To me, the best ideas come from going back to the source. Twenty-first century digital marketing is all based on the fundamental strategies outlined here. The tactics will change like the blowing winds but these key principles are bedrock.


—YANIK SILVER, AUTHOR OF EVOLVED ENTERPRISE
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PREFACE


CALL IT AN ALLERGY: I have little or no tolerance for advertising that is not accountable—and measurable—complete with metrics that tell us whether we made money and whether we should continue. The natural next step, of course, is to then do anything we can to beat the winning promotion, again using the metrics of direct marketing.


I learned at the outset of my career to always focus on measurable response—media that pays out—and for the most part, I try to avoid getting sucked into using (or buying) advertising or marketing that relies on anyone’s best guess as to whether it works.


So when Craig Simpson asked me to work with him on The Advertising Solution, I was inclined to say yes immediately (because it was Craig), but I wondered if I was really the right guy for the job.


After all, as I have written and often said, non-direct marketing forms of advertising—such as public relations, publicity, and even general advertising (the kind with no relationship to direct response and measurability)—usually give me hives. I used to speak at events for college students and explain that direct marketing was the only kind of marketing to practice since it’s the only marketing that lets you know how you are doing all the time. I told them, “If you are needy and crave constant feedback on how you are doing, direct marketing is for you.”


I also told them that making money is nice, but the real key is once we make money, we can go on to make a much bigger impact. Without focusing on measurable results, we have little or no chance to make our maximum impact.


But The Advertising Solution? I just wasn’t sure about this one.


Then Craig explained that he was using the word “advertising” in its broadest sense to include direct marketing. And furthermore, he was going back to the original advertising geniuses who invented the methods for measuring response that are the groundwork of what we do today. As Craig said to me, “We are going to explore in depth the groundbreaking work of six legends of advertising, marketing, and copywriting and bring to life some of their most important techniques and concepts, many of them implemented almost 100 years ago. The thesis will be that what they invented is actually the foundation all marketing is based on today. If we want to work most effectively, we have to go back to the source.”


So Craig didn’t have me at “hello”—but he had me now. I realized at that moment that Craig and I think about the world of direct response marketing the same way, and I was all in on this project.
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I have talked about my life’s mission to be the bridge between the truths of direct marketing of the past and how those eternal truths can be applied to everything we deem state-of-the-art in today’s multichannel marketing world . . . and on into the future.


And it’s amazing how well the six legends highlighted in this book realized the importance of measurability, testing, and what makes people tick (and buy) without a computer, the internet—or even Facebook.


Imagine that.


And it’s astonishing to see how much they understood, clarified, and demonstrated principles that have become the lifeblood of all we do in marketing today—both offline and on. Regardless of what type of promotions you are doing today, whether it’s direct advertising, online sales, blogging, self-promotion, or anything else, these are the principles you must understand—and use. They are as vital and practical today as they were when they were first put forward.


You can save years of trial and error, and increase your level of success, by putting into practice the ideas you will find in this book. I have long been a student in one way or another of these six incredible men—true heroes to myself and so many others—so the opportunity to collaborate with Craig on this book is a dream come true.
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Choosing these six legends was easy given their contributions.







	
Claude Hopkins wrote Scientific Advertising; knowing that he published his masterpiece in 1923 and that it still holds up today tells you a bit about how influential he was then … and now. Remember, he promoted this concept in a time when there was really very little “science” available. His book is one of very few on a list I recommend to anyone beginning a marketing career today.


	
Robert Collier wrote The Robert Collier Letter Book—a dense read—in 1937, with enough lessons in writing sales letters for a lifetime. While it is not talked about as a “must read” as often as the masterpieces from some of our other legends, Craig and I learned as much from studying how Collier dissected the sales letter as we did from anything else in this book. Collier, despite being relatively unknown (and less read), might have been the premier sales letter copywriter—ever. It is so satisfying to expose Collier’s wisdom to a new generation.


	
John Caples was probably the first person to understand direct marketing measurement, metrics, and testing methodology. Tested Advertising Methods is in its fifth edition and is still a must read for anyone who writes copy or promotes anything in any medium. The fact that this bible of proven advertising techniques has continuously been updated to reflect all the changes in marketing today tells us that Caples was clearly on to something.


	
David Ogilvy was a direct marketer trapped in a general advertiser’s body. He was a true creative genius and pioneer who understood direct marketing before it was ever talked about separately from advertising. He did not, as he put it:

. . . regard advertising as entertainment or an art form, but as a medium of information. When I write an advertisement, I don’t want you to tell me that you find it “creative.” I want you to find it so interesting that you buy the product.


                He did that very effectively.




	
Gary Halbert is a legend whom I had the pleasure of meeting, and his influence has expanded even many years after his premature death. Over the years, I have met dozens of copywriters he mentored, some of whom are the best copywriters in the world today. I don’t know of one great copywriter working today who has not studied him, learned from him, and continuously reread the incredible body of work he left behind in “swipe files” readily available to everyone. Through his writings and interviews, he continues to influence the marketplace in a major way.


	
Eugene Schwartz, the one legend I knew well and someone I can call a mentor, was (and still is) as influential as anyone who has written copy or marketed products in the history of advertising. His landmark book, Breakthrough Advertising, is considered the most important book ever written on copywriting, creativity, and human behavior. Schwartz was able to get into the psyche of all the audiences he wrote to—and the clients he worked intimately with—and in this book, we also share his methodology for writing efficiently and effectively. I know many copywriters today who follow Schwartz’s system almost like a religion.
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I think there’s a theme worth noting about these six “old-timers”:





The universal truths they wrote about are timeless.





Yes, some things will sound and feel outdated since they are not talking about social media or anything digital, but I encourage you to suspend your disbelief a bit as you read this book and consider how much of their work has stood the test of time. It transcends technology.


To help you, this book is filled with modern-day examples and advice on how to apply these truths to any kind of promotion you are doing today. One of my favorite quotes is from one of the great advertising men of all time, Bill Bernbach:





Adapt your techniques to an idea, not an idea to your techniques.





I don’t want to get too dramatic here, but these guys are our “builders of the pyramids,” creating something incredible without the use of modern technology. We are extremely proud that this book will enable the next generation of the best marketers on the planet to apply their genius in the most innovative ways. If our six legends were alive today, they would see the internet as the ultimate direct response medium. They would have a field day applying their genius to marketing online (especially because they would not have to pay for postage).


I believe one of the other great things about this book is that it makes the legends’ work more accessible to today’s marketers. Some of the books these men wrote can be a little difficult to get through, as they were written in a style that sounds a bit foreign to us today. We have taken the essence of each of these greats and made it easy for you to understand, assimilate, and start applying to your own work. Basically, we have created, in one volume, a way for you to take advantage of these legends’ genius without having to read everything they wrote.


At least not yet.


Perhaps, once you understand the true value of Hopkins, Collier, Caples, Ogilvy, Halbert, and Schwartz, you will want more. Fortunately, much of their writing and wisdom is readily available.
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In general, this book will be of interest to anyone who enjoys history and would like to learn the ins and outs of how advertising works. More specifically, as a marketer, you will find it of value if you fall into one of these three groups:







	
First-time marketers of products or services. If you are getting into direct marketing today, it is probable that your work will mostly be online. It’s also probable you will want to deliver digital content, as opposed to a physical product, if you are involved in the delivery of information.

Despite our legends operating pre-internet, everything they talk about is applicable to today’s digital marketing environment as well as the direct mail environment. You will see that throughout this book as we make specific mention of online and offline applications of our legends’ knowledge.


Through my 35-plus years in direct marketing, as we went from horse and buggy (i.e., direct mail/print only) to the automobile (online), the smartest marketers I knew always diversified their distribution channels just as they would diversify their investment portfolio. Hopefully you believe as I do that “multichannel marketing” should always be at the top of one’s mind.


What these legends were able to accomplish in print and direct mail is astounding, and everything they did is applicable to how we launch new products and sell our services today. And note: offline media still scales quite well and often delivers more engaged customers with higher lifetime value. So we encourage you to consider offline techniques to complement your online business when appropriate. Our legends will help you with both.




	
Experienced marketers who have never heard of these six legends. If you are successfully marketing goods and services today, and you are focused mostly (or even exclusively) online, why would you want or need to read about advertising greats of the past who did everything offline? This question is understandable, and it is one of the motivations Craig and I had for writing this book.

While you may not have heard of any (or all) of the men we profile here, I believe you can take almost anything in this book and apply it to your current online marketing plan. And if you are marketing offline, you really need to know about these six legends so you can produce your best work.


Another motivation for us to write this book was to make sure that Hopkins, Collier, Caples, Ogilvy, Halbert, and Schwartz are never forgotten. If we can introduce them to an audience of world-class marketers who aren’t aware of them yet, we will know we have done something special. Their contributions to advertising, direct response marketing, and creative development are as deep as they are wide.


Some information in this book may simply serve as reminders for experienced marketers, but hopefully all the material will lead to inspiration and new breakthroughs in how you sell and promote.


As a popular saying tells us:





Learn the rules like a pro, so you can break them like an artist.




	
Experienced marketers who are actually old enough to remember these six legends. If you fall in this category, I’m guessing you know many of these principles, and you may have learned them first from one of the legends we profile in this book.

But are there basics you have forgotten? Is it time for some reminders of what got you here?


For this group, I believe reading this book will be much more than a stroll down memory lane. I think it will offer one reinforcement and one inspiration after another so you too can continue to “break the rules like an artist.”
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Finally, on the surface, I may look like a direct-marketing hypocrite—that is, I claim to have been a slave to measurable and accountable advertising my whole life, yet I’ve got my name attached to a book about six men who are eternally tied in people’s minds to a world of general advertising that was often more about brand and image than about getting orders and making money.


But after poring over the work of these legends, it is clear to me that whenever they could, they bucked the trend of clients paying them to do pretty ads that made someone in a boardroom feel great about their brand, product, or image. Instead, they strove to prove the worth of the work they produced. This is why I think this book is so important—despite the possibility that some may come to it under the misapprehension that it’s about “general advertising.”


You will see throughout the pages of this book that our legends were way ahead of their time. They invented today’s methods for determining whether marketing is providing the desired return on investment.


The life’s work of our legends needed to be shared in a volume like this, and I thank Craig for asking me to be part of it. I sincerely hope you will gain as much by applying the eternal truths covered in this book as the two of us do every day, working with marketers in every category and in every medium. Therefore, I am the proudest direct-marketing hypocrite who ever lived. I’ll wear that title like a badge of honor—I hope you will too.


—Brian Kurtz, Titans Marketing LLC









INTRODUCTION


THE ADVERTISING SOLUTION: Influence Prospects, Multiply Sales, and Promote Your Brand distills the wisdom of the world’s greatest promotional pioneers, expressing their basic principles in the language of today, so that you can have the information you need to become a master marketer. In addition, by understanding these principles, you can become a more astute judge of the advertising you’re exposed to every day.


Products and business models change over time, but human nature does not. The same principles of human desire and methods of influence that guided the markets of ancient Greece are still operating today. In order to get people to do what you want them to do, you have to understand what motivates them. You also have to know how to present yourself and your product to get their interest, their trust, and ultimately their willingness to call you, visit you, or send you their money.


For most of human history, communication between the seller and the buyer was one-on-one. That changed with the development of printing and the expansion of literacy. Sellers could print fliers and tracts. They could place ads in newssheets. Popular pictorial magazines, largely supported with ad revenue, began to be published.


With the development of the large mail order companies, such as Montgomery Ward and Sears, Roebuck and Co., came the growth of another form of advertising—direct mail. Then, starting in the 20th century, radio and television allowed sellers to reach a huge captive audience. And of course today we have the internet, allowing marketers, bloggers, and promoters of all types to reach untold numbers of individuals at all hours of the day and night.


During the early part of the 20th century—as new ways to reach large numbers of people became available—a new breed of salesperson came into existence. Before that, writing advertising copy was a side job. But it soon became apparent that writing effective ads required a special kind of skill and dedicated effort. You couldn’t rely on your secretary to write ad copy during spare moments. If you wanted to grow your business, you needed a talented individual who understood human nature and was willing to scientifically test ads to find out what worked and what didn’t.


Thus dawned a golden age of advertising, driven by legendary marketers like Robert Collier, Claude Hopkins, John Caples, David Ogilvy, Eugene Schwartz, and Gary Halbert. These ad men knew what motivated people, they knew how to write copy that kept prospects reading and moved them to take action, and they knew how to experiment and test what they produced so they could keep honing their message to get the best results.


Anyone today who wishes to influence people would benefit greatly from learning the basic principles discovered by these advertising legends. But few do, either because they haven’t heard of these promotional giants, or because they find the older men’s way of expressing themselves dated and hard to understand.


That’s a shame, because what these legendary ad men have to share about the principles of effective advertising is just as fresh and relevant today as it was back when they first shared their findings with others. Anyone who is in the business of influencing other people would become much more successful by understanding what these men discovered long ago.


Whether you’re a business owner writing your own ad copy, a professional copywriter working for clients, a web developer writing homepage copy for e-tail sites, someone placing listings on eBay or craigslist, or a blogger who is essentially writing copy to sell yourself, you would do a much better job of accomplishing your goals if you understood the universal principles of human nature and advertising presented here in The Advertising Solution.


—Craig Simpson, Simpson Direct, Inc.









CHAPTER 1


MEET THE LEGENDS WHO CREATED THE RULES OF MODERN PROMOTIONS


THERE HAVE BEEN MANY GREAT promoters and copywriters over the years, and we salute them all. But in this book, we’re going to focus on the real legends—the great marketing and advertising minds from the past who practically created the industry as we know it, and who continue to have a tremendous influence today.


Their discoveries and insights into what it takes to move others to action are as fresh and alive and relevant today as they were when they were first used to create powerhouse, record-breaking publicity and sales materials. These were colorful, creative individuals who invented the rules for promoting their products and themselves. And their rules work as well now as they did then. In this book, we will delve into their discoveries and how we can use them today. First, let’s learn a little about the lives of each of these remarkable individuals.


CLAUDE HOPKINS: THE FIRST SCIENTIST OF ADVERTISING


Claude C. Hopkins (1866–1932) was an advertising pioneer from the first part of the 20th century. His highly influential 1923 book Scientific Advertising introduced the world of advertising to principles like test marketing, the use of coupons and free samples, key coding ads to make sure responses could be tracked, and thoroughly researching a product to create meaningful copy instead of fluff.


These are all such standard practices today that we take them for granted, but they were all invented by Hopkins.


Hopkins believed that advertising had just one purpose: to sell something. That meant that advertising was to be judged by one measure only: the sales that were the direct result of the ad.


For each of his ads, Hopkins measured the cost per customer and the cost per sale. These were the yardsticks by which he compared his results so he could fine-tune his ads with each campaign. Then he turned his findings into principles that he applied and tested in campaigns for other products.


His campaigns were wildly successful, largely due to his thoroughly researched “reason why” copy. As a result, in 1907 he was hired by the Lord & Thomas advertising agency for the then unheard-of salary of $185,000 a year. (At the time, a professor at Harvard made less than $1,000 per year.)


In his autobiography, My Life in Advertising, Hopkins attributed much of his success to his Scotch mother, who “typified in a high degree the thrift and caution, the intelligence, ambition, and energy of her race.” From her he inherited “conspicuous conservatism,” and believed it was the lack of this quality that wrecked more advertisers and businesspeople than anything else. Hopkins called “safety first” his guiding star, which meant he took no chances in spending his clients’ money or creating campaigns on which the success of their businesses rested. The result was scientific advertising.


He also attributed much of his success to his father, a newspaperman who was the son of a poor clergyman. Hopkins grew up in poverty, which gave him an understanding of the poor and working class: what they wanted, what their struggles were. These were to become his future customers, and he knew how to talk to them so that they would see him as one of their own. If you are promoting anything, you must understand your audience—and make them know that you understand them—if you hope to influence them.


From an early age he made money by selling items door to door. He worked hard to support his family after his father died when Hopkins was only ten, which taught him a great deal about how to get his foot in the door. Once he did, he almost always made a sale. This experience, and his natural creativity, enabled him to see the broader picture when it came to selling. It was also during this time that he learned the value of giving free samples and coupons, which became the cornerstone of many of his later campaigns.


Hopkins originally planned to become a clergyman, but his philosophies didn’t suit the strict church structure of the time. So he looked for another way to earn his living.


He didn’t enter advertising right away, but started off as a bookkeeper for the Bissell carpet sweeper company in Grand Rapids, Michigan. He soon saw an opportunity in helping them write sales copy, although his bosses disagreed with his ideas. They wanted to sell the mechanics of the sweeper. But he believed that to appeal to female buyers, they should stress the design and beauty of the different kinds of wood he had advised the company to use in the sweepers. Although they dragged their feet, company executives ultimately went along with his ideas because they brought results—and you couldn’t argue with the results. One pamphlet Hopkins designed, promoting a special limited edition sweeper made from an exotic wood, sold more sweepers in six weeks than the company had managed in a full year.


From there, he became a full-time ad man, writing copy for products like lard, chicken incubators, shoes, medical products, liquefied ozone—the list goes on. Finally, as an executive and ultimately president of the Lord & Thomas advertising agency, his campaigns for big-name products like Palmolive, Quaker Oats, and Pepsodent Toothpaste really put him on the map.


The success of his campaigns largely rested on what he called “traced advertising.” Hopkins had no respect for unproven theories of advertising. He said each ad is a salesman, and you had to compare their response rates, just as you would compare the success rates of salesmen in your employ, holding them responsible for their cost and results.


He acknowledged there were basic laws of advertising that were generally accepted and backed by results, and that they should be learned. However, using these basic laws didn’t remove the need for scientific advertising. Every sales piece or ad, even if based on these principles, still had to be tested. We’ll look at many of these principles throughout this book.


Every aspect of Hopkins’ life contributed to his homespun style, his understanding of his audience, and his need to prove the effectiveness of what he created in terms of sales figures. We have much to learn from him today. The great David Ogilvy (one of the other legends profiled in this book) said:





Nobody should be allowed to have anything to do with advertising until he has read this book [Scientific Advertising] seven times. It changed the course of my life.





Claude Hopkins changed not just the world of advertising and promotions, but the way we perceive the world.


ROBERT COLLIER: THE PHILOSOPHER AD MAN


Robert Collier (1885–1950) was a fabulously successful direct mail marketer who ruled the field during the first half of the 20th century. He is believed to have written sales letters that brought in upwards of $100 million during the 1920s and 1930s. Today, that would amount to $1 billion.


How did he do it? Just by writing sales letters for a wide variety of products—letters that were sent out across America and brought back tons of orders. He sold sets of Harvard Classics, face cream, tractors, pipes, winter coats—there was nothing he couldn’t sell.


His discoveries and insight into human nature, and how he used them to manipulate interest in his products, are of tremendous practical use to promoters of all kinds today. It is well worth the effort to learn what he had to tell us in his classic works so we can increase the effectiveness of our attempts to influence others.


But Collier was more than a writer of ad copy. He was also the author of self-help books and New Thought metaphysical works, one of which, The Secret of the Ages, sold more than 300,000 copies during his lifetime. No doubt his understanding of people’s hopes and dreams enabled him to appeal to them in a way that got them to take the action he wanted.


Collier’s approach to life, which stressed abundance, visualization, faith, and confidence, recently found new fame as one of the building blocks of Rhonda Byrne’s bestselling 2006 book The Secret and the popular movement that sprang up around it.


There are some interesting parallels between Collier’s life and that of Claude Hopkins.


They both had early experience in publishing: Hopkins through his newsman father, Collier through his uncle Peter Fenelon Collier, who was the founder and publisher of the popular magazine Collier’s Weekly. They both lost parents early in life (Hopkins lost his father, Collier lost his mother). They both had early aspirations to enter the clergy. They both turned out to be unsuited for that kind of life and headed out to make their fortune elsewhere.


Like Hopkins, Collier started out working in a manufacturing setting. He worked in the West Virginia coal industry, where he educated himself in business and writing. Spending time with local people and watching their struggles gave him another kind of education in human nature.


It was here that he wrote his first sales letter. At the time he had no experience in sales, but he was enthusiastic and had an idea for an approach that would appeal to his audience; the result was a huge success. He applied what he learned from that letter to other letters for the company, and in this way he learned his craft through trial and error.


He was also helped by some of the works on advertising that were already classics at the time. He particularly credited Herbert Watson’s Business Correspondence Library for giving him the tools he needed.


Like Hopkins, Collier always judged his own work by the number of sales. Over time, as he experimented with different methods and weighed the results, he developed his own set of rules.


After eight years Collier moved to New York to work at his uncle’s publishing business. Thanks to his years writing copy in the coal industry, he was well-prepared to start working in the advertising department, where his career really began to take off.


The rules he developed for himself to sell coal to utility companies were universal rules that also worked to sell a “five-foot shelf” of Harvard Classics to up-and-coming families, which was a notable direct marketing offer of its day.


Collier used testimonials, order cards, return policies, and payment plans to sell untold numbers of books. These are all techniques we take for granted today, but they were breakthroughs back then. And of course, there was the brilliance of the copy, which appealed to people’s self-images and their aspirations for a better life. That’s what really got their attention so that they devoured his sales letters and were then motivated to place their orders.


Collier followed up his success selling Harvard Classics with a campaign that sold $2 million worth of O. Henry stories. An important aspect of his success was introducing a sense of urgency. People had to order by a certain date to receive a bonus item with their purchase. This technique is used everywhere today.


In his advertising primer, The Robert Collier Letter Book, Collier analyzed the letters from many of his major campaigns. As we learn why he tried certain techniques and see how they turned out, we become aware of how much thoughtful insight Collier applied to each of his sales letters. He didn’t just write off the top of his head: he tried to understand the desires of his audience and then did his best to appeal to those desires and inspire his prospects to take action.


Collier taught us all a great deal about human nature. Later in this book we’ll take a deep dive into learning the nuts and bolts of how he did what he did—and did as well as anyone in the history of advertising. Anyone can become more adept at influencing others by understanding how Collier did it.


JOHN CAPLES: THE MAESTRO OF HEADLINES


John Caples (1900–1990) was a dominating force in the world of direct-response advertising for most of the 20th century. His legendary career had its big start in 1926, when he wrote the fabulously successful (and often imitated) headline:


They Laughed When I Sat Down at the Piano But When I Started to Play!





The ad was successful because of the measurable response it produced, and measuring response was what John Caples was all about. He was a proponent of measurement in advertising to prove, scientifically, whether an advertisement worked.


In today’s fast-paced marketing environment, measuring results based on the specifics of your ads and where you’re advertising will make or break your business. John Caples understood that a long time ago. And thank goodness we can follow his advice today. There are people advertising on Facebook or on Google AdWords who are tracking their response rates exactly as Caples suggested. Unfortunately, there are still many online marketers who just throw ads out there and don’t track their results. They are missing the key point of and the opportunity in measurable response advertising. We must give Caples the credit for developing the idea of measuring response because those who follow his lead are the most successful internet marketers today.


But let’s start at the beginning.


The young Caples was painfully shy, dropping out of Columbia University to avoid making a two-minute speech in front of a required English class for freshmen. Perhaps this was the basis of his famous “They Laughed” headline. He understood what it was to feel inadequate and to have a driving need to prove yourself to others—and even more, to rub your success in a naysayer’s face.


Caples was a Manhattan native with successful, cultured parents. After his failure at Columbia, he was compelled to make good. So he joined the Navy with the goal of studying and preparing himself to win a position at the United States Naval Academy in Annapolis. He passed the competitive exam and graduated from the academy in 1924.


However, the Navy was downsizing after World War I, so he accepted their offer to give up his commission as an ensign. Instead he went on to earn a B.S. in engineering. A subsequent job as an engineer with the New York Telephone Company bored him to tears, and he ended up looking for vocational guidance. The counselor’s report mainly pointed out all the negative factors about possible future employment situations, but he did make one recommendation: “I would not discourage you in your ambition to develop yourself as a writer.”


That turned out to be golden advice.


Caples took some writing courses and decided to try a career in advertising, starting with a position at a leading mail order company, Ruthrauff & Ryan. He soon realized that the advantage of mail order advertising, as opposed to magazine ads, was that you had unarguable feedback about the success of an ad because you knew exactly how many people responded to it. That made it possible to experiment with different copy or formats to see which worked best. Those findings could then be applied to new ads, leading to more and more effective campaigns.


One of Caples’ earliest campaigns was the one that made his fortune. It was a sales letter for a home-study music course with the soon-to-be-famous “They Laughed” headline, followed by four pages of copy. This headline so struck the imagination of people at the time that it took on a life of its own. Comedians even based vaudeville routines on it: “They laughed when I sat down at the piano. Someone had stolen the stool.”


The “They Laughed” approach was copied by others, but no one did it as well as Caples himself, who wrote a similar ad for a correspondence French language course: “They grinned when the waiter spoke to me in French—but their laughter changed to amazement at my reply.”


As Caples grew in stature as an advertiser, he moved up in the industry, eventually landing a position at BBDO, one of the largest advertising agencies of that era. He stayed there for the rest of his career, ultimately becoming vice president and creative director. What made Caples one of our legends is not only that he wrote amazingly effective copy but that he was also a scientist in his field. Undoubtedly his training as an engineer gave him the tools to become a master of testing. He explained his techniques in his classic book Tested Advertising Methods, which is still studied by copywriters today.


Caples developed many of the methods that define the field of advertising, such as split-run testing. With this technique, advertisers create two different ads, maybe with different headlines or layouts. They have a magazine publisher print half the run with one ad and the other half with the other ad. The ads must have some kind of reply requested so the responses to the two ads can be compared. Caples started with simple two-way split-run tests and worked up to 40-way tests. He also advocated the importance of a great headline that appealed to readers’ self-interest, as well as other qualities, such as curiosity and newsworthiness. We’ll be looking at these ideas and many others from Caples’ groundbreaking work later in this book.


Caples combined the science of persuasion with the science of precision like no one who came before him . . . and he paved the way for all who came after.


DAVID OGILVY: THE ADVERTISING WIZARD


David Ogilvy (1911–1999) is perhaps one of the best-known of the legends we’re profiling in this book. He was often referred to as “The Father of Advertising.” By 1962, he’d revolutionized the way copywriters created ads, and that year Time magazine dubbed him “the most sought-after wizard in today’s advertising industry.”


Ogilvy wrote about his approach to advertising in Confessions of an Advertising Man, first published in 1963. Some people believe he served as the model for Mad Men’s Don Draper. Indeed, if you look at pictures of Ogilvy, he was just as dashing as the TV character.


Ogilvy’s beginnings, as with so many of the other great ad men we’re looking at here, would not have suggested that he would become an “advertising man” or that he would achieve the level of success he enjoyed. Ogilvy was born in England, the son of an Anglo-Irish mother and a Gaelic-speaking Scotsman. His father was a classics scholar and a financial broker—an odd combination that may explain Ogilvy’s own wide-ranging interests.


The family did not have much money, but Ogilvy’s talents allowed him to win scholarships, including one to Oxford. He didn’t relish the academic life, however, and dropped out of Oxford before he could graduate. Then he moved to Paris, where he became a kitchen worker at the Hotel Majestic. The work there was exhausting, so he soon ended up back in Great Britain, where he sold cooking stoves door to door for the AGA Rangemaster Company. His success was so marked that the company asked him to write up a manual for their other salesmen. According to Fortune magazine, it was “probably the best sales manual ever written.”


One of Ogilvy’s principal rules for selling stoves is one we often hear in some form or other today:





The more prospects you talk to, the more sales you expose yourself to, the more orders you will get.





Even at a very young age, Ogilvy understood that selling is a numbers game.


Restless to expand his horizons, Ogilvy moved to the United States in 1938 and took a position with George Gallup’s Audience Research Institute in New Jersey. It was here that he learned the value of following rigorous research methodology, which served him well later as he developed lucrative ad campaigns for his clients.


When World War II broke out, he joined the Intelligence Service, housed in the British Embassy in Washington, DC. He realized the potential in applying the techniques he had learned at Gallup to the field of secret intelligence and wrote a report outlining his ideas. General Eisenhower got wind of the report and implemented its suggestions during the final year of the war, with great success. Ogilvy was involved in other propaganda activities during the war that laid a strong foundation for his later career in advertising.


After the war Ogilvy bought a farm in Lancaster County, Pennsylvania, which he valued for its serenity. However, he soon realized he wasn’t cut out to be a farmer and moved to New York to begin the next chapter of his life. With only a smattering of advertising experience, he founded the ad agency Hewitt, Ogilvy, Benson & Mather, which eventually joined with the London agency Mather & Crowther to become Ogilvy & Mather Worldwide. Finally, our Renaissance man had really come into his own as an advertiser.


His client list boasted an impressive array of brand names in many diverse industries: Rolls-Royce, Shell, Lever Brothers, General Foods, Sears, Hathaway Shirts, Schweppes, and American Express. He and his team created such successful campaigns that new clients begged to be taken on. As Ogilvy put it:





I doubt whether any copywriter has ever had so many winners in such a short period of time. They made Ogilvy & Mather so hot that getting clients was like shooting fish in a barrel.





Several factors went into making Ogilvy the premier advertiser of his time. First, he was a brilliant writer as well as a brilliant observer. He knew how to recognize a genius idea when he saw it. Second, he had respect for his target audience. He loathed the kind of advertising that talked down to people. He believed the way to sell to people was to talk to them as though they were intelligent. He was famous for telling other ad writers:





The customer is not a moron, she’s your wife.





Ogilvy’s methods were also a big factor in his success. We’ll be looking at these in greater detail throughout this book, but like so many of the other legends we’re profiling, he didn’t just make things up because they sounded good. He immersed himself in information about a product and let his ads almost write themselves.


Beyond his genius for recognizing the “big idea,” Ogilvy lived by the principles of respecting your audience and basing pitches on the actual qualities of whatever it is you are trying to sell, whether it’s a product or a person. Both are critical for anyone in the business of promotion.
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