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What Can You Expect from The Ultimate Sales Letter?


Since its first publication in 1990, this book has inspired and guided tens of thousands of people in diverse businesses and sales activities in creating and using “the ultimate sales letter.” Here are a few of their comments:


“One sales letter campaign developed from your instructions has actually produced so much business for my practice that I no longer have marketing needs. I only have trouble handling all the clients!”

— Harry Williams

Attorney, Illinois




“I have invested well over $200,000.00 having Dan Kennedy write ads and sales letters for me. Getting an inside look at his method in this book is the bargain of the century.”

— Rory Fatt

Restaurant Marketing Systems, Inc., Vancouver BC




“Carefully following the instructions in The Ultimate Sales Letter, I put together a long letter for the purpose of securing appointments with top decision-makers in my industry. In over twenty years in this business, I've never sent anything longer than a one-page letter, and frankly, I doubted your approach. But this time, instead of fighting through secretaries and making follow-up call after follow-up call, these prospects were calling me. So far, I've written over $50,000.00 in new business from mailing only 2,500 letters.”

— John Cummings

Michigan




“I've been a marketing director for nearly ten years. I know quite a bit. My promotions pulled results; bosses and clients loved me. But I was not aware of how much I didn't know! If Dan Kennedy required my next-born child in exchange for the information he has given, I'd pay to have a reversal of my tubal ligation.”

— Bridget Campbell

Marketing Director, Idaho



And from Down Under …


“I have been a keen student of yours for close to ten years. More than any other direct-marketing expert on the planet, it is your tactics, strategies, and principles that have directly contributed to my success. From a Dan Kennedy neophyte to Kennedy expert, my achievements, including being CEO of Australia's twenty-ninth fastest-growing company and achieving rank of Australia's thirty-ninth richest young entrepreneur (per Business Review Weekly magazine), can be attributed to your teachings. Our products are now in every department store in the United States, the GNC stores, and we are looking forward to exponential growth this year.”

— Peter Nicholas

Naturopathica/Skin Doctors Cosmeceuticals

Sydney, Australia




“There have been great copywriters in the past twenty-five years that are without peer. After the death of Eugene Schwarz, there are only three left living, and you, Dan Kennedy, are one of the three! Your copywriting advice, like that in The Ultimate Sales Letter, has helped me write copy that makes more than $60 million a year. You are my secret weapon.”

— Sonia Amoroso

Naturopathica/Skin Doctors Cosmeceuticals

Sydney, Australia





Introduction

You've Got the Power

Katie Yeakle

Turning words into profits. That's what sales letters do.

If you're a business owner, sales letters find new customers for you and persuade them to give you a chance. They keep your existing customers connected to you and buying more. And, they bring back customers who have left the fold and encourage them to buy from you again.

Understand how sales letters work and you'll have the power to create a successful business … and the life you want to live.

By the time you're done with this book, you'll have that understanding. Plus, you'll know how to recognize “fatal flaws” in letters written for you … you'll know how to get the most out of every sales letter you mail … and you'll know how to speak about sales copy in a meaningful and efficient way.

If, however, you picked up this book because you like to write, I have great news for you too.

You now have in your hands a ticket for living “the writer's life.”

Just imagine…. You can make more money than many doctors and lawyers make — just by writing simple, conversational letters like the ones you'll be studying in the pages ahead. For over a decade now, American Writers & Artists, Inc. (AWAI), the organization I'm proud to have helped create, has been showing folks who are sick of the rat race, or who simply want to make more money, how writing sales letters (aka “copywriting”) is the easiest and most fun way to start living a better and more stress-free life.

The ability to persuade via the written word, which is what you're about to learn how to do, is a skill that is, and always will be, in very high demand. Plus … since as a copywriter you own your business, you can work where you want … when you want. You're in total control.

And even though AWAI has done a good job “spreading the word” about the huge demand for people who can write sales letters, more letters are still needed.

Since the emergence of the Internet as a proven and vital marketing vehicle, the demand for letters, and people who can write them, has gone through the roof!

In the pages ahead, you're going to learn how to harness the power of these simple letters from one of the most successful and highly paid sales letter writers in the world, Dan Kennedy.

As Dan tells you right up front, “Don't be intimidated by the idea or process of writing. There's no magic or genius or Harvard degree required.”

In The Ultimate Sales Letter, Dan gives you his system for writing and maximizing the power of a sales letter. You'll know how to attract customers and how to boost sales. He gives you his best secrets, techniques, and tactics for profiting from what he calls “the most versatile sales tool of all.”

By the time you're done reading The Ultimate Sales Letter, you'll have the power to transform your business and your life.

— Katie Yeakle

AWAI's Executive Director

www.awaionline.com



Part 1

Before You Write a Word







What to Do Before You Start Writing

Take a deep breath. Relax.

If you're a pro copywriter for whom this book is a reference, welcome — you will find a solid checkup of your methods here, and maybe a trick or two or three to add to your tool bag.

But if you're not a pro writer, as the vast majority of people who have found and used this book in its prior editions over twenty years aren't, you have nothing to fear here! This book is for you.

I am convinced that just about anybody can learn to craft  very effective sales letters. I have no opinion one way or the other about your ability to write the next Great American Novel, a cook-book, a children's storybook, or a Broadway play. (I've written a country-and-western song: “I Love My Wife but I Forgot Where I Live.” But that's another story.) I do have great confidence in your ability to write a successful sales letter, for two basic reasons.

First, you presumably know more about your business, product, service, and customer than anybody else. Getting that understanding is the hard part. Writing with that understanding is easy. When I or some other freelancer is brought in to write sales letters, we have to do our best to acquire that understanding before we can even begin writing. That takes a lot of time and effort and energy, and there's still no way we can get exactly the same full understanding, the same intuitive insights from experience, that you must have in your chosen business.

This is a tremendous advantage and you, my friend, possess it.

Second, my own background tells me that just about anybody can learn to do this. I am a high-school, not a college, graduate. I did not go to work in the mailroom of some ad agency and learn the trade of copywriting from experienced, seasoned pros while pulling myself up the corporate ladder. In fact, I got my first paid copywriting assignment while still a senior in high school and opened my own ad agency two years later, with no relevant experience or education behind me. I just did the same things you can do:


	I got books like this one, devoured them, kept them handy, and used them as guides. I sure wish there had been a book exactly like this one, with a step-by-step system, but there were, and are, plenty of other good ones.


	I used my own insight, intuition, powers of observation, and common sense.


	I translated what I knew (and what I kept discovering) about selling and communicating in person to the task of selling and communicating in print.


	I built up huge “idea files” — samples of ads, mailings, and sales letters. These are called “swipe files” by pros, and that is exactly what they are used for — to swipe ideas from. You do not need much creativity to write letters; you only need to be adept at recycling and reorganizing ideas, themes, words, and phrases.




Despite of my lack of formal education or training in this field, I've developed literally thousands of print ads, sales letters, direct-mail campaigns, and online campaigns for hundreds of clients, and more than 90 percent have been successful. Even though I am paid from $50,000.00 to $150,000.00 to as much as $2 million plus royalties for such a campaign, over 85 percent of all clients who use me enlist my services again. Some continuously. Many of my sales letters have been tested against established successes written by other top professional copywriters and I've won these “beat the best” competitions almost every time. I do not tell you all this to brag; I tell it so that you will realize that you can do it, too. I'm self-taught. You can be self-taught.

Also, for most of your purposes, you do not need the same skill level that I or other top, professional copywriters have pains-takingly developed. In most situations I work in, I'm putting together sales letters that will compete against other sales letters written by other top pros, but you will more likely be competing in an environment where top-flight pro copywriters do not prowl.

I have been motivated — and urge you to be motivated — by what another top copywriter, John Francis Tighe, says frequently: “In the land of the blind, the one-eyed man is king.”

Since this book was first published, I've received literally thousands of “success stories” from people in every imaginable business or sales career who have used this book as their guide, put together a sales letter from scratch, and achieved desirable and profitable results. Some have gone on to great proficiency. Several have become consultants and copywriters.

I recognize that a large part of your success will depend on your confidence to do something. The mechanics are all here for you. But ultimately you have to go from your first read of this book to the act of following its steps, getting sales letters prepared, and into the mail.

Here are some general ideas that will help you get started:


	Don't be intimidated by the idea or process of writing. There's no magic or genius or Harvard degree required.


	Recognize the value and power of your unique understanding of your business, products, services, and customers. You may find it useful to build reference lists or stacks of 3-by-5-inch cards — “What I Know about Our Customers … about Our Product …” and so on.


	Assemble and organize ideas and samples in a “swipe file”; assemble and organize good reference materials.


	Think selling. If you have successful sales experience — terrific! Writing a sales letter is much more akin to getting down on the living room floor with Ma, Pa, the kids, and the dog and selling a vacuum cleaner than anything else. If you don't have a “selling mentality,” get one! Get some good books on selling. (See my website, www.dankennedy.com, and this publisher's website, www.adamsmedia.com, for some ideas.) Never forget that a sales letter is a sales presentation in print.


	Write. Don't worry about writing a letter from start to finish. Just write blocks of copy and stack them up. A lot of great sales letters are eventually put together with scissors and tape (or by cutting and pasting on the computer). Write!


	Avoid perfectionism. In most businesses, for most purposes, you don't need a perfect sales letter to get good results. If you follow the guidelines in this book, have something worthwhile to offer, and understand your customer, you may not put together the perfect sales letter, but I'll bet you will put together one that works.




Many people believe that the great, persuasive sales letter writers just sit down at their computers and let the priceless prose flow! I have known two or three who can do this, but most do not. Most professional sales letter writers give themselves the advantage of careful, thorough preparation, and you should, too.

Remember, the more you write, the easier it will get. Just about everything you do easily now was once difficult to do. From fear to confidence, difficult to easy, incompetent to competent — that's a movement we repeat over and over again throughout our lives. It's the process that gives life meaning, that prevents boredom, burnout, and depression. It's good for you! It builds healthy self-esteem, which prevents unhealthy addictions and destructive behavior. Gaining new competence in any skill, such as writing sales letters, automatically enhances your confidence in all other areas. In short, you're going to find the ability to craft effective sales letters to be a major asset personally and for your company.

Just as I am convinced that anybody can master the craft of writing effective sales letters, I am also convinced that a sales letter can be developed to sell anything.

My clients prove it. Darin Garman sells heartland-of-America apartment building and commercial property investments sight unseen to investors in California, New Jersey, even Japan, with letters sent from his office in Cedar Rapids, Iowa. Alan Reed at Reed's Dairy built his home delivery clientele from 300 homes to nearly 3,000 homes with sales letters (and postcards). In B2B (business-to-business), Dr. Chris Tomshack sells franchises to chiropractic physicians with sales letters. You name the product or service, and I can show you examples of it being sold successfully and profitably with sales letters. By the way, although I got them started one way or another, Darin, Alan, and Chris write their own sales letters, each generating millions of dollars a year in income for their businesses by doing so. You can too. For any product, service, or business.

My old friend Gary Halbert said, “There's no problem for which a great sales letter can't be the solution!”

Now you hold in your hands a simple, yet powerful, step-by-step process you can use to experience the power of sales letters for yourself. Go get 'em!

Here is the first page of a multipage letter Darin wrote for one of his properties — it is typical of the letters he writes for different properties. Following it, a copy of the order form: yes, investors fax in credit card info or FedEx in checks to invest, just as if buy-ing a pair of shoes from a mail-order catalog!

Exhibit #1A First Page of Sales Letter

[image: illustration]

Exhibit #1B Registration Form
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Part 2

The Kennedy System

Synonyms for System: methodology, process, procedure, approach, practice, framework, modus operandi, regimen, formula, routine. Writing copy that sells is not a creative act so much as it is mechanical process, adhering to formulas, and assembling essential component parts within a reliable framework.



Chapter 1

The Clay with Which to Mold

The first three steps are about getting the clay onto the worktable where we will then mold and make our masterpieces. The idea of writing a sales letter is actually something of a false idea. It suggests sitting down with a pristine, blank sheet of paper and conjuring words. In actuality, a truer description is assembling a sales letter. To do that, we need some things to assemble.


STEP 1: Get “Into” the Customer

An old adage says that you can't understand someone until you've walked a mile in his shoes.

It's a good adage. We entrepreneurs, for instance, would be much better off if each of our elected representatives had to spend a couple of weeks every year running a small business, struggling to meet a payroll, and filling out a slew of government forms. The people trying to work their way out of the slums would be much better off if each of our elected officials had to go live with them for a week or two every year. And our farmers would get some of their problems solved if each of those same officials had to spend a week every year working on a farm. A number of well-run companies require their top executives to take customer complaint calls periodically, open and read mail from customers, even get out into the stores and deal with customers face to face.




MORE

small businesses

are using direct mail

to attract new clients,

customers, or patients —

up to 18 percent year to year

(2010 from 2009).

(Source: 2010 U.S. Small Business Survey reported in delivermagazine.com)





The goal is understanding. To persuade someone, to motivate someone, to sell someone, you really need to understand that person.

How easy is it to miss? I wrote a TV infomercial script (essentially, a sales letter that comes to life) selling a home-mortgage-related product. The script called for the spokesperson to walk into a living room, saying, “Here, in a typical American home …” The producer filmed this line with the spokesperson stepping into a white-carpeted room with a grand piano as its centerpiece! Out of touch, out of touch! Admittedly, most marketers are never that far out of touch with their customers or prospects, but make a mental note: the more in touch you are, the more probable your success. In my Copywriting Mastery Seminar (which hundreds of people paid $2,000.00 to attend), I provide a special checklist of smart questions to ask about your customers and prospects. (My “Copywriting Seminar in a Box” and other resources for copywriters can be found at www.dankennedy.com.) That check-list is reprinted here, as a very valuable “bonus” with this book.

My “10 Smart Market Diagnosis and Profiling Questions”


	What keeps them awake at night, indigestion boiling up their esophagus, eyes open, staring at the ceiling?


	What are they afraid of?


	What are they angry about? Who are they angry at?


	What are their top three daily frustrations?


	What trends are occurring and will occur in their businesses or lives?


	What do they secretly, ardently desire most?


	Is there a built-in bias to the way they make decisions? (Example: engineers = exceptionally analytical)


	Do they have their own language?


	Who else is selling something similar to their product, and how?


	Who else has tried selling them something similar, and how has that effort failed?




So, Step 1 in our system is to analyze thoroughly, understand, and connect with the customer.

In some cases, you may have a lot of demographic and statistical data about your customers or prospects available from your own records or from the vendors of the mailing lists you are using. You might (and probably should) know the ages, incomes, hobbies, and political affiliations of the people you're writing to — even what magazines they read regularly. Hopefully, you can even get beyond this data and gain a “feeling” for these people. If you have none of this, if you have nothing but zip codes, I'd suggest getting into your car and driving slowly, several times, on different days, through the neighborhood with one of those zip codes, to try to get a feel for those people. Or, if you're marketing to businesspeople, 
attend their meetings, read their trade journals.

I've spent thirty years working with the visualization techniques developed by Dr. Maxwell Maltz, author of the 30-million-copy best-seller Psycho-Cybernetics, and I use those techniques — like “Theater in Your Mind” — to visualize my letter's recipients as living, breathing, thinking, feeling, walking, talking human beings. I visualize their day's experience. How did it start out? What did they do when they first arrived at the office? Do they get their mail presorted? Opened? From an “in” basket? Hand-delivered? When do they get it? Where will they stand or sit when going through it? At that time, what else are they thinking about? Preoccupied with? What do they worry about, complain about, secretly wish for, enjoy? Through this stretch of my own imagination, I try to become one with the recipients of my letter, so I can anticipate their thoughts and reactions. If you don't have enough information and experience to do this, you must get it! I try to accept assignments to write sales letters only to types of prospects I know well. But given an assignment aimed at people I didn't understand, I'd go get that understanding.

Over the years, I've written hundreds of sales letters to real-estate agents. My clients have included the best-known sales trainers, seminar speakers, and marketing advisors to the real-estate profession. I am not and have never been in the real-estate business. When I first had to write a series of letters to real-estate agents, I knew nothing about their business. What did I do? I went to the public library and read several years' back issues of the trade journals that real-estate agents subscribe to and read. One of the largest real-estate companies had its convention in my city, so I went and hung out in the hotel lobby and bars and eavesdropped on conversations. I took a real-estate agent to lunch and pumped him for information. I got myself to the point where I could visualize myself as a real-estate agent and speak the language of a real-estate agent.

Once you've begun that process of identification, you'll be in a good position to determine what the recipient of your letter wants. Write these items down in order of priority.

What Is Most Important to Your Reader?

There is a classic sales legend about the hotshot salesman pitching a new home-heating system to a little old lady. He told her everything there was to tell about BTUs, construction, warranties, service, and so on. When he finally shut up, she said, “I have just one question — will this thing keep a little old lady warm?”

The mistake is even easier to make in crafting a sales letter, because there's no possibility of corrective feedback from customers during the presentation. That's why you must determine  accurately, in advance, what their priorities are. And you must  address their priorities, not yours.

I was once asked to write a corporate fundraising letter for the Arthritis Foundation's annual telethon. In examining sample letters other nonprofit organizations sent to corporate donors, I noticed that they all had the same failing in common: they talked at great length about their own priorities — what they needed the money for, how it would be used, etc. — but they hardly addressed the donor's priorities at all. So I visualized myself as the business owner or executive being banged at by all these worthy charities' pleas and asked myself, “If I were to give, what would be important to me?” I came up with this list:


	What benefit to me or my company justifies the cost?


	Who else had picked this drive to contribute to? (How can I validate my judgment?)


	How would I get the money to give? (What budget would it come out of? What other expense would have to be reduced to afford this new one?)




With that list in mind, I wrote the letter reproduced on the following pages, Exhibit #2. It garnered a response of only half of 1 percent, but the responses were from important new donors — one of whom contributed a large sum. This one new donor's contribution covered about half of all the costs of the local telethon that year. Perhaps most important, every expert associated with this project believed that such a letter would not work at all. Their previous experiences told them so. And in terms of return on investment, it was the most successful fundraising effort ever mounted by this local chapter. So why did this letter work where others had failed? Because it directly addressed the interests of the recipient, not the sender!




Fundraising Facts

Direct mail is responsible for

78 percent of all donations received …

compared to 9 percent via the Internet.

89 percent of new donors are

acquired via direct mail.

(Source: National Fundraising Performance Survey, including data from 38 million donors, $2 billion in revenue, and seventy-nine of the largest nonprofit organizations in the world)
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VIP Action Shadowood LLC Kit Registration Form

Say “YES” Now and Reserve Your Spot By Receiving Shadowood
Apartments LLC Kit That Details ALL Parts Of The Transaction
AND How You Can Get In On IT!

Please check all that apply: (Remember, there is no obligation at this point but please
be sincerely interested in this to get the LLC Kit)

| am basically IN on the Shadowood Apartments. Enclosed is my credit card info for
$500 to hold my spot as one of the first participants in this apartment buisness venture.
By sending this | am guaranteeing a position to be IN the group. | understand that, if
after | receive the Shadowood LLC Kit | do not have an interest | can then decline and
there will be no charge against my card.

| am not interested in this deal for my own reasons but please keep me posted on
others like it.

I am basically IN on the Shadowood Apartments. Enclosed is a check for $500 to
hold my spot as one of the first participants in this apartment buisness venture. By
sending you this $500 check | am guaranteeing a position to be IN the group. |
understand that, if after | receive the Shadowood LLC Kit | do not have an interest | can
then decline and receive my check back uncashed.

Name

Mailing Address

Phone (in case | have questions)
Credit Card # Expires_______
Fax this form to #319-861-5659
Orsend to:
Darin Garman, CCIM

116 3™ St. SE
Cedar Rapids lowa 52401
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THIS EXCLUSIVE REPORT IS ONLY INTENDED FOR PERSONS REQUESTING INFORMATION
ON THE SHADOWOOD APARTMENTS...

‘After “hanging out’ with these people for over 10 years I have figured ou..

“Why The Shadowood Apartments Is The Kind Of Apartment Property
That My Most Successful Apartment Property
Investors Put Their Money Into- And How YOU Can Join Them”

For those apartment investors and owners that want (o earn as much
money in a short period of time there is one thing that has (o be present.
One thing above all else 1o get you the profits quicker than the average
investor. | mean average investors get average resulis don't they?

What Is The One “Thing’, This “Trump Card Secret” of
‘Successful Apartment Investors?

A Motivated Sell

rll

Dear Friend:

A Meartand Of Ameria Aparment Propety Like The Shadowood
Nparmens Can B Vour et Fredctably, Withowt Any
You know how is goes. Many times you may be able to Management Necded On Your Part.

find those properties that seem to look “OK”, but, you then
find out the seller IS NOT motivated to sell the property.
The owner has it on the market and if it does sell for the

they are looking for, GREAT, if not, no big deal.

You Want to Make Sure You Do Everything You Can To Work With A Motivated Owner!
And I Have A Motivated Owner Ready To Work With You...

If you don’t work with a motivated owner it is difficult to negotiate great prices and terms that can build your
wealth as quickly as possible. Or, in other words you will be dealing with the slow way to wealth, the average
way.

‘The Faster, Less Stressful, Management Free Way To Apartment Property Wealth—
The Shadowood Apartments Fit This Bill To A “T” - ESPECIALLY If You Have Been
‘Wanting To Get Into Apartments

So, lets get down to it. Lets talk about the 84 unit Shadowood Apartment property that you requested informa-
tion on. The information will reveal how YOU are going to get a Guaranteed Profit! Why? A motivated
seller AND a great property! You see, the current owner of this property is only the second owner of the prop-
ety. Heck, he has had it almost 25 years. Now, as you can imagine, his personal life and retirement are start-
ing to become very important to him. He also wants to travel, vacation, see friends, grandkids, help with
charitable causes, etc.

So, what's holding him back? What is keeping him from enjoying his retirement to the fullest? —
Its The Apartments!

Admittedly, he is not tied down to the property, but, at his age its always there. Needing attention, supervi-
sion, etc. So much so that he thinks it is keeping him from all “Jater in life activities™ he really wants to do.
So, because he feels that he is missing out—he is motivated to move the property. He has not problem in help-
ing the buyer MAKE MONEY WHEN YOU BUY!
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