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Welcone to the mog sough after
dired marketig masterpiece This bock was recenty selling for
over $9M dollars used—s | decidal to re-isse it. It is a red
privilege to bring Gere Schwartzs advertisig wisdan bad into
print. We built a wonderfd busines basel on his wisdom

He was a speci& delight ad a trea to know—Gere was
6'2' ard remindel me of Galy Coope in The Fountainhead.But
Gere had mudh more cham ard wit ard a fabulous unforget
table smile

Exciting sight—watchilg the multi-talentel geniuss fingers
flying over the keyboad creatirg anothe brilliant ad And then
hed sit badk with tha gred smile real it ove ard enjoy it more
and more

Gere wrote advertisig copy lor the beg direa marketes
in America And then he publishal a bodk in 1964 titled Hoxc
to Double YourChild's Gradesin School, following up with How
to Double YourPowerto Learn ard then Breakthrough Adver-
tising in 1966

He was very clever—le exchangd his copywriting for ac
ces to mailing list name and promotel his own books to theml

But then Gere had a stroke in 1978 and he had trouble
typing ... for it affectal his right side But he worked amrd
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worked until he becane quite proficient typing with just his
left hand

My big idea—Retam Gere as a busines consultan instea
of a copywrite to guarante him a regula income He becane
very importarnt to us in that new role. lie helpeal very much in
the creation of the Bottom Line/Personal concep and of our ed
itorial style Awesome

Then there was Gere Ill, the scientisf always readirg the
leading-edg scien® books and belongirg to a very sophisticatd
group that met weekly to discus the implications of thos sck
entific advance on society

Finally, there was Gere IV—an amazimg talert as an ant col-
lector, togethe with his wife Barbara a famouws interior designer
They built a fabulows art collection betting on Hans Hoffman
Morris Lewis, Frark Stella Donald Judl and Milton Averv well
before anyore else had head of them Their first acquisiti;mm was
by the color-pionee Hans Hoffman It took me yeas to appre
ciate Hoffmans work. Barbam also helped me build an incredt
ble collection of photograpk tha are now at the Art Institute of
Chicaga On my first gallety tour with them— discoverd a
crumpled photo by the Stan twins that had two words on it -
Confusion/Order That is wha I'm devotel to-bringing order
from confusion So Barbam and | built a very exciting Lessons
in Life collection | was her first at advisoy client And it is
with her generos permissim tha we bring Gene$ classt bodk
badk into the world.

Martin Edelstm
Founder and President. Boardroom Inc.
Publisher of Bottom Line/Personal

Januay 2004



PREFACE TO THE
BOARDROOM EDITION

This bodk was first publisha
in 1966—wha seens to be three lifetimes aga It was put out
bv Prentice-Hall a marvelows house it sold onlv a few thousanl
copies But since it was publishal | haw had peopk coming to me
regularly to tell me that thev directlv credi readirg this bodk with
their making millions of dollars

This is amazig enough but even more remarkab¢ is the fact
that—when | look badk on it—not a single one of these peopk
was a copywriter Here is a bodk that is called BreakthroughAd-
vertising . . . and yet was usal bv men who were not in the busines
of advertisig a all, to make more mones than mog of us eve
drean of accumulating

How did this happe® Whv was a publisher a financier a
manufacture of novelties able to make so very much mones with
a bodk that is abou putting sentence togethe® (The financia
told me that within one vea after obtainig the book he had
raised his net worth from $100.0®@ to $10 million). Are the
sentence containa in the page tha follow actualy tha power
ful? Can they chang the fortunes of men so radically? Are thev
far more universaly adaptabé than | had first thought.. so they
are no longe abou advertising products but literally abou open-
ing whole new marketsfor them?



\1
PREFACE

Therefore eightea yeas later, when Boardroon Books askel
me to republid this text | had to study it again with the fresh
eyes of a person who had not read it in al tha time, to see what
was the real contert of my book and its real effed on its readers

| did. | discovere the secret And | am using this introduc
tion now to admi my red-facel shame What | had though | had
written thoe mam yeas agp was a bodk on advertising what |
actualy put down on thes page was an entireH different book
on a far broade theme

There is a way to develop an entirely new marketfor a new
or an old product. That way involves a certain number of clearlu-
defined steps. And in this hook 1 show ,ou every single one of
those steps. J

As you mav know, all of us—m matta what official desigha

tion we give the industy we do busines m-are actualy on a
deepe level, in exacty the sanme profession We are all'simply
creating or exploiting marketsfor our products. When the marke
is born our busines is simultaneousl given birth. When it grows
so does our shae of it. When it is mature our sales chars devel®
heir first aches and pains And a tha point, if we can develgp a
fresh new markd for that old product it is exacty as if we
achievel the Faustim dream and enable tha produd to drink
from the proverbid "Fountan of Youth"

We are al primarily conceptub midwives helping giye birth to
new markes for our products All the othea functions we or our
business perform-the manufacturing distribution service
hnancmg and all the rest-ae simply adjuncs to this vital centrad
process

We are in a single phrase "Market-Makers! We seng eadt
new marke in its turn. We ted and evaluae its size and scope We
gauge its true potentid financid strength and then we focus all
the people al the money and al the desie tha makes it up on
one ultimate object our own product

Most of the time, the markd exiss before our product and
we simply tap its presen strength But, m this era of constam
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change we ourselve mav help give it its first viable financid
form. We may seng tha peopk wart computes in their homes
as well as their offices ... or wart to wak arourd al dav with
music pluggel into their eas . . . or would like to spem three
air-conditionel hours in afarawa galaxy battling with light-swords
againg evi and tyranny

Making a market then is not as | though when | originally
wrote this book simply a matte of makirg an ad It is al® the
making of a product And it is the making of a condut throuch
which tha produd can be obtainel bv the peopk whom you hawe
mace desie it more than an equivalen sum of their money This
bodk outwardy talks abou the sentence tha male up the pri-
marty appeh of tha produd¢ to tha market But its true ard
deepe messag is found when it is interpret@ as a market-diviner
ard a market-intensifier In othea words its messag will shawv vou
how to find your "dreami market ard how to drive it into a na
tiond "feeding frenzy!

And | haw alo mace an equaly importart discovey upm
reviewirg this bod since it wes first published The exampls in its
page haw grown slightly older but the principles tha thee ex
amples manife$ are timeless For example if | were writing this
bodk today its exampls would shav more appreciatio of
feminism environmenth awareness healh ard fithes striving—
even the blessd sexud revolution Thev would be more open ard
more frark than thev could hawe been then

All this is for the good—but this bookis not about revieiving
todm/s ads, but creating from scratch tomorrow's winners! This
bod is abou avoidirg the nea for copyirg or imitating an othe
produd or advertisement So todays exampls are as "outdated
as thoe of two decads aga This bod is abou what-happens
next ard the fundamenthrules of making a fortune out of slight
ly redirectirg tha tomorrow

You see peopk dont change only the direction of ther de-
sires do. They canna be made to wart anything nor is it neces
sal to creae want All tha is necessaris to be ablke to channé
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thoe wans into the prope producs tha offer legitimae satis
faction for them It takes ten million . . . fifteen million . . . twentw
five million. . . fifty-- million . . . one hundrel ard fifty million peopé
... to creae a vas marke for your goods But it takes only one
slip of paper—o its recitation by a series of salesmen—et dired al
thos millions of peopk to your stores or vour cataloguesor you
wholesalers

Not onre singk thing has changd in tha regad sine | wrote
this book Nor will it eve alte in the slightest

So this bodk is not abou building bette mousetraps|t is,
however abou building large mice ard then building terrify-
ing fea of them in yow customers In othe words it is abou
helping to shag the larges arnd stronges marke possible ard
then intensifyirg tha markets reactio to its bast neeal or prob-
lem, ard to the "exclusive" soluticn vou hawe to offer it.

Ask Rodak Press—fo whom | sold over twent million dol-
lars of a singke book The Practical Encyclopedia of Natural
Healing.

Ask the publishe of this book Boardroon Reports Inc—
who startel out with $3,5® in totd working capita] and who
will probaby do more than 25 million dollars in gros volume
nex year with | am proud to sg a lead a little bit of assistane
from me

Ask the seventer businesse I've start@ or helpal start . .
(Twenty-five percen of just one of them was sold for cloe to a
million dollars in one dav)

These principles work. They discove markets Thev build
markets They intensify markets Thev revitalize markets They
perform in sum the invaluabk function of giving you customers
for the producs you wart or hawe to sell

And thats wha we al need isnt it? Customers This, there
fore, is a bodk full of customers—fo your products.

It is really nothing else Jug customers by the millions.

Eightesn yeas haw passed Three lifetimes They'e beea
goad years ard god lives. | hadnt real the bodk sine then but
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sone hidden patt of me had rememberd it, ard | think it's worth
your readirg now.

If vou agree with me whv nat write ard tell me sa | haw
severd millionaires ard multimillionaires to my credi now. I'd
like to make the nex one YOU.

Pleag help me

Gere Schwart

DEDICATION

To BARBARA, who somehow incredibly, still loves ard always inspires me
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Creativity Can Be Made to Order
If You Follow This Simple Rule

If you expet¢ a scholary tome on
advertising st here

| an a mal orde copy writer who makes his living by pro-
ducing results—n carefully-measum dollars of profit—from the
written word.

My income—ny standad of living—depend bluntly ard di-
recty upan my ability to sell And | haw no salesme to help
me no store-reputatio to help me no point-of-purchas re-
minders no discounts no friendly sales clerks to give mv prod
ucts a push

| sell or do nat sell on the bass of one tod alone—ny ad
Therefore | hawe dore a gred ded of thinking and experimert
ing with thee ads And, sine | haw had the goad fortune to
own my own mail orde firms for the lag eleven years | haw
had far greate freedon than mog copy writers to put mv ideas
to a conclusie ted and to see whethe or not they really work.

| believe as do mary othe advertisig men tha mail orde
is the greates copy writing schod in the world. In mai orde
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for reasos which I'll revea later in this book YOU lean tech
niques ard approachse to copy—especiayl new-produt and new
slart copy—thad you leam in no othea brand of this business

Sone of thes technique | haw neve see discussd in arnv
othe article or bodk on cops writing—and | think I've read mog
of them | hawe explaine thee techniqus in detal in the hope
that they will prove as profitable to othe eops writers as they've
been for me

Can they be usal by non-mail-orde eopy writers as well?
Most assuredly J. K. Laske once sad tha mal orde makes a
copy writer, but his red pav-of comes when he applies his mai
order techniqus to generé advertising | think tha B.B.D. & O,
Ted Bates Ogilvy, Yourng & Rubican ard a dozen othe agencis
prove this evey day.

Therefoe I've written this book—nd from the mai orde
perspectie alone—bu from the univers problan of al eops writ-
ing: How to write a headline—and an ad that follows it—that will
open up an entirely new marketfor its product. An ad tha will
give a new produd immediae profit: tha will give an old prod
uct a brand-ne&v slant tha will give a competitively-battera prod
uct a new weapon—nb onlv to proted itsef agains its imitators
but to actualy dama@ or destrov the loyalty of their following.

Thes objectives canna be achievel by following somebog
elses formula—ro matte how successfuit was for them Thev
demamn creativiy Thev demaml a brand-n& headline a brand
new approab to the market a literd advertisig "breakthrough-.
Hena the title of this book

This, then is a practicd book of practica rules tha pro-
duce and exploit, creativity, ard tha are mean to pay off on the
very first ad To put them to work, vou stat with thee bast
facts
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Basic Facts of Life for Copy Writers

Writing copy is like playing the stok market or being an
atomic physicist

Basicaly all three of thee professions—eop writing, spec
ulation and science—ag exacty alike. The sane keys make ead
one of them work. And if you realizz win. vou can doublk the
effectivenes of your copy overnight

Conside thes facts

All three of them ded with immens naturd forces gar
gantuan forces thousand of times more powerfd than the men
who use them In science they are the fundamenth energies of
the universe In speculation they are the billion-dollar tides and
currens of the markd place In copy writing thetj are the hopes
andfears and desires of millions upon millions of men and women,
all over the world.

The men who use the® forces did not creae thent thev
can neitha turn them on nor shu them off thev can neithe di-
minish them nor add to them But they ran harness them! The
scientig did not creae the enery of the sun hut he can direct
that energy into the explosion of an ataon bomh The speculato
did not creat the enormows growth of the electronis industy
after the war. but he can ride that growth to produe a fifty times
increa® in his capital And the copy writer does not creak the
desire of millions of women all over America to lose weight but
he can channel that desireonto a particular product, and make
its owne a millionaire.

This, then is the end goal—i take thes gigantc naturd
forces and harnes them to our own uses But how do we do it?
No two of thee forces are alike. Each is unique ead operats
in a different way The same formula, earefully worked out to re-
leae atomic energy fails complete]) to solwe the problem of
rocket propulsion The sane patten of investment that spot the
uptum in electronic and makes a fortune loses that fortune in
uranium And the same advertisirgy appeal tha builds an in-

INTRODI (
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dustwv in reducing collapses completey when applied to healh
foods even thoudgh both advertisemerst may read exacty the
same audience

Whv? Because no formula works twice. Eadch and evely
formula is simplv the written solution to a particula problem that
occurral in the past Chang even one patt of that problem and
vou neda an entirel different formula Thats why memorizirg
theories won't make vou a scientisf or studyirg chars wont make
you a markd wizard, or rewriting somebog elses headlins wont
make vou a copy writer.

What will work? Innovation of course Continuous repeate
innovation A steaq¢ strean of new ideas—freh new solutiors to
new problems Created—no by the impossibe route of mem
ory—but by analysis

In afield in which the rales are constantly changirgwhere
the forces that determine the outcome are constantly shiftirg
where new problems are constantly being encounteredevery day—
rules, formulas and principles simply will not work. They are too
rigid—too tightly bound to the past. They must he replaced by
the only known method of dealing with the Constantly New—
analysis.

And what is analysi® It is a series of measuring rods, cheek-
points, signpost questions that show you where a particular force
is going, and enable you to get there first. It is a series of rough
guessesbasa on pag successestha enables you to cut through
the surfae of a problem to see what makes it tick. Analysis is
the art of askirg the right questiors and letting the problem dic-
tate the right answers It is the technique of the break-through
And it can be learned—jus as surey as grammar mathematis
or spelling

The first part of this bodk is abou analysis applied to the
professian of copy writing. Its bastc thess is this:

Evenv new market—ever new product—evey new

advertisemen is a fresh new problen tha neve exista
before on the face of this earth Pas$ advertisig successe
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MASS DESIRE:

THE FORCE THAT MAKE S
ADVERTISIN G WORK
—AND HOW TO FOCUS
IT ONTO YOUR PRODUCT

Let's g& right down to the heat
of the matter The power, the force the overwhelmim urge to
own tha makes advertisig work, comesfrom the market itself,
ard nat from the copy. Copy cannd creae desie for a product
It can only take the hopes dreams fears and desires that already
exist in the hears of millions of people andfocus those already-
existing desiresonto aparticular product. This is the copy writer's
task nat to creae this mas desire—but to channé ard dired it.

Actually, it would be impossibé for ary one advertise to
sperd enoudn mone to actualy creae this mas desire He can
only explot it. And he dies when he tries to run agains it.

This has been shown time ard time agan in the automotiwe
field, for example In 1948 in ordea to displey their rising stan
dad of living, the American public decidel they wantel a longer,
lower, wider car Chrysle cho® to bud the trend ard offerad a
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fine, functiond car—with more head leg and shoulde room
on the inside—bu shorte and squatte on the outside A
multimillion-dollar campaign was preparel bv one of the mog
creative agencis in America But the results—againisthe tide of
mass desire—wee catastrophic

In 1954 cars had become universall long, and drivers were
appraisirg eat others car in terms of horsepower Here was the
rise to dominane of a vas new public demand The Twin-H
Hudsan Hornet the twin-exhaus$ Cadillag the Chrysle 300—al
in turn exploited this trend and rode it to gain millions of dol-
lars in extra sales The Ford Compaly decidal to plav it down,
and devotel millions of advertisig dollars to sel safety Again,
the advertisirg ran into a wall of disinterest resuls were non
existent and the nex yea Ford produced and advertised the
highest-horsepoweengine in their history

Ywut perhags \Vie mog pamTu prooY was the Edsel Here was
a goad car, backeal by a deluge of fhuik advertising that died try-
ing to fight the overwhelmirg switch in demam to a cheap
simple, inexpensive-to-ro compad¢ car.

Let me repeat This mas desie mud already be there It
mug alread exist You cannd creak it. and vou cannd fight it.
But you can—and must—direct it, channel it. focus it onto your
particular  product.

What Is This Mass Desire—and How Is It Created?

We can define this Mass Desire quite simply. It is the pub-
lic spread ofa private want.

Advertising is a busines of statistics We ded with percent
ages of population We addres our ads to individuals and yet
the succes of our advertisirg depend on thousands or even mil-
lions, of thew individuals sharirg the same respons to thes
ads—the respone of wanting our produd enoud to pav us the
price we ask for it.
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Before thes individuals can shae this buying response
they mug first shae the desie upon which our ad is based
Privately, ead of them wants the same thing. Puhliclx there
are enoudh of them to repay us the cog of advertising manu
facturing and selling, plus a profit. It is the moment aliena pri-
vate desire is shared by a statistically significant number of
people, large enough to profitably repay selling these people,
that a marketis born. This markd mav consis of a desie sharal
by only a few thousam people suc as the urge to own fine
antiques Or it may be share by tens of millions, as the desiwe
to lose weight But it is there demandimg to be satisfied wait-
ing only for the information that will dired it onto a particula
product

Since thee mas desirs are shar@ bv millions of people
they take yeas to develop and thev are createl b\ social eco
nomic and technologich forces far greate than advertisig itself
can command It is this fact, when usel correctly tha gives ad
vertising its enormows potentid for profit. Bv simpl directing
this gigantic already-existig mas desire—rathe than being re-
quired to creak it—advertising thus commandsan economidorce
hundreds of times more poiveifnl Hum the mere number of dol-
lars that the advertisercan spendon it. This is the Amplification
Effect of successfu advertising—tle reasm that $1 spen on sud
advertisirg can creak 850 or even SI00 in sales

But this Amplification Effect takes place only when advertis
ing exploits already-existig desire When it tries to creat this de-
sire, it is no longe advertisirg but education And, as education
it can produe a beg only one dollar in sales for evewy dollar
spent on advertising No single advertise can afford to educaé
the American public. He mug rely on forces far greate than any
advertisig budgé to build this mas desire And then he can
make thos forces work for him—by directing that desie onto his
particula product

What are the® nation-wice forces that creake this mas
desire? There are mary of them But they fall into two generd
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categories—edtpresentig its distind problem to the copy writer.
Here are thee two categories with a few specifc exampls of
each

1. Permanernt Forces

Mass Instinct. The desie of women to be attractive or men
to be virile, or men and women both to keep their health In
this case the instind neve fades—tle desie neve changes The
copy writer's problen her is not to pick out the trend—t is
there for everyor to see His job is to distingui$ his produd
from the othes tha were ther before it—to creat a freh ap
peal—b build a stronge believabilitv—b shift desie from the
fulfillment offered by one produd to tha offered bv another
How this is done we shal see in a moment

A masstechnologicalproblem. Bad television reception or
corrodirg automobié mufflers or the time it takes for aspirn to
bring relief. Until the problem is finallv solved the customes
will buy and try—buy ard try again And here the copy writer
has the sane problem—b offer the sanme claim of relief as his
competitors but offer it in a new way.

2. The Forces of Change

The beginning, the fulfilment, and the reversal of a trend.
Style The sudde mas decisiom to shawv off a pay raie bv in-
stalling a swimmirg pod in the bak yard instea of buying a
bigge car The horsepowe apped of the Fifties, ard its sudde
subordinatio to gas economy Here the cops writer is dealirg
with the straws in the wind tha may indicake a hurricane Here
he need sensitivity foresight intuition. He mug be ablke to see
and catd the rising tide when it's almog imperceptible—seres
which of the severa appead tha are built into his produd he
shoul stres a ary particula moment ard when to shift to an
other—and always how to be thete first.
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Mass Education. The schod prime ard the movie screen
The tastes and appearance of sociey women television stars
presidentih candidates trickling down to evey hamldg in
America Group pressurge back-yad gossip communiy produd
pioneers And equaly important the sun totd of all advertis
ing—in its unconscious unplanné and overal effed of multi-
plying peoples dreans ard desires ard thus raisirg ther stan
dad of living. Here agan the problem is timing. When does the
shift becone statisticaly significan®? When do enoughpeoplemalke
the chang® When shoutl the automotive powerhousg for ex
ample chang its image to becone the commam mans gas saveP

The copy writer is faced with a sociey containirg dozens—
even hundreds—b thes already-existigp mas desires His first
joh thereforeis to detectthem—inventory them—chat their force
and direction This is a study tha will occufy pat of evely work-
ing dav for the reg of his life.

His seconl job is to harnes his producs onto their backs
He does this in this wav.

How to Channd Mass Desire
Onto Your Particular Product

The copy writer in his work uses three tools his own knowl-
edge of peoples hopes dreams desires ard emotions his client’s
product ard the advertisip messagewhich connecs the two.

The copy writer perforns his work in three stages In gen
eral thev go somethim like this

1. Choosethe mostpowerful desirethat can possibly he ap-
plied to your product.

Every mas desie has three vital dimensions The first is ur-
gency intensity degre of demanl to be satisfied For example
constanm arthritic pairs compare to a minor headacheThe sec
ond dimensim is stavirg power degree of repetition the inabil-
ity to becone satiated For example rav hunge compare to a
craving for gourmeé foods And the third dimensiom is scope—
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the numbe of peopk who shae this desire For example the
numbe of men willing to pay $10 for an automotive accessor
that saves gas—a comparée to thoe willing to pav the sane
price for one tha merel prevens future repar bills.

Every produd appeas to two, three or four of thee mas
desires But only one can predominate onlv one can read out
through your headlire to your customer Only one is the key tha
unlocks the maximun economec powe a the particula time your
advertisemenis published Yourchoiceamong thesalternate de-
sires is the mostimportant step yon will take in writing your ad.
If it is wrong, nothing else tha you do in the ad will matter This
choice is embodid@ in your headline It is for this reasa tha we
sperd so mary chaptes on headling later on.

To sun up the first stage then you trv to choo® the mas
desie tha gives you the mog powe in al three dimensions You
try to tap a singke overwhelmimg desie existirg today in the hears
and minds of millions of peopk who are actively seekig to sat
isfy it a this vev moment

2. Acknowledgethat desire—reinforce it—and/or offer the
means to satisfy it—in a single statementin the headline of
your ad.

This headlire is the bridge betwe@& vou prospet ard your
product It touches your prospet at the point of awarenes tha
he has arrived a today If he is awae of vowr product ard re-
alizes tha it can satisf his desire vour headlire stars with vour
product If he is nat awae of your product but only of the de-
sire itself, your headlire stars with the desire And, if he is nat
yet awae of wha he realy seeks but is concernd only with a
generd problem you headlire stars with that problan ard crys
tallizes it into a specift need

In ary case you headline—thouly it mar neve mentim
your product—& the first vital stg in recognizimg this mas de
sire—justifying ard intensifying it—and directirg its solution alorg
one speciftc path

3. And then you take the series of performancesthat are
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built into your product—what your product does—and you show
your prospect how these product performances inevitably satisfy
that desire. Here5 how:

The Analysis of Your Product:
What It Is—and What It Does

In reality, every produd vou are given to sel is actually two
products One of them is the physical product—thte stee| glass
pape or tobaco that the manufacture has shape into a par
ticular pattern of which he is justly proud The othe is thefunc-
tional product—tle produd in action—the series of benefis that
vour produd performs for vour consumeyr and on the bass of
which he buys vour product

The physicd produd does not sell Peopk do not buy the
sted in a car, the glas in a vase the tobac® in a cigarette or
the pape in a book

The physica part of your produd is of value only becaus
it enables your produd to do things for people The importan
part of your produd is what it does. The rest—the sted skele
ton—the chrome or metd cas tha vou actualy deliver to your
customer—s only your excu® for chargirg them your price. What
they are reallv paying you for is wha the produd will do.

No physicd part of vour produd canh eva becone a head
line. No one will buy the size of vour clients plant the weight
of vour client's stee| the care of vour clients construction All
thes facts can only be used later on. to documen and reinforce
the primary performane tha vou promise your reade in your
headline in the following wavs

By justifying your price. This is the common-sens theoly
that the longe the car, the more tubes in the television set the
more stitches per inch in the suit then the greate the numbe
of dollars your produd can command—i tha produd first de
livers the performane that your prospet demands

By documenting the quality of your performance. Tell your
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prospet the weight of ste¢ in vou cars door, ard heS more
likely to beliewe tha your ca will proted his life if he shoud
hawe an accidem on the highway Tel vour prospet the numbe
of times your plant remove the impurities in vour face cream
and shes more likely to beliewe tha vour crean will remowe the
impurities in her skin

By assuring your prospectthat that performance will con-
tinue throughout theyears. Ceramc mufflers mean no repar bills
for the life of your car Chemically-protectd pape mears you
can hard your prize books down to vour children Quick-frozen
food mears vou cen retan tast ard vitamins for montrs after
your purchase

By sharpening the reader's mental picture ofthat perfor-
mance. The Rolls-Roy@ mug give vou perfed riding silene be-
cau® evely metd part of the chasss is shieldel from evey othe
metd pat by a protective coda of rubber Helera Rubensteis
new face crean mug make yow skin look younge becaus it
contairs the placen& of living animals

And, above all, by giving your product's claim of performance
afresh new basisfor believability. This is the mog importart use
of the physicd produd in fields where a new firm or produd is
attemptirg to invace an establishd Mass Instind field. Others
hawe mace the sane claim before Your product in orde to pull
sales away from them mug introdue a new mechanim tha per
forms the claim, or a new quality tha assure its performance
or a new freedon from old limitations tha improves the perfor
mance This is the point of difference—ofta conceivel by the
copy writer, ard built bv the manufacture into the produd at
his recommendation We shal discus this point of differene
quite thoroughy in the nex few chapters

So mud for the physica product It is always subordinatd
to the functiond product—tle produd in action—wha the prod
uct does

It is the performance of your product, satisfying the mass
desire of your market, that provides the selling power of your ad.
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Your first task then in studyirg your product is to list the
numbe of different performancse it contains—b grou the®
performance again$ the mas desires that ead of them satis
fies—ard then to feature the one performane tha will harnes
the greates sales power onto vour produd at that particula time.

Take the automobile for example Every automobik offers
its prospectie owne severd differen and distind ses of
performances

It offers him transportation. The ability to carry himself his
family, his luggage and perhap tin the cae of staticm wagon$
his pets and his furniture from place to place

It offers him dependability. The freedan from breakdown
stalling, poor performance repar bills, embarrassmenand incon
venience

It offers him economy.Inexpensie transportation saving in
both gas and oil; freedan from repar bills, see this time from
the point of view of the pockd book durability high trade-n
value low insurane cost

It offers him power. Numbe of horses at his command take
off at the lights: acceleratio on hills and in traffic; top speed
even if he neve uses it. All addirg up to a feeling of dominane
on the highway

It offers him recognition. Admiration, status subtke and ac
cepta bragging envy, the feeling of having arrived The ohs and
ahs of his neighbors the first ride, the very smel of a new car

It offers him value. The numbe of fee of steéd he can com
mand for the price. High trade-h value over the years The fac
that the car can lag for 100,0® miles even if he can afford to
trade it in ever year

It offers him novelty: Powe steerig five veas ago—elee
tric door locks todav Three-tore paint jobs vesterdav—iridescen
paints now. The thrill of being the leader the pace-setter the
proven pioneer

And mant more Some of them hidden nevea admitted
discoverel only recenty bv motivation research Dozers of
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different performances built into the sane product ead of
them reachilg out and tappirg a different desire—a distind
public.

And yet your ad can featue onlv one of thee performances
can effectively tap only one mas desie at a time.

Your headlire is limited by physicd space You hawe onlv
one glane of the reades eye to stgp him. He is preoccupied
he is nat looking for your produd or your message—th span of
his attention will admt only one though to penetra¢ his indif-
ferene@ during that glance

If your first thought holds him. he will read the second. If
the secondholds him, he will read the third. And if the third
thought holds him, he will probably read through your ad.

Every produd gives you dozers of keys But onlv one will
fit the lock. Your job is to find that one dominart performane
squeee evely drop of powea out of it in your presentation—ath
then convine you reade tha tha performane ard tha satis
faction can cone onlv from youw product

The nex four chaptes will shav von how to locae tha one
dominan performance ard how to fasliion it into vowr headline
Once you hawe written tha headline then even othe perfor
mane contain@ in your produd¢ simpl reinforces ard docu
mens tha man appeal in exacty the same wav as the physica
produd facts listed above
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YOUR PROSPECT'S STATE
OF AWARENESS—HOW TO
CAPITALIZ E ON IT WHEN
YOU WRITE YOUR
HEADLIN E

You hawe now completel the first
two stage in writing your ad You haw definad the mas desie
tha makes up your market—fa example the desie to lose weight,
share by millions of women al over America And you hawe se
lectad the one performane in vou produd tha satisfies that de-
sire mog deeply—fa example a liquid med in a glass delicious
filling, alreagy measurd for you. as eay ard pleasanh to drink
as a chocolaé malted

This definition of vowr markef ard the selectio of the prod
ud performane mog likely to captue tha market forms the
core concept, or theme of vou ad You now know wher you
are going to start—wih your market ard wher you are going
to €nd—wih your product The bridge betweenthese two—their
meeting place—is your ad.

Your ad always begins with your market, and leads that
13
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market inevitably into your product. The beginnirg of vowr ad—
your headline—s$ the first stg in this process Therefoe it con
cerrs itsef entirely with your market It mav neve even mentim
your produd or its performance It is base entirely on the an
swa to the® three questions

1. What is the massdesire that createsthis market? (Which
we hawe alread discovered.

2. How much do these people know today about the way
your product satisfies this desire? (Their State @fwareness.)

3. How many other products have been presentedto them
before yours? (Their State ofSophistication.

The answe to questim 1 gives von the nation-wice force
tha creats your market The answe to questios 2 and 3 gives
you the locatin of tha marke in relation to vowr product Your
stratey for exploiting or overcomimg the answes to the® lag
two questios will give you the conten of vour headline Let's
first re-defire the job we are going to ak ouw headlire to do,
and then see how ead of thee lag two questios tells us wha
that headlire should—and shoutl not—sav

Your Headline's Red Job

There has been mudh confusion abod hov mud of a sell
ing job you headlire shoutd be requira to do. Actually, your
headlinedoesnot needto sell at all. It does not hawe to mentim
your product It does not even hawe to mention vow man ap
peal To demam tha a headlire shoul do ary of thee is to
place the full selling burden on approximatet 10% to 20% of
the totd physicd spae of your ad . . . tha physicd spae taken
up by the headlire itself.

Your headline has only onejob—to stop your prospectand
compel him to read the secondsentenceof your ad. In exacty
the sane way, youwr secom sentene ha only one job—to force
him to read the third sentene of vou ad And the third sentene
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—and evey additiond sentene in yow ad—h& exacty the
sane job.

It is simply commm seng tha the more of vour stov vou
can force your prospet to read the more thoroughy you can sel
him. To attemp to do the sane selling job in ten words instea
of a hundred or a thousand is to shod craps with vour clients
money You might as well brv only enoudy spae to print vour
headline ard use the red of the budge for repea insertions

It is the copy writer's job to force the prospet to rea his
clients full story—na just a skimmel version of it. Only to
prospecs actively seekimg the clients specift brand-name prod
uct, ard in a ca® wher you can offer them a specié price re-
duction can you headlire do the full selling job. To attemp a
complee selling job with arv othe kind of headlire is simply to
admt defeat

What Your Prospects State of
Awareness Demands From Your Headline

We hawe alreag assumd tha the only reade you are look-
ing for is the prospet for vour product Tha mears tha he
shars a defined desie with thousands and perhapg even mil-
lions, of othe peopk al ove America But how much aware is
that prospectof that desire? How close is itto the surface of his
consciousness?s he aware only that a problem orneed exists,
or is he aware if they can be satisfied? And if he is aware that
a meansof satisfaction exists, does he realizethat it lies in your
iiroup of products, or specifically in your product by name, or
more specifically in your product at a given price?

The answe to thee questios will help you determire the
Stae of Awarenes of your market—thei presem stae of knowk
edge abou yowr produd amd the satisfactio tha your produd
performs It is a this preci® point of awarenes tha vour head
line begins
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In its naturd development ever markets awarenes passe
throuch severa stages The more awae your market the easie
the selling job, the less vou neda to sav Let's go down the aware
nes scak stg by step We'll stat a the Most Aware—tle mog
mechanich selling job—ard procee to more ard more difficult
problems requirig more and more creative solutions

1. The Most Aware

The customerknows of your product—knows what it does—
knows he wants it. At this point he jus hasnt gotten arourd to
buying it yet Your headline—n fact vour entire ad—neéd stae
little more excep the nane of your produ¢ ard a bargan price
For example

"Revee Zoma Lens Electric Eve Camera—Formeyl
$149.50—Nwov Only $119.95!

The remainde of the advertisemencan summarie quickiv
the mog desirabé selling points Then add the nane of a store
or a coupon ard close

This is the typicd departmenh store discount store mail-
order-bargain-catatp type of advertising It takes advantag of
the full weight of al the advertisig that has been dore on the
sane produd befor it. Its addition—is news—isthe price—a
a free gift—or instart delivery—a proximity in the neighbor
hood Its prospet is fully aware—he has al the information he
needs Here the copy writer is nothing more than the merchan
dise manages phrase-maker The price is the mog importan
part of his headline Ther is nothing creative abou his job, ard
he shoutl receive the lowes possibé scak of pav

2. The Customea Knows of the Product
But Doesnt Yet Want It

Here, your prospectisn't completelyaware of all your prod-
uct does, or isn't convincedof how well it doesit, or hasn't yet
been told how much better it does it now.
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Here—n the approab to this market—s the gred bulk of
all advertising Here you are dealirg with a produd which is
known—whid has establishd a brard name—whit has already
linked itseff with an acknowledgd public desire ard has proven
that it satisfiel tha desire

Here vour headlire is facal with one of seva tasks

(@ To reinfore your prospecs desie for your product

(b) To sharpa his image of the way vour produd satisfies
tha desire

() To exterd his image of wher ard when vou produd
satisfies tha desire

(d) To introdue newn proof details documentatio of how
well vour produd satisfies tha desire

() To announe a new mechanim in tha produd to en
able it to satisfy that desie e\-ex better

(f) To announe a new mechanim in vour produd tha elim-
inates forme limitations

(@) Or to completey chang the image or the mechanim of
tha product in ordea to remow it from the competition of othe
producs claiming to satisy the sane desire

In all seven casesthe approab is the same You display the
name of the product—eithe in the headlire or in an equaly
large logo—ard use the remainde of the headlire to point out
its superioritv The body of the ad is then an elaboratiom of that
superiority—includig visualization documentation mechaniza
tion. When you hawe finished weavirg in evew strard of vour
products superiority, your ad is done

Here are sampé headlins presentig solutiors to al seven
of the problens of this stak of awareness

(@ To reinforce your prospect's desirefor your product—
bv using

ASSOCIATION:

"Steinway—Tle Instrumen of the Immortals’
"Jov—The Costlies Perfune in the World."
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EXAMPLE:

"Which Twin Has the Toni?'
"Hair Coloring So Naturd Only Her Hairdresse
Knows For Sure—Mis Clairol."

SENSORY SHARPHEN I\0:

"Tastes like you just picked it—Dole."
"The skin YOU love to touch—Woodbury

ILLUSTRATION:

(Anyone of the thousand of supeb pictorid ads in the food,
fashion cosmetic jewelry and similar industries Perhapg beg
summeal up by Life Savers classc headline "Pleag dont lick
this page.)

(b) To sharpen your prospect's image of the way your product
satisfies that desire (Much like the sensoy shaipenig illustrated
above but concentratig here on the physicd produd itself, or on
the mechanismn bv which it works)

"At 60 miles an hour, the loudes nois in a Rolls
Royee is the electrc clock:

"The amazimg stoly of a Zippo tha worked after
being taken from the bellv of a fish."

(c) To extend his image of where and when your product
satisfies that desire:

"Anywhere you go. Hertz is always nearby

"Thirst knows no season"—i a winter ad a a time
when cold drinks were only consume during the sum
mer—"Coa Cola’

(d) To introduce new proof, details, documentationof how
well your product satisfies that desire:

"9 out of 10 screa stas use Lux Toilet Sog for
their priceles smooh skins'
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"Jake La Motta, 160-b fighter, fails to flatten Mono
pape cup!

"In Boston the #1 tea-drinkirg citv, the #1 tea is
Saladd.

(e) To announcea new mechanismin that product to enable
it to satisfy that desire even better:

"Hoovers new invention washea floors and vacuuns
up the scrib water”

"Worlds only dog food tha makes its own gravy—
Gaines Graw Train."

() To announcea new mechanismin i/onr product that elim-
inates former limitations:

"You breatle no dust odois when YOU do it with
Lewwvt."

"A new Zenith hearirg aid—inconspicuos beyord
belief!"

(g) Or to completely change themage or the mechanism of
the product, in order to remove it from the competition of other
products claiming to satisfy the same desire.

Here we are dealing with the Stae of Sophisticatio of our
market—the amoun of exposue they haw alread had to simi-
lar products Every produd during its life histoty encountes this
problem All of Chapte 3 will be devotel to sone of the ap
proache to its solution

We now move on to the less aware markets—wih their more
difficult copv challenges and their greate deman for the unpre
cedented

3. How to Introduce New Products

The prospect either knows, or recognizes immediately, that
he wants what the product does;but he doesn't yet knowthat
there is a product—your product—that will do it for him.
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Here the problan is two-fold. First to pinpoint the ill-
defined as-vet-uncrvstallizé desie tha is slowly spreadig
through gred masse of peopk al over America And second
to crystalliz that desire and its solution so sharpl and so dra
maticaly tha ead armd evey prospet will recogniz it a a
glance

The three stefs in the proces are simple Name the desie
and/a its solutin in vour headline Prow tha tha solution can
be accomplished And shov tha the mechanim of tha accom
plishmen is containe in vou product

However startirg with a marke in this still-amorphos stae
of awarenessand continuirg with ead of the more difficult chat
lenges to come the executionbecomesmore and moreimportant
than the mechanics.Here the eops writer contributes more ard
more to the value of the produd in the public eve ard to its
totd volume of sales Here the innovata comes into play. Here
the ratio of salay of copy writer to production superviso shoos
up abruptly For this is the domah of the idea man

Wha are the attributes he need$

First, analysis. As a copy writer vou will find it necessar to
define the particula marké mog receptive to vour product its
location in relation to yow produd in terms of awarenes ard
sophistication and the driving emotioné forces tha hawe createl
both tha marke amd the potentid for the sales of vour produd
within it.

Second intuition, which may be describe as the ability to
seng a trend at its start gaug its force ard direction deter
mine the preci® momen when it burgeos into a profitable
market

And third, verbal creativity, as discussd in the nex three
chapters ard throughou the reg of the book The ability to give
a nane to the still-undefined To captue a feeling a hope a de
sire, a fea in words To creae a catchwod or a slogan To focus
emotion, and give it a goal.

Let us see how grea writers in the pag haw taken thee
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amorphowls desires and brough them into razor-shap focus in
a single statemen in their headline

"Light a Lucky, ard vou'll neve miss swees$ tha malke
you fat"

"Who el wans a whiter wash—wit no had work":™

"How to win friends ard influene people

"To men who want to cjuit work sorre day.

"When doctors fed rotten—ths is wha they do'
"Now! Run your ca without spak plugs'

"Who eve head of 17,0004<>ont ironi a singke planf”

And dozers more Here amorphos desie has been crys
tallized in the headline Then sharpend and expande in the
first few paragraphs satisfiel and documentd in the body of the
ad and focusseé inevitably on the produd throughout

Sometime the simpled statemen of the desie is the best
"How to win friends and influence peoplé need no verbd twist
to increa® its impact At othe times the desie itsef mug be
reinforcad by fresh prod that it can be achieved "When doctors
fed rotten—ths is what they do"™. Or by mystery "Now! Run
your ca without spak plugs!" Or by wonderment "Who eve
head of 17,000 blooms from a single plant?" The nex two chap
ters will discuss first, the stratey of determinig when to use a

fresh approach and second how to sharpa tha first statemen
of desie with verbalization

4. How to Introduce Products That Solve Needs

The prospect has—not a desire—but a need. He recognizes
the need immediately. But he doesn't yetrealize the connection
between the fulfillment of that need and your product.

This is the problem-solvig ad It might be though of as a
specid ca® of the desie ad mentiona above since the tech
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nique of writing it is so similar. Here you stat bv namirg the
nead and/a its solution in your headline Then dramatiz the
need so vividly that the prospet realizes just how badl he need
the solution And then preset your produd as the inevitable

solution

Again, this type of ad runs from the mog nakel statemenh
of the neal along to the mog complicatel verbd twists to bring
it to the pe& of impact To stat at the beginning the mog ef
fective possibe headlire for your particula problem mav be as
simple as this:

"Corns?

Here, only the problem itself is mentioned—nothig more
Or it may be necessar to stae both problem and solution im-

mediately

"Stops maddening itch."

Many headline in this categoy promise the remova of pre-
viously unconquerald limitations. They are especialy popula in

catalg selling

"Lets portabk transisto radics play on ordinaly house
hold current!

And mary combire all three elements—tlk problem its so
lution, and the remova of the usually expectea limitations

"Shrinks hemorrhoid without surgerv:

There are headlines which promise substitute for unpleas
ant or expensie tasks

"Now! A ring and pistan job in a tubel
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And there are headling which promis to prevern a future
problem befor it can occur

"Look, Mom! No cavities!

But mary times the problan is nat so cleary defined nat
so obviousy on the surface You may know the generé area of
the problem—fo example peoples embarrassménat speakin
poa English But you may nat be sure of which avene is the
mog effective in reachig them Here the emphas of a singke
word—the emotion& sharpenig of an alread easily-identifiel
image—provids the answer

"Do YOU male thesemistakesn EnglisH"

And, where the solution to the nead has been promisel
before—whee the dired statemet of the solutin has los its
force ard freshness—theverbad twists are neede to restoe tha
novelty.

"How a bald-headé barbe helpa sae my hair’

5. How to Open Up a Completely Unaware Market

And finally—the most difficult. The prospectis either not
aware of his desire orhis need—or he won't honestlyadmit it to
himselfwithout being lead into it by your ad—or the needis so
generaland amorphousthat it resistsbeingsummedup in a single
headline—or it's a secret thajust can't be verbalized.

This is the outea read of the awarenes scale Thes are the
peopk who are still the logicd prospect for your product ard
vet, in ther own minds they are hundred of miles away from
acceptig tha product It is your job to bridge tha gap

Let me repeda wha | sad when we first began to exploe
thes five stags of awarenessEad of thee stags is separatd
from the othess by a psychologichwall. On one side of tha wall
is indifference on the other inten® interest A headlire tha
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will work wondes in the first stage-fo example "Dial Soap-®
a cake -will fal completey when addressg to a third-stag
markd where your prospet doesrt even realiz tha soaps can
be made with built-in deodorants And a third-stagg headline
for exampé "Who el want a whiter wa$ with no had work?'
-will be old-hat no-nevs to todays housewife who has been
barragel by whiter-than-whieé advertisig for tweny yeas

To sun up, then: a headlire which will work to'a marke in
one stag of awarenes will nat work to a markd in anothe
stage of awarenessNor will it work, even to a marke in which
it has been successfylona tha marke passe on to a new stage
ot awareness b

Most product are designd to satisy a specifc neel or
desire They are bom into markes tha are m at leag the third
or fourth stags of awarenessThey may therefoe neve be faced
with the problem of an unawae market

However mary products actualy pas out of public aware
nes or out of public acceptancetasone time or othe dur-
ing their hfe histories The desie they satis{ dries up, or othe
product sene it better or they are brandel "old-fashione "

Again, we are dealirg with a matte of statistics When a
produd begirs to slip . . . when volume falls off, even thoudh ad
vertising budge$ are increasd . . . when the nane of the prod
uct no longe sels as mud . . . when a dired statemet of the
produd s function no longe selk as mud . . . when adired state
mernt of the desie or the neal tha the produd fulfill s no longer
sells as much-thenthat product needs to baeborn, and its prob-
lem is the problem of opening up an unatvare market

Again, this is the mod difficult, the mog challengimy prob
em of a 1. Ther are few positive milestone to guide vou But
fortunatey there are sone completey self-evidem negatie rules
that can eliminae mary blind alleys ard sd you face to face
agains you task Plannirg a headlire for a completey unawae
or resistah market then is first of al a proces of elimination

Here are the first paths
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1. Price mears nothirg to a persan who does nat know your
product or warnt your product Therefore eliminae al mentim
of price or price reduction in your headlire or prime display
type.

2. The nanme of vour produd¢ mears nothing to a persm
who has neve sea it'before ard may actualy damag yowr ad
if you hawe had a bad modd the yea before or if it is nowv as
sociatel with the antiquated the unfashionable or the unpleas
ant Therefore ke vow produd out of the headline ard be
extremey wary about'breakig the moad or disgui® of your ad
with a prominen logo.

3. And this is the hardes fad of al to accept At this stag
of your market a direa statemen of wha yow produd does
wha desie it satisfies or wha problem it sokes simply will nat
work. Your produd eithe has not reachd tha dired stage or
has passd beyord it. And vou cannd simply shit from one de
sire to another You are nat faced here with a problan of so
phistication but one of complee indifference or unacceptabil
ity. Therefore the performane of vour product ard the desie
it'satisfies can only be brough in later You cannd mentian them
in vou headline

' S0 vou cannd mentian price, product function or desire
What do vou hawe left? Your market, of course! And the distind
possibility tha by broadenig vour appeé beyord price produd
function or specifc desire vou can read the maximunm limits of
your full potentid market consolida¢ splinte appeals ard in-
crea® the sales of vowr produd a a fantastc rate

Once you haw acceptd the challeng of writing this kind
of ad then vou produd ard its attributes fade into the back
ground and'yal concentrag exclusivey on the stak of mind of
vour marke at this particula moment
‘ What vou are doing essentiall in this fifth stag is calling
uour market togetherin the headlire of your ad You are writ-
ing an identification headline You are selling nothing promising
nothing satisfyirg nothing Instead you are echoirg an emotion
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an attitude a”satisfactio tha picks peopk out from the crowd
and binds them togethe in a singke statement

In this type of headline you are telling them what thev are
You are defining them for themselves You are giving them the
information they nead ard want abou a problem still so vage
that you are the first to put it into words

Here abowe all, is the type of headlire tha neve attemps
to sel a produd or a performance but simpl tries to sel the
remainde of the ad itself—the information tha follows on the
page The only function of this headlire is to g& the prospet to
read the nex paragraph And this secom paragrap pulls him
into the third; ard the third into the fourth: ard right on down
the page paragrap after paragraph

Meanwhike thee paragraph are building a steag progres
sion of logicd images from the first identification with'the head
line, to a growing awarenes of the problen or the desie to
the realization tha a solution is a hand ard to the inevitabk
focussilg of tha desie amd tha solutim onto your particula

product

This, then is the generé strategy of dealirg with an unawae
market The application of this strategy,when al dired method
hawe failed, has produce hundred of gred headlines It would
be impossibe to classif al of them sine ead solutin estab
lishes its own new pattern However there are definite landmarls
and directiors we can distinguish Here are sone of them—start
ing with the generé principle they used then the problan thev
solved then the headlire itself, ard then the mog importan

structurd paragrap of body copy.

Giving Words to a Hidden Dream

Problem to expam the marke for home correspondere
courss beyord tha obtainal by "Eam more money amnd "Gain
more skill* headlines The solution
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THE UNIVERSITY OF THE NIGHT

The vourg Lincoln, poring over borrowel school-book
far into the night—seekig in the dim light of bis log fire
the transformimg light of knowledge—eageto grow—eage
to do .. .her is an exampk which has inspired the man
who strives againg the odds of circumstance to make his
place in the world.

To-night, in cities and towns ard villages . . . thousand
of men will drop their daily labois to fight, beneah the
lamp, the battle tha Lincoln fought . .

Up from the mines down from the mass of ships . . .
from al the places wher men work, they will go home
and take up their books becaus they yean to grow, be
cau® thev se& highea training greate skill, more re-

sponsibility . . .
Sone of them are men who work in one field wherea
their talens and desires are in another Sone . . . are haltaed

in their progres becaus they do not understad the highe
principles of their busines or profession Sone left schod
in bovhoal because povery mace it necessar. . .

Fifty yeas ag thee men . . . would haw had no place
to turn for the course of stud/ ard for the personéa guid-
ane tha they need

Thirty veas ag there was foundel a schod to help
them—a schod createl for their need and circumstances-
a schoo tha goesto them no matte where they are—a
school . .

Creatal in respons to a need the Internation& Cor-
respondene Schoo$ haw developé theirr scoe amd use
fulness to the growth of tha ned . . .

Exploiting a Hidden Fear

Problem To re-vitalize the sales of a coffee substitute long
after healh headlins and pep headlines and tase headlines had
failed. Seconday problem To overcone a slipping brand name
that was no longe an asseé in eithe the headlire or the logo.
The solution



28 YOUR PROSPECTS STATE OF AWARENESS
WHY MEN CRACK.. .

An authoriy of internation& standirg recenty wrote
"You hawe overeate and pluggel vour orgars with mod
erae stimulants the worg of which are not onlv alcohd
and tobacco but caffeire ard suga ..."

You know them Strorg men vigorouss men robug
men—me who hawe neve had a sik dav in their lives.
They drive. They drive themselve to the limit. They lash
themselvs overthe limit with stimulants Thev crack Often
thet crash

You hawe seen them afterwards Pitiful shells The zed
gone the fire gone Burnt-ou furnaces of energy

"He was such a healthy-looking man "

He was His healh was his undoing His constitutio
absorbd punishment Otherwie he might haw bea
warne in time.

"For every action there is an equal and contraryreac-
tion." You learnal the law in physics It applies to bodies

For evely oune of enery gainal bv stimulation bv
whipping the nerves to action an oune of resere strengh
is drainal ... But repeatd withdrawak exhaus arv reserve
Physicd bankruptcy Then the cras ...

It's time to get badk to normal to clos the drafts to
bark some of the fires..

Avoid stimulants What is goad for the bov is goad for
the man ...

Borrowed Energy Must Be Repaid!

Two million American families avoid caffeire bv drink-
ing Postum And two million American families are bette
off for it. . .

Leading Into an Unacceptabke Problem by Starting
With a Universally Accepted Image

Problem To gain both publishe and prospet acceptane
for a womans deodorant A direa statemeh of the performane
or produd would not only offend but would nevea be published

The solution
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WITHIN THE CURVE OF A WOMAN'S ARM

A frark discussio of a subje¢ too often avoided

A woman$ arm Poes hawe surg of its grace artiss
hawe paintal its beautv

It shoul be the daintiest sweetes thing in the world.
And vet unfortunatelv it isn't alwavs

Theres an old offende in this ques for perfed¢ dain
tiness—a offende of which we ourselves niav be eva s
unconscious but which is just as truly present

Shal we discus it frankly?

Many a woman who savs "No, | am neve annoved
by perspiration;, does not know the facts . . .

Of course we arent to blame becaus natule has mace
us so tha the perspiratim glands unde the arms are more
active than anywhee else Nor are we to blame becaus . . .
hawe mad normd evaporatio there impossible

Would you be absolutey sure of your daintines8

It is the chemica$ of the body, nat uncleanlinessthat
cau® odor And even thouch there is no active perspira
tion—no appareh moisture—thee may be unde the arns
an odor..

Fastidios women who wart to be absolutey sure of
their daintines haw found tha thev could nat trug to
their own consciousnessthey hawe felt the neal of a toi-
let water which would insure them agains ary of this kind
of underam unpleasantnesseithe moistue or odor.

To med this need a physician formulated Odorone—
a perfecty harmles ard delightfu toilet wate . . .

To Project a Hidden Desire Which
Cannot Be Put Bluntly Into Words

Problem To capitaliz on researb findings that smokirg cig-
arettes gives men a feeling of virilitv, importance sexué strength
Any verbd expressia of thee themes however would be in-
stantly rejectal as absud and offensive The solution

The MARLBORO TATTOO AD: With its virile men (cow-
boys racing car drivers sky divers etc) whos appearane alore
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projected more of an image of raw virility than ary numbe of
words could eve convev

Using a Common Resentmen or Unvoiced Protest
to Capture a Far Greater Market Than the Direct
Statemert of the Solution of That Resentmen
Would Produce

Problem To sel a do-it-yoursef bodk on televisian repairs
Although all owners of TV ses were the potentid market only
a smal fraction considerd themselve interestel enoud or ca
pable enoud to respom to a dired promise headline "Saw up
to $100 a yea on your TV repairs! Most were afraid thev could
not make the repais themselves Therefore the markd mug
be broadend to include the nonhandvma owners bv exploit
ing the existing resentmeh againg TV senie contracts The
solution

WHY HAVEN'T TV OWNERS BEEN TOLD
THESE FACTS

Was your sd purchasd after the spring of 1947 Then
here is the full, uncensord stowv of how von can avod
those $15-$D repar bills—avoid thoe $30-8® avea ser
vice fees—aud still ga the perfect movie-clea pictures
you've dreame about

How mary times this week hawe you had to get up to
fix ajumpy TV picture? . . . How mary times haw you had
to put up with ghost® . . .

90% of These BreakdownsAre Unnecessary!

All thee breakdows mav haw seemd tragic to vou
at the momen they happened—biuhere is the red trag
edyy Do you know tha the same exad sd tha vou now
haw in you front room .. .ha been playing in manu
facturers tes roons for months—ad playing perfectly

Thes ses haw been subjectd to "Breakdown
Test$ . . . Thes seb haw bea testal again$ evey con
ceivabk type of viewing hazad . . . And, in almog every
one of thee casesthes set haw produca perfect movie
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clea pictures without maja breakdowns for as mudc as
one full veat Here are sone of the reasos why:

What TV Experts Have Learned About Your Set.

If your sd were propery cared for, as thee ses
were ... it nea brek down only once during the entire
yea ...
If your s& were properly cara for, it can actualy give
you perfect movie-clea receptim the othe 364 days of
the yea . ..

And modg important these expers haw discoverd
that you do not haw to be a handyma or a mechant in
order to cox this performane . . . Heres why:

5 Minutes a Weekfor Perfect Reception.

Thes TV expers haw discoverd tha your TV sd is
a grea ded like your bod} in this respect—tha it gives
warning signat before it has a maja breakdown . . .

Now, if you had the knowledg to make a few minor
adjustments on the outsice controk of tha set then you
could corre¢ those symptons . . .

If you do not haw this knowlede . . . then your sd
will weaken you will hawe a constany bad picture . . .

It's as simple as that You pay a repairman—nb for
his work—bu for his knowledge If you had tha knowl
edge yourself—the you would nat haw to pav him at
all ../

Now suppos tha you had a TV expet a your elbow
24 hours a day Suppos tha every time youwr sd began to
flicker, or jump . . . this expet would shov you exacty wha
knob on the outsice of vour s vou could turn . . .

Suppog tha evey time you were annoye bv
ghoss . . . this expet would shov you a simpke non
mechanichtrick . . .

Yes and suppos tha even when your sd wert black
this expet could shav you . . .

All the Information You NeedAbout Your TV Set!

This is exacty wha a new book the TELEVISION
OWNER'S GUIDE does for you . . .
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Projecting an Ultimate Triumph That
the Prosped Will Identify With

Problem To sel music lessoms by correspondeneto a greate
audiene than would respomr to a dired "Plav Red Tunes on the
Piaro in Five Davs' approach The solution

THEY LAUGHED WHEN |
SAT DOWN AT THE PIANO.
BUT WHEN | STARTED TO PLAY!—

Arthur had just played "The Rosarv! The room rang
with applause | decide tha this would he a dramatc mo-
mert for me to make my debut To the amazemenof al
my friends | stroce confidenty ove to the piaro and sa
down.

"Jak is up to his old tricks," somebog chuckled The
crowd laughal . . .

"Can he really play? | head a girl whispe to Arthur.

"Heavens no!" Arthur exclaimed "He neve plavel a
note in his life. But you just watch him. This is going to
be good: . . .

Then | Startedto Play.

Instantly a tens silene fell on the guests The laugh
ter died on their lips as if by magc ... | head gasp of
amazement My friends sa breathless—spellbound

| played on ard on ard as | plaved | forga the peopk
arourd me | forga the hour, the place the breathles lis-
teners The little world | lived in seemd to fade—seeme
to grow dim—unreal Only the musc was red ... It seemd
as if the maste musician himsef were speakig to me . . .
not in words but in chords Not in sentence but in ex
quisite melodie$

A Complete Triumph!

As the lag notes of the Moonlight Sonaa died away
the room resoundd with a sudda roar of applausel found
mysef surroundd by excited faces How mv friends
carried on' Men shok me by the hand—wildly congratu
lated me—poundd me on the bad with their enthusiasm
Everybod was exclaimirg with delight—plving me with
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rapid questios . . . "Jack Why didnt you tell us you could
play like that? .. ."Where did you learn? .. . "How long
hawe you studied? . . . "Who was your teacher?

"I hawe neve even seenmy teacher’, | replied "And
just a shot while agp | couldnt even play a note’

"Quit vour kidding," laugha Arthur, himsef an accom
plished pianist "You've been studyirg for years | can tell.”

"I hawe been studyirg only a shot while,” | insisted
"I decidal to keep it a secre'so | could surprie all you
folks."

Then | told them the whole stoly

"Have vou evea head of the U.S. Schod of Music?
T 'ISKPQ

A few of my friends nodded "Thats a correspondere
schoo) isnt it thev exclaimed

"Exactly,” | replied "They haw a new simplified

metha tha can tead you to play ary instrumen by mai
in just a few shot months: . . .

Projecting the Result of a Problem in Such a Way That It
Will Be ldentified With by Peopl Who Would Rejed a
Direct Statemert of the Problem Itself

Problem To increa® the sales of a mouthwash not only on
a gem theme (which could be immediatey accepted) but on
the more universé& social-offene theme which would be rejecta
in its diread form. The idea of bad breath was too insulting to be
taken by the public "straight! The solution

OFTEN A BRIDESMAID BUT NEVER A BRIDE

Ednas ca® was realy a pathetc one Like evey
woman her primaly ambition was to marry. Most of the
girls in her s¢ were married—a abou to be. Yet no one
possess® more cham or grae or lovelines than she

And as her birthdays crep gradualy toward that tragic
thirtv-mark marriagg seemd farthe from her life than
ever

She was often a bridesmad but neve a bride
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Thats the insidiows thing abou halitoss (unpleasan
breath) You, yoursetf rarely know when vou haw it. And
even your closes friends wont tell vou.

Sometimes of course halitoss comes from some deep
seatel organt disorde tha requires professionh advice
But usually—aml fortunately—halitos$ is onlv a locd con
dition tha yields to the regula use of Listerine as a mouth
was ard gargle It is an interestilg thing tha this well-
known antiseptt tha has been in use for \ eas for surgk
cd dressingspossessethes® unusué properties as a breah
deodorant..

Projecting the Resukt of an Accomplishmen to Attract
People Who Would Be Frightened Away by the Work
Implied to Achieve It

Problem To broaden the markd for home correspondene
courses beyord tha possibe with a dired statemenh of the im-
mediae result—learniig or skill. An attempg mud be mace to
direct the prospecs mind awa from effort, to reward The so

lution:

"HERE'S AN EXTRA $50 GRACE—

'7'm making real mongy now!"

"Yes I've been keepimg it a secré until pav day came
I've been promota with an increag of $50 a month And
the first extra mone is yours Jug a little rewad for urg
ing me to stud/ a home The bos saws mv spae time
training has mace me a valuabke man to the firm and theres
more mong coming soon We're startirg up eay streef
Grace thanls to vou ard the I.C.S . . "

The List Neve Ends

Every day new solutions new patterrs are being created
Whereve the dired appeéa fails, or loses its power, you shoul
begin to explor a fifth stage headline

However, there are two vital points to remembe in corn
nection with this problem First of all, this type of headlire is in-
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finitely more difficult to bring home to the targe than ary of the
othe four types You are far more likely to miss the mak on this
headline becaus you haw far fewe guidepost to dired you
Your headline no longer refers to i/four product, but it mustthere-
fore refer even more strongly to your market. It canna simply
be a startler or an attention-getter or humorous or cute Nor
can it mak the fad tha it has no headlire behird a prettv pic-
ture. Mogt copy writers use a fifth stage problem to write an
empy headline ard are therefoe simply wastirg their clients
money

Becaus it is 0 eay to wande off into an irrelevan head
line, keg this one cardind rule in mind Your prospect must
identify with your headline before lie can buy from it. It mug
be his headline his problem his stat of mind a tha particula
moment It mud pick out the products logicd prospects—anh
rejed as mary peopk as it attracts

And, if it is an effective headline ard it works then it too
will becone outdatel as your marké moves on to a new stag
of awarenessAnd you will be presentd with anothe problem
just as challenging and just as rewarding as the one you hawe
solved before You neve ste in the same river twice. No mar
ket eve stand still.

A Final Word on Style in Advertising Copy

Markets change desires change fashiors change And so do
the acceptal# styles of advertisemerst change Certan advertis
ing styles—tle form your advertisigp messag takes—qgrav tired
with time—then stale—tha@ actualy laughable At the turm of
the century effective ads were written in verse twenty yeas later,
no one would believe them In the 192G mod of the gred ads
were narrative stories—eithe first-persem confessions or third
persa revelations or comic strips dramatizations Today every
thing but the comic strip is gone—and we see less ard les of it
evely yeat When a new style is born, peopk beliew it, ard it
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reinforces the messag it is carrying When tha sane style grows
trite, peopk canna see the messag for the advertisement

We'll explore this subje¢ further, in the chaptes discussig
Mood and Disguig in writing advertisements Meanwhile one
more note here

In effective advertising though stvles may change strategy
does not If you will stud/ the piano and bridesmaidads in this
chapter you will notice this. Tha while the narrative style of
both is now old-hat you can still respom to their power Both
tap desires tha still exist—thoudp now perhap directed towad
different producs ard differert problems And both evoke thos
desires ard channé thoe desires so effectively, tha if they
were rewritten in todays idiom, ard applied to different prod
ucts they still might sel millions of dollars worth of goods today



THE SOPHISTICATION OF
YOUR MARKET :

HOW MANY PRODUCTS
HAVE BEEN THERE
BEFORE YOU?

As we mentionel before in Chap
ter 2, there are three questios vou mug answe befor vou can
determire wha goes into vour headline Thes are

1. Wha is the mas desie tha motivates your marke®

2. How mudh does your markeé know abou your produc?
(Their Stae of Awareness.

3. How many similar products have they beentold about be-
fore? (Their State of Sophistication.)

This third questia is the mog easil/ answered A few hours
researb shoutl give you sampls of evevw competig ad in the
field—if there are any

If You Are First in Your Market

If there are not—if vou are the first in your particula market
with your particula product—tha you are dealirg with prospect

37
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tha hawe no sophisticatio abou your produ¢ a all. In othe
words thev hawe neve receivel ary information abou sud a
produd before Once you ge them interested they are likelv to
beconme muc more enthusiastic believe much more of wha you
hawe to say ard buy tha mud more readily Remember vour
stoty is brand-n&v to them

This, of course is the drean of evey manufactureand evey
copy writer. To be first. And it happes quite often today Some
times becaus of a technologich breakthrough—creatm a new
produd (women$ hair sprays) or a radically bette produd (long
playing records) or a familiar produd a an explosivey low price
(the Modd T Ford)

And sometimes sud a brand-n&v marke is create by the
insight of an advertisig man dealirg with an already-establisie
product In this case the ad man visualizes the application of the
produd to an entirely differet marke (the switch in the Twen
ties of Ovaltine from an aid for insomna to a body builder for
skinnv children)

Or he reachs tha marke throudh a hitherb untappe
medium (Revlors fabulows resuls from sponsorstg of "The
$64,0@ Questiori in the early days of TV).

Or he discoves a previousy unnoticel performane of his
produd tha carries it completey beyord the limits of its old
marke (Lifebuoys discovey tha peopk would accep its strorg
medicind oda as a cure for perspiratiom odor, and their subse
quert christenirg of tha oda with the catch-wod "B.O.").

When sud a golden opportunity—b be first—preserd it-
self, you are probaby dealirg with a marke in its third or fourth
stage of awareness Your prospecs know tha they would like
wha your produd does or they would like to ge rid of the prob
lem your produd solves—i it were only possible

Here the answe to your third questim is quite simple You
are dealig with a marke where you are first. Therefoe thev
hawe no previowss information abou similar products Therefoe
they are completey unsophisticated
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And vour exploitation of this answer—you strategy in ap
proachirg this market—s equalyy simple

1. Be simple. Be direct. Aboveall, don't be fancy. 'Sane ei-
ther the needor the claim in your headline—nothing more. Dra-
matize that claim in your copy—make it as powerful as possible.
And. then bring in your product; and prove that it works.

Nothing more—becaus nothing more is needed To illus-
trate let's look a one of the mog profitable insatiable constantly
renewing and therefoe overworkel fields in marketirg history.
the reducirg field. No one knows who was the first man to stum
ble on the reducimg field (thoudh it's fairly certan that he mud
hawe becone a millionaire). But al he had to sa in his headlire
WS a simple statemen of the dired desie of millions of women

"NOW! LOSE UGLY FAT!"

As he start@ to clean up, othes inevitably followed. But, by
this time, the reducig field had alreagy been tapped Advertise
mens had been run. The dired claim had been made Mere rep
etition would no longe be enough In othe words the reducirg
markd was now in its Secom Stag of Sophistication A nev ap
proaty was necessary The stratey had to be changed— this:

If Youre Second Do This

If you're second ard the dired claim is still working—then
copy that successfuklaim—but enlarge on it. Drive it to the ab-
solute limit. Outbid your competition.

For example here are two successfu headling in the now
fiercelv-competitie reducirg field tha did just that They hawe
both been pushel to the oute limits of both legaliy ard be
lievabilitv. But thev both worked

'LOSE UP TO 47 POUNDS IN 4 WEEKS
OR RECEIVE $40 BACK!"
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"I AM 61 POUNDS LIGHTER
.. .NEVER A HUNGRY MINUTE."

In mog fields, this enlarged-clan technigqe reache the
oute limits in successig stages Sometime the completion of
this proces takes years In the home garden field, as anothe ex
ample an advertise brough out a Floribunda Rose—usig this
headlire with startling success

"PICK 25—50—10 ROSES
FROM THIS ONE MAGNIFICENT PLANT!"

It worked And sg sone yeas later, a speci variety of cush
ion mum swep the county with this headline

"SIX HUNDRED MUMS
FROM A SINGLE BUSH!"

And, one yea later, this headlire carried the proces to wha
are probaby the absolué limits of Mother Nature

"WHO EVER HEARD OF
17,0@ BLOOMS
FROM A SINGLE PLANT?'

As simple as this evolution looks it produce results It pro-
vided a tremendos lift to ca sales in the 19505 when 50 more
horsepowe was addel to the advertisemerst evewv vear It was
climaxed in the Chrysle 300—a ca namal afte its horsepowe
rating—ard pegge just a the limit of believability, practicality,
and the inevitabk public reaction

For the reactim will come Towad the end the proces
disintegrates The successfu claim is overworked enlargemen
piles on enlargement New competitos ente the field—ead try-
ing to promise more Headlines doubk ard triple in size. Words
begh to lose ther meaning—"whiter-than-whités appear The
prospet becoms confused—the skeptical Believability is shat
tered claims are automaticaly discountd 50% by ther
readers More promis is pourel in to compensateThe govern
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merit begirs to investigate And the sales curve begirs to turn
down-down-down

The Third Stage of Sophistication

At this point your markeé has enterel into its Third Stag
of Sophistication Your prospect hawe now head al the claims—
all the extremes Perhap they hawe even bougtt one or two com
petitive products Evely time they open a newspaper anothe
similar headlire screams out a them How are they to distin-
guish one productfrom the mass?How do you break through to
reach them?

One facta is vital here Tha is the restorative power of the
marke you are dealirg with. It may be a marke base on a con
stanty recurring mas instinct sud as reducing It may be a mar
ket basel on an unsolvel technologich problem sud as spak
plug replacementit may be a marke tha periodicaly wishes to
renev or improwve its purchasessud as cars homes appliances

In al thee cases the desie neve fades the markeé con
tinuallv renevs itself. New prospecs come into the market Old
customes becone dissatisfiel with their old purchasestheir old
solutions and begn to look again The mas desire—tle tremen
dous profit potential—stil exists But it cannotbe tappedby the
old, simple methods any longer.

Women still wart to lose weight But by now they'e rea
dozers of acs for reducirg aids—al promisirg them to take off
20, 30, 40 pounds in a matte of weeks They no longe fully be-
lieve them Perhap the} beliewe the® ads <0 little tha they wont
even try a new produd at all. For months even years they may
simplv accep their overweight condition as "somethig tha just
cant be helped:

But the desie neve fades The dissatisfactia builds up,
mont after month Secretly perhag even unconsciously thee
women are hopirg to find a new product—a new headline—tha
promises them a new way to satisfy that age-old desire.
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And on this fundamenthfact we build our stratey for selt
ing a marke in its Third Stag of Sophistication

If your market is at the stagewhere they've heard all the
claims, in all their extremesthen mere repetition or exaggeration
wont work any longer. What this market needsnow is a new de-
vice to make all theseold claims becomeresh and believable to
them again. In other words, A NEW MECHANISM—a new way
to making the old promise work. A different process—a fresh
chance—a brand-new possibility of successwhere only disap-
pointment has resulted before.

Here the emphas shifts from wha the produd does to
HOW it works Not accomplishmentbut performane becoms
dominant The headlire expands The claim remains—bt now
it is reinforcel by the mechanim tha accomplishs it. In the re-
ducing field, for example the limits of its bast promis had bee
reache bv headlins like this:

"I AM 61 POUNDS LIGHTER
.. .NEVER A HUNGRY MINUTE."

Now new leades emerge—avoidig the competition of
claims—stressig mechanim instead like this:

"FLOATS FAT RIGHT OUT
OF YOUR BODY!

ftftft

"FIRST WONDER DRUG
FOR REDUCING!

A vital chang has taken plae in both thee ads—ad in
evely ad tha deak successfuyl with this Third Stage of Sophis
tication In the previous Second-Stag ads the entire headlire
was taken up by a complee statemenh of the main claim. Below
it, in smalle type in eitha a subhed or the bodv copy cane
the mechanim tha accomplishd the claim. Often this mecha
nism was abbreviated—simpl mentionel instea of being ex
plained—indicatd bv a sot of shorthand like this:
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“I' AM 61 POUNDS LIGHTER
... NEVER A HUNGRY MINUTE.'

Real the Astonishirg Experiene of New York Fod
Expet with the Famous Eat-and-Redtice Plan.

In Third-Stag ads however this arrangemenis completey
reversed By this time, the bast claim has become well-known
to almog all its prospects—perhapeven too well-known There
fore, this shortham can be applied to the claim itself. What was
before a five to ten word headlire describig nothing but the
bastc claim—"l AM 61 POUNDS LIGHTER"—Hint- can he com-
municated in a single word in a headline devoted to explaining
how this claim is accomplished. For instance

"FLOATS FAT RIGHT
OUT OF YOUR BODY!

Or:

"FIRST WONDER DRUG
FOR REDUCING!

First the mechanism is brough into the headlire to establi
a point of difference—b make the old claims fresh and believabé
again And then—one the prospet is told tha here is a brand
new chane for success-then the claim can he restatedin full, to
make sure that she realizes everything she is getting. Like this:

"FLOATS FAT RIGHT
OuUT OF YOUR BODY!"

Releasd for the first time! The amazimg scientifc dis-
covern tha melts up to 37 POUNDS off men and women—
without starvatim diets without a single hungly moment—
without even giving up the foods you love!

Or—using the sane Third-Stag arrangemen of mechanim
in the headling and claim elaboratd in the lead paragraph—w
hawe this ad
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"FIRST WONDER DRUG
FOR REDUCING"

Usal successfull by thousand of phvsicians Lose as
mary pound as you like without diets without exercise
without giving up the kinds of food vou love to eat

In both thee ads—aud al othes like them—the promis it-
sef is subordinatd to the mechanism which accomplishe tha
promise This mechanim is featura in the headline When ads
sudh as the® are successfulyou are dealirg with a marke tha
is in its Third Stage of Sophistication

The Fourth Stage

But you are still in a competitive market ard sud ads give
only a temporay advantage Sud ads presentig a nev promise
begn a new trend Within a few months the Third Stag of So
phistication passe into a Fourh Stage—a new stag of elabora
tion ard enlargement But this time, the elaboratio is concen
trated on the mechanism rathe than on the promise—lile this:

"FIRST NO-DIET REDUCING
WONDER DRUG!"

This Fourh Stag stratey can be summarizd like this:

If a competitor has just introduced a new mechanismto
achieve the same claimas that performedby your product, and
that new-mechanismannouncemenis producing sales, then you
counter in this way. Simply elaborate orenlarge upon the suc-
cessfulmechanismMake it easier, quicker, surer; allow it to solve
more ofthe problem; overcomeold limitations; promiseextra bene-
fits. You are beginning a stage of embellishmentsimilar to the
Second Stage of Sophistication describedabove. The same strat-
egy will be effective here.

But, unfortunately so will the sane limitations The Fourth
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Stage of Sophistication like the Secom Stag which it resem
bles eventualy pushe itsef out of the ream of believabilitv. At
this point, further elaboratios becone ineffective You are then
faced with two alternatives

First, discoverig a new, acceptald mechanimn to male the
promie frech ard believabé again But remember the mecha
nism vou use mud not only be new ard legitimate but it mug
be acceptd as believabé ard significart by vour market Ead
Third and Fourh Stag ad tha preceds you, makes this prob-
lem of acceptane more ard more difficult.

Eventually of course no new mechanimm will gan accep
tance The marke will haw grown tired of your promise and
the mechanisme bv which thev are accomplished Your prospecs
will hawe been glutted bv advertising You will hawe reache the
Fifth Stage of Sophistication—tB mog difficult—where the field
is sad to be exhausted—wher competitos are droppirg out of
the markd en masse

How to Revive a "Dead" Product

In this Final Stageof Sophistication,your market no longer
believesin your advertising, and therefore no longerwishesto he
aware of your product. In many ways, therefore, thisFifth Stage
of Sophisticationcorrespondsto the Fifth Stage of Awarenessdis-
cussedin Chapter2. The problemsare the same.The strategy is
the same. The emphasis shifttom the promise and the mecha-
nism which accomplishes it, to identificatiowith the prospect
himself. You are dealing here with the problem of bringing your
prospect into your ad—not through desire—but through identi-
fication. (See Chapter 8.)

An outstandig exampé of a produd¢ which had log its mar
ket becaus of sud a Fifth Stage of Sophistication ard then
gaina it badk by a brilliant use of the identificaticn headling is
the Postum ad discussd in Chapte 2, ard its headling "WHY
MEN CRACK . .."
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Let's Look at an Industry That Went Through
All Five Stages of Sophistication

But perhap the classt exampé of an industy which en
countere al five Stages of Sophistication—aah overcane them—
is the Cigarete Industry The histoly of cigarete advertisig is
a continuows battle againg competition againg physicd ard so
cia taboos even againsg the very succes of its own currert ad
vertising which saturate ard exhaust the marke bv the weigh
of its combina industy expenditures and constany demand
new approaches

Let's briefly examire the main currert of cigarete advertis
ing first—the progressia from the first to the fifth Stages of
Sophistication—ad then discus some of the side problens it
encountered

In the First Stag of Sophistication when the marke was
new, cigarete advertisig featurel taste enjoyment pleasue in
the headline

T DWNVALKAMIL B-ORACAMEL!"
"CHESTERFIELD—THE SATISFY! "

This raw promis of enjoymen gradualy becane elaborated
and embellishe to pud it to the limits of believabilitv In this
Secoml Stage sin@ you cannd measue the pleasue a cigarete
gives you, the promise-growh took the form of broade ard
broade comparisons

"LIGHT UP A LUCKY, AND YOU WONT MISS
THE SWEETS THAT MAKE YOU FAT!"

But, without measurementthe limits of enlargemen are
som reached So Third-Stag stratey bega to be emploved—a
continuows strean of brilliant new mechanisns

"LUCKIES—THEY'RE TOASTED!

THE SOI'H

and hciiai;
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"PALL MALL'S GREATER LENGTH FILTERS
THE SMOKE FURTHER!

"CAMELS—PROTEO YOUR T-ZONE!"

And, as ead of thee mechanisra was acceptd bv the buy-
ing public, the originatos competitos adopt@& the mechanim
and began to elabora¢ on it—initiating the Fourh Stage

"PHILIP MORRIS—ALL THE HARSHNES BAKED OUT!"

"CHESTERFIELD—REGULAR AND KING-SIZED
TOO!"

"NINE OUT OF TEN DOCTORS PREFHR
LUCKIES!"

But eventualy the mechanism logt their potency ard the
governmeh ruled out the healh claims ard in the early Fifties
the industy faced a Fifth Stage market But a new marketirg
tool—Motivation Research—Ih shown them how to read this
markd without mechanism or claims without even headlines
simply by projectirg strorg visud identificatiors with the virility
that the public had acceptd in a cigarette For example arv of
the Marlboro "Virile Men" ads Or therr imitations in Chester
field, or Camé ads

Thus we hawe the full spectrun of sophisticatio confrontirg
an industry But cigarete advertises alo encounterd two crit-
ical side problems The first offered them the opportuniy of dou
bling their market The second of retainirg tha huge marke in
the face of the mog adverg publicity

The first challeng occurre@ immediatey following the First
World War. By this time the old "Coffin Nails' taba had been
forgotten—fo men But there still remaing the equaly gred po-
tentid marke of women smokers—fi smokirg could be mack re-
spectabd for women The trend was definitely in tha direction—
the urge the curiosiy existal in millions of women in al socid
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classes—.som respectaltd women were actualy daring to smolke
in public.

But the trend—Ilet by itself—would take yeas to develop An
advertisemen had to be createl to accelera¢ tha trend To make
smokirg for women not only acceptable but desirable To channé
the vag movemen toward liberation and equaliy of the Twenties
as the driving force to open up this huge new market

But sudh an advertisemen could neva come right out and
sugges tha women smoke It could not even shov a woman
smoking Sud an advertisemenwas definitely a Fifth Stage prob-
lem—a problem in identification And it was solved by linking a
man and woman in their mog appealig connection—n love
with a smokirg situation The ad showeal a young couple sitting
togethe on a bead on a moonlit night He is just lighting up
a cigarette—tle first puffs of smole are just drifting into the
moonlight She has her face turned toward his, and her words
make up the entire headlire (and excep for the logo, the en

tire ad).
"BLOW SOME MY WAV."

Nothing more neede to be said A vag nev market—opend
up with four words

The secom challeng occurrel thirty veas later This was
the cance scae of the late Fifties, which continues into today
It resulte in four reactions First, there were cigarete holders
water pipes ceramc filters, etc.—nore of which succeedé in es
tablishing a nationd market since they representd too much
inconvenience too blatart an admissim tha the purchase was
worried abou his smoking

Secondly the scae produce a determine effort in the in-
dustly itsef to condud its own research to counterat or cor-
rect such claims

Third, it producel a temporay drop in cigarete sales

And, fourth, it opena up a vag new markd for an alread
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existing product—tle filter cigarette—aidd by the industy it-
self, which wisely gamblal that smokes would not move out of
cigarettes but simply into a different kind of cigarette

Filter cigarettes had always existed as a small specialy mar
ket. But now they were expandd into a mas market Millions
of new prospects who had neve before even considerd filter
cigarettes now sough out information abou them aske to be
told which one to buy A new markd opena up. And it startel
to retrae the same Stage of Sophisticatio as its paren marked
had passd throudh fifty years before

First Stage

"KENT'S MICRONITE FILTER TRAPS TARS BE-
FORE THEY REACH YOUR LIPS"

Secord Stage
"20,00 FILTER TRAPS IN VICEROY!
Third Stage

"PARLIAMENT—THE MOST IMPORTANT V* INCH
IN SMOKING TODAY—NO FILTER FEEDBACK!"

Fourth Stage

"TAREYTON—DUAL FILTER FOR DOUBLE THE
PLEASUREY

And the Fifth Stage—n an industry-widce stroke of genius—
right bak to the flavor again

"WINSTON TASTES GOOD LIKE A CIGARETTE
SHOULD!

“IT'S WHAT'S UP FRONT THAT COUNTS™

"L & M HAS FOUND THE SECRH THAT UN-
LOCKS THE FLAVOR!"
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And w0 it goes In industy afte industry The sane life cycle
for eath market The sane deady challenges The sane willing-
nes to adap rathe than perish

A Persond Note

In this bodk | haw tried to write a scientifc study of ad
vertising without troubling the reade with whateve persona
ethics | mysef may observe Every cops writer who hes eve
sweatel for days to creat a new approab will know how it
feels to see tha approab copied overnigh bv a competitor |
shae evely oune of tha feeling But sud evens happ@& evey
day. And they are effective Therefore exampls sud as thos
detailad abowe mug be listed in al objectivity, as a busines
stratey tha has ard will solve competitive problens in a com
petitive industry. | include them here—nd as recommendations
but as possibé strategis to be chosa& or rejected
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38 WAYS TO STRENGTHEN
YOUR HEADLINE

ONCE YOU HAVE YOUR
BASIC IDEA

Up to this point, we haw bee
concernd with the stratey of plannirg copv—d arriving at the
theme of our ad ard the conten of its headline—rathe than
with the techniqus of actualy writing this copy. The entire sec
ond portion of the bodk will be devotal to thes techniques
But we mud pau® now, ard examire one of thee techniquse
out of sequence lt is called VERBALIZATION. And it is the
art of increasing the impact of a headline bi/ the way in which
it is stated.

Everythirg we haw dore so far lias helped us obtan the
contert of our headline We now know wha we wart to say And
we now hawe to determire how to s it.

The mog obviows way, of course is simpl to stae the claim
in its bares form. "Lose Weight,' or "Stop Corns" for example
And if you are the first in vour field, there is no bette wav.

But wher vou are competitive or where the though is too

51
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complicat@ to be statel simply ard directly, then you mustre-
inforce that claim by binding other imagesto it with the words
in which you express it.This is Verbalization And it can ac
complih severa differert purposes

1. It can strengthenthe claim—bv enlargig upa it, by mea
suring it, by making it more vivid, etc

2. It can make the claim new and fresh again—bv twisting
it, changim it, presentig it from a differert angle turning it into
a narration challengimg the reade with an example etc

3. It can help the claim pull the prospectinto the body of
the ad—by promisirg him information abou it, bv questionig
him, by partialy revealig mechanism etc

All of thee goak are accomplishd by addirg variations en
largemens or embellishmerg to the main headlire claim of the
ad Thes additiond images are bourd into the man claim bv
the sentene structue of the headline Thev alter the main claim
to make it more effective

They are the secoml creative stg in writing the ad First,
we hawe se@ how to determire the apped itself. And now, how
to shag tha apped into its mog effective form in the headline

There are of course an infinite numbe of thes variatiors
(every goad copywrite invens a few himself) But there are gen
erd patterrs tha mog of them follow. Here are sonme of thee
guideposs for vour own thinking:

1. Measue the size of the claim:
"20,000 FILTER TRAPSIN VICEROY!"
"I AM 61 POUNDSLIGHTER . . ."

'WHO EVER HEARD OF 17,000 BLOOMS
FROM A SINGLE PLANT?

2. Measue the spee of the claim:

"FEEL BETTER FAST!"
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TO

"7A” TWO SECONDS,BAYER ASPIRIN BEGINS
DISSOLVE IN YOUR GLASS!"

Compae the claim:
"SIX TIMES WHITER WASHES!
"COSTSUP TO $300 LESSTHAN MANY MOD-

ELS OF THE LOW-PRICED THREE!

4.

5.
touch s

TO

Metaphoriz the claim:
"BANISHES CORNS!
"MELTS AWAY UGLY FAT!"

Sensitiz the clam bv makirg the prospet feel smell
e or hea it

"TASTESLIKE YOU JUST PICKED IT!"
"THE SKIN YOU LOVE TO TOUCH!"

Demonstrag the claim bv showirg a prime example

"JAKE LAMOTTA, 160 POUND FIGHTER, FAILS
FLATTEN MONO PAPER CUPM

"AT 60 MILES AN HOUR, THE LOUDEST NOISE

IN THIS ROLLS ROYCE IS THE ELECTRIC CLOCK!"

7.

Dramatiz the claim, or its result
"HERE'S AN EXTRA 850 GRACE—IM MAK-

ING BIG MONEY NOW!

"THEY LAUGHED WHEN | SAT DOWN AT

THE PIANO—BUT WHEN | STARTED TO PLAY . . ."

8.

HAI

Stae the claim as a paradox

"HOW A BALD-HEADED BARBER SAVED MY
R

"BEAT THE RACES BY PICKING LOSERS!"
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9. Remoe limitations from the claim:

"SHRINKS HEMORRHOIDS WITHOUT SUR-
GERY!"

"YOU BREATHE NO DUSTY ODORS WHEN
YOU DO IT WITH LEWYT!"

10. Associae the claim with values or peopk with whom

the prospet wishes to be identified

"MICKEY MANTLE SAYS: CAMELS NEVER
BOTHER MY THROAT!"

"9 OUT OF 10 DECORATORSUSE WUNDA-
WEAVE CARPETS FOR LONG LIFE AT LOW COST!

11. Shav how mud work, in detail the claim does

"NOW! RELIEF FROM ALL 5 ACID-CAUSED
STOMACH TROUBLES—IK SECONDS!

"RELIEVES CONGESTION IN ALL 7 NASAL
PASSAGESINSTANTLY!"

12. Stae the claim as a question

"WHO ELSEWANTS A WHITER WASH—WITH
NO HARD WORK?

"COULD YOU USE $5 A WEEK EXTRA IN-
COME?

13. Offer information abou how to accompli the claim:

"HOW TO WIN FRIENDS AND INFLUENCE
PEOPLE!

"HERE'S WHAT TO DO TO GET RID OF
PIMPLES FAST!

14. Tie authoriy into the claim:

"BOSS MECHANIC SHOWS HOW TO AVOID
ENGINE REPAIR BILLS!"
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"HERE'S WHAT DOCTORSDO WHEN THEY
FEEL ROTTEN!

15. Before-and-afte the claim:

"BEFORE COLDENE A CHILD GOT OVER A
COLD AFTER 5 DAYS OF ACHING, SNEEZING
WHEEZING, DRIPPING SUFFERING COUGH
ING, CRYING, GAGGING, SPITTING

"WITH COLDENE A CHILD GETS OVER A
COLD IN FIVE DAYS!"

16. Stres the newnes of the claim:

"ANNOUNCING! GUIDED MISSILE SPARK
PLUGS!

"NOW! CHROME PLATE WITHOUT HEAT,
ELECTRICITY, MACHINERY!"

17. Stres the exclusiviy of the claim

"OURS ALONE! PERSIAN LAMB ORIGINALS—
$389.4017

"ONLY GLEEM HAS GL-70 TO KEEP TEETH
CLEAN ALL DAY LONG WITH ONE BRUSHING!
18 Tum the claim into a challeng for the reader

"WHICH TWIN HAS THE TONI? AND WHICH
HAS THE $15 PERMANENT?

"DOES SHE OR DOESNT SHE? HAIR COL-
ORING SO NATURAL ONLY HER HAIRDRESSHER
KNOWS FOR SURE'

19. Stae the claim as a case-histor quotation

"LOOK, MOM—NO CAVITIES!"
"WOULD YOU BELIEVE IT—I HAVE A COLD!"
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20. Condens the claim—interchang you produd¢ ard the
produd it replaces

"NOW! A RING AND PISTON JOB IN A TUBE!"

"POUR YOURSELF A NEW ENGINE!"

21. Symboliz the claim—replae the dired statemet or
measuremenof the claim with a parallé reality.

"STARTING NEXT TUESDAY, THE ATLANTIC
OCEAN BECOMES ONLY ONE-FIFTH AS LONG!"
22. Connet the mechanim to the claim in the headline

"FLOATS FAT RIGHT OUT OF YOUR BODY!"

"FEEDS W\STE GAS FUMES BACK INTO
YOUR ENGINE!"

23. Startk the reade by contradictirg the wav he thinks the
mechanisn shoud work:

"HIT HELL OUT OF THE BALL WITH YOUR
RIGHT HAND,' SAYS TOMMY ARMOUR!"

24. Connet the nea and the claim in the headline

"THERE IS ONLY ONE SOLUTION TO AN AD-
VERTISING PROBLEM FIND THE MAN!"

25. Offer information in the ad itself:

"WHY MEN CRACK . .."

"WHAT EVERYBODY OUGHT TO KNOW ABOUT
THIS STOK AND BOND BUSINESSY
26. Tum the claim or the neda into a ca® historv.

"AUNT MEG, WHO NEVER MARRIED . . "

"AGAIN SHE ORDERS—-A CHICKEN SALAD,
PLEASE"
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27. Give a nane to the problen or need

"WHEN YOU'RE WEARY WITH DAY-TIME FA-
TIGUE, TAKE ALKA-SELTZER."

28. Wam the reade abou possibé pitfalls if he doesrt' use
the product

"DON'T INVEST ONE CENT OF YOUR HARD-
EARNEDMONEY UNTIL YOU CHEXK THIS GUIDE!"

29. Emphasie the claim bv its phraseology—b breakirg it
into two sentencesor repeatimgy it, or a patt of it:
" AMANYOUCANLEA NON! THAT SKLOPER-
MANI
"NOBODY BUT NOBODY UNDERSELLS GIM-
BEL'S!"

30. Shav how eaw the claim is to accompli& bv imposirg
a imiversallv-overcore limitation:
“I[F YOU CAN COUNTTO ELEVEN, YOU CAN-
INCREASE YOUR SPEBD AND SKILL AT NUM-
BERSF

31. Stak the differen@ in the headline

"THE DIFFERENCE IN PREMIUM GASO
LINES IS RIGHT IN THE ADDITIVES!"

32. Surpri® vour reade into realizig tha forme limita-
tions hawe nov been overcome

"SEE WHAT HAPPENsS WHEN YOU CRU3H A
HARTMAN DC-8? NOTHING!"

33. Addres the peopk who can't buv vour product

"IF YOUVE ALREADY TAKEN YOUR VACA-
TION, DONT READ THIS. IT'LL BREAK YOUR
HEART."
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34. Addres your prospet directly.

"TO THE MAN WHO WILL SETTLE FOR
NOTHING LESS THAN THE PRESIDENCG OF HIS
FIRM."

35. Dramatiz2 how had it was to produe the claim:

"WHEN JENS FINISHED DESIGNING THIS
CANDLEHOLDER WE HAD TO INVENT A WHOLE
NEW KIND OF CANDLE."

36. Accus the claim of beirg too good

IS IT IMMORAL TO MAKE MONEY THIS
EASILY?"

37. Challeng the prospecs presen limiting beliefs
"YOU ARE TWICE AS SMART AS YOU THINK."
38. Tum the claim into a questimm ard answer

"YOU DONT KNOW WHAT'S UNDER THE
HOOD AND YOU COULDN'T CARE LESS AS LONG
AS YOUR CAR RUNS SMOOTHLY. WHO SHOULD
YOU SEE IF IT DOESN'T?.. SOMEONE WHO
CARES—UNITED DELCO.'

And 0 on: an infinite numbe of variations Trv to creae
your own—tomorrow
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CREATIV E PLANNING —
HOW TO MAKE AN IDEA
GROW

Now, let's look a a few specid
headlire problems ard then sum up:

The Three Levels of Creativily

Somethig shoutl be sad here abou the various approache
copy writers use to dig up a new headline As far as | can tell,
there are three of them

The first, the shallowest ard the mod widespred amrd in-
effective is the Word-Substitueé Technique Here the copy writer
consuls a list of proven ard successfuheadlines He then pulls
out the origind produd nanme and substituts his own; or his own
products performance etc He usualy comes up with somethiry
like this:

"I'D WALK A MILE FOR A CUP OF BLANK
COFFEE!"
59
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"WHY HAVEN'T BOAT OWNERS BEEN TOLD
THESE FACTS?

"FLOATS UGLY PIMPLES RIGHT OUT OF YOUR
SKIN!™

If thee ads are copiad from a similar product in the sane
market a the sane time, then their chane of succes is good—
especial if they embellid the promis in ary way. But if the
product or the market or the timing is different then the chance
of succes diminish proportionatef They becone Echo Ads
ads tha remind peopk of some othe product Thev par no at
tention to unique product-market-timig relationshp tha exiss
at the moment Therefoe they lose al the strengtls tha are
wrappel up in tha relationship They are the kind of ads tha
clients write, rathe than copy writers

The second deepe and more difficult approab is throuch
formulas Here the copy writer has memorize a list of rules or
principles ard tries to pou his headlire into them like hed
pou hot lead into a mold. Sud rules usualy concen the way
a headlire is expressed They list method of strengthenig the
verbalization of the headlire ideg ard here thev hawe a perfectly
valid use Severh examples of thes principles are given in Chap
ter 4.

But the idea for an ad or a headlire demand its own shape
It canna be fitted into someoe elses solution The problen de
fies a formula And the third, analytich approab tha we hawe
outlined above—wih no answers only guide-poss ard ques
tions—offess the onlv wav.

This is a had fad to accept It mears tha a solution which
has cog you day and weels of painfu effort, and which has
dore its job perfectly—ca be usea only once It mears tha
there are no creative shortcuts—thiathe effort mug be duplicatel
with ead individud ad But fortunatey the techniqus of
probing can be learna ard perfected intuition can be sharpened
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a sensitiviy can be develope for picking out the vital fad from
a maz of information

And, of course abandonig this effort leads to a reality which
is even harsher ManxX copy writers grow old, or tired, or afraid
They stqp searchig for the unique solutin in evey problem
From this momern on, they begh to copy insteal of create And
mod pathetc of all, main begnh to copy themselves The more
successfuthe copry writer, the greate the temptation to find his
new headlire in his old files.

But it wont work. Copying can be dore by ary cub. All this
proces does is bring talert down to the levd of file-cabing medk
ocrity. The true copy writer must argwe with success—& mud
push on pag it ever time he faces a nav product In advertis
ing, as well as in sciene ard in art the solution to the unique
lies only in itself.

On Motivation Researh and Its
Relation to the Copy Writer

As we hawe repeatd throughou this first pat of the book
the copy writer's primary job is to know his market Marny times
he has to know more abou tha marke than the markeé knows
abou itself.

Before MR, he did this mostly by personé digging reading
talking—ard guessing With MR, lie has some pretly professionh
guesses working with him. And they hawe the equipmen to prowe
their guesse far more easiy ard inexpensivel than writing a
campaign and testirg it.

The copy writer can ue MR in two ways It can be a
tremendos soure of information to him. Information abou
the mog powerfd need ard desires of his market—desire tha
may be hidden verbally unacceptableor completey unknown
It shows him the strengh of thoe desires—thei drift and mo-
mentum—tle tabos tha accompap them ard limit therr ex
pression It helps him locae splits in his market—gaug their
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points of difference—desig pinpoint appeat for ead of them
And it feeds badk to him early reactiors to his own phraseol
ogy—to ted his own worry-poins in the ad—b enabé him to
shift emphasis—ath even to emerg with a completey new idea

All well and good But a motivation researh finding is nat
a headline nor even the centrd thene of an ad nor will it eve
be. Like ary othe fact it is a direction First it tells vou where
not to go, to avod wastirg your time. And then it indicates the
generd area of your solution

But the transformatio of those facts into an ideg and the
expressia of tha idea in the stronges possibé form, still re-
quires as mud creatiwe talert as ary othe startirg point The
soure@ of an idea no matte how profound is still only the be
ginning The copy writer has to take it from there

The secom gred servie tha MR can perfom for the copy
writer is tha of testirg his own hunchesin answerig the ques
tions he uncoves in dealirg with his marked ove a period of
time.

For purpose of simplicity, we haw deat with advertisigy
stratey as thoud it always consisté of writing a singe ad—
rathe than a continuows campaign By limiting ourselve in this
way, we hawe bee ablke to ded with ead of the phass of sudh
a campaiq as thoud it were a separad and distind problem
requiring a separa¢ ard distind advertisemento sole it. In
doing this, we haw emphasizé tha a breakthrouy can occu
at ary stag of a campaign ard tha the sane breakthroub tech
niques can be usa to produe the gem idea for the entire cam
paign tha follows.

In reality, however the copy writer usualy works on a given
product or in a given marke area for long periods of time. Dur-
ing tha time he will write mary ads on this sane subject And
during tha time he will enga@ in a kind of discoursewith his
market in which he feeds tha marke ideas and it feeds bak
to him reactiors to thos ideas

During this massie conversationif he is sensitive the copy
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writer will pick up a continuows flow of the mog vital informa
tion. Some of this information will be actua trends ard prefer
ences which can be immediatey translate into new ads But
much more of it will be in negative form—failures roadblocks
limitations to the respone from his ads And only the statistich
measuremestof thes limitations will be shown—nao their causes
The copywrite will want to know why they occur And in ask
ing whv, he will give birth to questios like these

What causse one woman to make mod of he clothes a
home ard anothe woman to use her sewirg machire only for
minor repair®

How can we convine more peopk tha it's sak to buy
through mai order?

Why will men instant buy an automatt potab peeler—ad
women serd it right badk to the store agair?

Thes are researh questions They ded with psychologich
dimensions The copv writer discoves them ard passe them
alorg to his MR peopk to be phrased testa ard answered Thus
is bom a new ideg a new theme ard a new headling perhap
even a new campaign

On Expressirng the Personality of a
Product in Your Headline

One of the mod potert discoveris of motivation researh
is tha a product or a store or a whole growp of producs has a
distingd and complee personaly to the consumer This person
ality is a complex quality, embracig mary traits In the ca® of
the Cadillag for example it consiss of quality, prestige perfor
mance appearancecomfort resaé valug freedan from repais
and mud more

But—and this is the importart point to conside in writing
vour headline—ene of thesetraits will always be the most effec-
tive in summarizingand expressingthis personality. In the ca®
of Cadillag it has always been ard will always be, quality. This
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summay trait is featura in a series of headlines or headlire il-
lustrations—perhap blende with one or two of the othe traits
to give it variely but always strengthenig thoe othe traits bv
interrelatirg them to this one dominan quality.

Thus the personaliy is simplified, symbolizel and sharp
end to grap the reader And then—a& the reade moves on
throudh the body copy of the ad—ths personaliy is expandd
and examine in al its appeals—a ever-enlargig pyramd of
persuasion drawing in all the necessar information—chargig
that information with desire—terminatig inevitably in the one
soure of satisfactio for tha desire—vou product

We will examire this concep more thoroughy in Chapte
8—on Identification

On the Only Type of Prevention Headline That Will Sel

Many copy writers believe tha no preventiom headlire (be
cau® it treas a problan tha may occu ard tha is nat actualy
plaguing yowr prospet a this momenj can evea be effective
The reasm they give for this failure is the inability of the prospet
to identify himsef with a problem tha has na alread forcel it-
sef upan him.

This is true—but only for those problems which affect him
personally. He is perfecty capabé of imagining suc problens
afflicting his loved ones his friends his wife and children even
his nation This is why decay-preventig toothpast sold so well
when the ads focussd the decay nat on the parent but on the
children This is why life insurane can be sold nat by picturing
the prospecs death but the horross inflicted upan his wife ard
children if insufficiert money is left over to take care of them

To sum up: A man will nat visualiz future disastes occur
ring to himself but he is perfecty capabé of visualizing ard
buying preventative from, the image of sud future problens
affecting othes arourd him.
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On the Selection of Splinter Markets to Avoid Competition

Throughot this book we hawe assumd tha ead competi
tor in a marke¢ will trv to adverti® to tha marke as a whole
For example tha evew reducirg aid will try to sel al women
that are intereste in losing weight

This assumptia is nat necessan true, in a leas two re-
spects First, it assums tha sud a marke is al of one piece (for
example tha al women wart to lose weigh for the sane reason)
Thev do not, of course Ther are a leas two maja sub-categorie
in the market—thoes who wart to lose weight for appearane rea
sons ard thoe who mug lose weight becaus of their health The
sane generd appeal—LO& WEIGHT—will be effective with
both But certainy the mechanisra shoutl vary—sped ard ea®
in the first—safet ard permanene in the second

Secondly a smal compary with a limited budge may avod
competirg with large rivals for the core of the market and may
concentrag its atta&k on a smalle segmen of tha market This
is usualy dore regionally But it may be even more effective if
it is basel on the socioloy of the markd rathe than its geog
raphy. For example a reducirg aid may decice to abanda the
greate appearane segmeh of the market ard appea mud more
specificaly to the healh segment This deliberae focussig of
the appe& would alter evey aspet of the campaign from the
headline through identification copy, throudh mechanisn ard
substantiation—righ down to the selectim of meda ard chan
nels of distribution (Healh amd geriatrc magazines ard distri-
bution throudh doctos rathe than drug stores)

Eventually of course if the apped is successfuard the bud
get grows then the advertise can decice to invade the majority
market If he does this, the succes of the initial limited cam
paign can be usal as a point of differene to apped to the large
market For example the fad tha women who were forced to
lose weight permanentlyrelied on this produ¢ more than twice
as often as ary other etc
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In Summary

The first five chaptes of this book which vou hawe jug fin-
ished descrile a proces which may take days or weeks or
months to complete

This proces begirs with a thoroudh analyss of the marke
for your clients product—wih an attemp to measue the breadh
and dept of tha market—b identify the gigantc emotiona forces
that creae tha market—b defire ard focus tho forces in terms
of a singke image or desie or need—ad to channé thos forces
toward one inevitabke solution—vou clients product

In orde to do this, the secoml stg of this proces involves
a meticulows study of the produd itself—wha it is ard wha it
does—tte physicd produd tha you will deliver, ard the func
tiond produd tha you will sell—al its various satisfactios ard
performances—agaifocusse to a singke image a singke identr
fication, a singke claim tha will tap the greates possibé emo
tiond force within your market

The combinatim of these first and secon steps gives you
the thenme of you ad—the desie your marké demand and its
satisfaction . . . the nea your marke feek and its solution . . . the
identification your marke gropes for and its expression

And once you discove this theme you begn the proces of
expressig it. You explore the stak of maturity of vour market
You find out how mud peopk know abou vour produd¢ ard
wha it does—hav mud they'e bee told abou similar prod
ucts—am how mud they care abou both

Out of this analyss comes the point of entw for vour head
line—the point of contact—tlke point of greates interes ard
acceptane on the pait of your prospect It may be locatal any
where—n your produd itself, in its price in its performance
in the satisfactio your produd promises in the nead vowr mar
ket demand from your product or only in the marke itself.
But, whereve it is, this is the point where vou start Here the
searchiig and the plannirg stop Here the words begin
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Again, this proces may take weels or even months And at
the end of tha time, you may hawe written five or ten words

Thes five or ten words will make up abou 90% of the value
of your ad If you are right, they may stat a new industry If you
are wrong, nothing you write after them will sawe your ad Copy
writing—on the idea level—is an al or nothing profession You
build your ideg piea by piece . . .you crowd it into five or ten
words . . . ard then it stand or dies by itself. And everythirg tha
follows it, stand or dies with it. This is why we haw devote so
much time to this plannirg process

And it is a process You dont get an idea or a headline—
vou eithe build it, or vou unfold it, petd by petal You dig it
out of the marke researh . . . vou wring it out of the produd . . .
you read you listen you experimem for yourself You work—
hard You rub up agains this produd¢ ard this marké so had
tha they se@ into vour pores And—abo\e everythirg else—you
rememberthis cardinal ride ofcreativity:

What you are lookingfor in this product and thismarket is
the one elementhat makesthem unique. The idea you want—
the headline you want—the breakthrough you want—are all
wrapped up inside that product andthat market. Nowhere else.

And no outside ride—no outsideformula will give them to
you. You are facing a product-market-timing relationship that
never happenedbefore—it is unique. And the solution you need
is just as unique.

What this first patt of the bod has tried to give vou is nat
molds but compassesNot formulas to copy word by word, or
rules to rigidlv follow. But rathe guide-post to sd your think-
ing in the right direction Specificaly ard technically thes guide
poss fall into two classes

The first are analyticd proceduresTheir purpo® is to brek
down a complicatel problan into its pars ... to examire those
pars one bv ore ... to find out which is the mog important—
ard to stat your solution from there

Once you hawe dore this, you then beghn to build up your
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solution to its greates power You do this bv removirg limiting
factors ard bv addirg everythirg you can find tha will strengtha
your idea If we wrote literature insteal of advertising thes two
processs would be called conceptio ard execution In copy writ-
ing, we sav tha we gd the man theme for our ad ard then we
put it into a headline

And when vou haw finished vou hawe five or ten words If
thev are the right words thev will be immense} valuable But
they still will be onlv the start Thev are the erd of one road ard
the beginnirg of another Thev are the imitation to vour ad—the
hard vou exterd to your prospet for vour product Your job is
now to make tha introduction worth while—for both parties

In the remainde of the book we shal discus the tech
niques of writing the bodv copy of vour ad The® techniqus are
directad toward one end building convictior—not onlv instilling
the desie for vour product but actualyy strengthenig tha de
sire with the belig tha tha produd will DO wha the prospet
wants

We now turn to this proces of building vour ad so tha vour
ad builds conviction
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THE SEVEN BASIC
TECHNIQUES OF
BREAKTHROUGH
ADVERTISING

How to write body copy
as strorg asyou headlire
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INSIDE YOUR PROSPECTS
MEND—WHAT MAKES
PEOPLE READ, WANT,
BEIJEVE

You hawe now built vour headline
You now hawe a mears of stoppirg your prospect—& bringing
to a momentay halt all the diverse activities of his mind—oadf fo-
cussirg his attention at leag for a moment on a single thought
This is the job tha you haw designe vour headlire to do—na
to sell, or identify your product or even mentin the neeal or
desire that your produd satisfies—bt simply and solel to flag
down your prospect and get him to read your first paragraph
From that momenton, your body copy does theselling. It
does this by altering your prospect's vision of reality. It creates
a new world for your prospect-a world in which your product
emerges as thefulfillment of the dominant desire that caused this
man to respondto your headline.
To creak this world, your copy mugd expard or alter one
or more of the three dimensiors of his alreadv-existig mentd
world. This is the tak of the remainde of your ad Your copv

71
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mug be long enoudn to accomplis this change—ad the lengh
of your ad will depem on three factors

First, how mud copy you nea to build his desire for tha
product—am everythig tha produd¢ cen do for him—to its
greates possibé strength

Second how mud additiond copy you neeal to make him
fed both comfortable ard complimentedbv tha product to en
able him to visualiz tha produd as a patt of the life structue
that he has built, ard is building, for himselt

And, finally, how mud additiond copy vou neal to make
him believe wha you hawe said—b compensa for his already
existing prejudices ard beliefs

The answes to the® three questiors determire nat onlv the
length of your ad but al® its structure its development its
style ard its pace Ead of thee questios relates to a separat
dimensio of your prospects mind—differert wavs he has of ar
rangirg thoughs ard feelings In this chapter we will examire
thee three dimensioms briefly, and sketd in wha wavs ard to
wha extenf you can alter or expam them through vour ad And
then in the following chapters we will detal thee mechanisms
of persuasionthoroughy alorg with the mog effective techniqus
of presentig them

And then in the lag chapter we will trv to weaw them
togethe into a simple straight-line logicd progressia of images
—leadirg you reade from the headline throudh the product to
the actud purchase

Let us stat with thee three dimensios of though amd
feeling

1. Desires

Thes are the wants needs cravings thirsts hungers lusts
etc tha drive your prospet throud life. They are physical—such
as the desie to be thin, or strong or healthy or free from acne
corns bad breah or wha haw vou Thev are material—such as
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the desie to posses money or a big car, or a beautifu dress
Thev are sensual-such as the thirst for a cold glas of beer or
the neal for atired bodv to stretd out on a sot bed

They have of course tremendos driving power And thev
alread exist You canna creat them diminish them or battle
them But you can expandthem, sliarpen them,channel them,
and give them a goal. And this is vour primaly tak as a copy
writer.

Your first task—aml in sonme ads vour only task—s to make
vour prospet want. To sharpe his desire To picture evey mo-
mert of its fulfilment. To let him see it, fed it, toudh it, sit in
it, listen to his friends rave abou it. To make him visualiz the
wonderfu new world yowr produd offers him so strongy tha he
practicaly lives in it—and then to offer him tha product The
methal of doing this—Intensification—wil be discussd in the
nex chapter

2. ldentifications

Thes are the roles vour prospet wans to play in life, ard
the personality traits he wans vow produd to help him build,
or project

Thes longings for identification—longing for a sharply
definad personality—Ilonging for socid status—argof course nat
materid or physicé or sensuh a all. Thev complemen ard in-
tensify the physicd desires—ad anothe dimensim to them—
bv making ead purchas sene a doubk duty. Thus nat only
does a woman buy a low-calorie food to becone thin, but in so
doing she al® builds agan a radiant attractive youthfu per
sonality And not only does a man buy a ca for the power speel
and transportatia it will give him, but equaly as mud for the
projectin of prestige succes ard readv-cash-to-buar tha this
purchag communicate to his neighbors

Cal them wha you will—goals, hopes dreams ambitions
envies admirations phantasis or objectives—thes subtle svm
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bolic, never-openly-spoke projectiors of our own self-image are
immensey powerfd sales forces Your task is to put themdirectly
behind your product. To make him fed the prestigios and se
lect group he joins when he becoma a use of that product To
picture for him the peopk who live in vour products world todav

3. Beliefs

Thes are the opinions attitudes prejudices fragmens of
knowledge and conceptiols of reality that vour prospet lives bv.
This is the world of emotionalizel reasm that he inhabits—tte
way he accep$ or rejecs facts and builds up his universe the
types of thinking he uses to arrive at decisions the ideas and val-
ues which give him comfot and which he believes are perma
nernt and true.

Thes idess may be shallov or profound valid or false per
fectly logicd or mere wishful thinking. But it is not advertisings
mission to argwe with them And no one advertise can chang
them Advertising is not education it does not hawe sociev as its
sponsoy nor does it hawe the vears of time tha are given to ed
ucation to produc results

Advertising like science mug accep reality as it exists not
as it might wish it to exist Only then can it alter reality—na bv
smashimg into it head-on—bu bv exploiting its tendencis and
giving direction to its energies

Believing is a process—a proces of fitting new facts into
certan establishd patterrs of though and conviction Peopék be-
lieve in certan ways Thes beliefs form a filter through which
your product-informatim mug pas or be rejected And their
already-establishe patterrs of reasonig creat habit-channed
along which your copy mug build its conviction—a die.

You stat with thes beliefs as a base You build up from them
by using his kind of logic, not vour own, to prove tha vour prod
uct satisfis his desires—¢ prove that your produd works—i
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prove tha his kind of peopk rely on your product—b prowe tha
no othea produd satisfies his need as well.

The mechanism for doing this are shown in Chaptes 9
and 10.

Thereyou hawe them Desires. . . Identifications . . . Beliefs
Ead of them composd of equa pars of emotion ard thought
The three dimensioss of vour prospect mind—the raw mate
rials with which you will work.

To studs them we shal ded with ead of them separatelv
But, in actualy writing your ad of course you will weavethem
into each other—to creat a simple fluid pah of though from
the beginnirg to the erd of vour ad This technique—Blendig
and Reinforcement—will be the subjet of Chapte 14
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THE FIRST TECHNIQUE
OF BREAKTHROUG H COPY:
INTENSIFICATIO N

Thirteen Ways to Strengthen Desire

The force tha creats sales tha
powers our preseh economy is desire Mass Desire sprea amorg
millions of men and women And the art of salesmanshipfun
damentaly ard primarily, is expandig this desire Expandim it
horizontally amorg more and more people Expandimg it verti-
cally by sharpenig ard magnifying it—by building it to sud a
pitch that it overcome the obstacls of skepticism lethary ard
price, ard resuls in the sale.

Advertising is salesmanshi in print. Therefore abowe every-
thing else advertisimy is the literature of desire It is societys en
cyclopeda of dreans . . . our twentieth-centur Wish Book Adver
tising gi’®*® form ard contert to desire It provides it with a goal

Thes desires as they exid in the mind of vour prospet
today, are indistinct They are blurs—hazy ambiguous naot yet
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crystallized into words or images In mog cases tliev are simply
vagle emotions without compulsiom or direction And as such
they hawe only a fraction of their true potentid power

Yourjob is to fill out thesevague desireswith concreteim-
ages—to show your prospectevery possible way that they can be
fulfiled—to multiply their strength by the number of satisfactions
that you can suggestto achievethem.

A copy writer's first qualificatiors are imagination ard en
thusiasm You are literally the scrigg writer for vour prospecs
dreams You are the chronicle of his future Your job is to showv
him in minute detal al the tomorrows tha vou produ¢ makes
possibe for him.

This is the core of advertising—i$ fundamenth function To
take unformulatel desire and translagé it into one vivid scere of
fulfillment after another To add the appe& of concree satisfae
tion afte satisfactio to the basc drive of tha desire To make
sure tha your prospet realizes everythirg tha he is getting—
everythirg tha he is now leaving behird him—everythig that
he may possiby be missing

The sharpe you can drav vour pictures—ad the greate
the numbe of them tha you can legitimately present—tlke more
your prospet will demam your product ard the les importan
will seen your price

How mud spae can you give to this proces of Intensifica
tion? This depend on two factors—tle amoun of spae allotted
to you for the entire ad ard the numbe of waw vou can presen
your images without giving the feeling of repetition or boredom

First of all, differet meda demaunl differert treatments For
example catalogs small-spae newspape ard magazie adver
tising, radio ard television strictly limit the numbe of words
given to you to draw your images To fit vour messag into their
structures you mugd use eitha or both of two techniques The
first is compressioa-the boiling down of projectiors and images
into a few key words And the secom is the campaigh-the rep
etition of thee key words ove and ove again—alog with a
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progressia of embellishmerd ard differentiations—throuly an
entire series of advertisements

We shal se= how this is done in detail a the end of this
chapter

On the othea hand large-spae newspape ard magazie ad
vertising ard especialy dired mai give you adequat room in
mod cases to preseh a full stoly In thee medig the decisim
as to lengh depend far more on the secom factor—the num-
ber of ways you can presentyour imageswithout giving the feel-
ing of repetition or boredom.

No matte wha you do, your prospet will take with him
only one bast ideg one dominan image from vour ad But with
evely additiond new ard differert wav tha vou can presem tha
ideg it become sharpe ard more red in vour prospecs mind,
and it builds up more and more emotion& weight

Thus the problen become ore of perspective of fresh view-
points of new ard different detail Of walking arourd vour prod
uct in your imagination and presentig it to youw prospet in
everf way in which it entes his life.

You are working agains$ two opposimg forces The first, as in
your headline is the amourn of materid which has alrea¢ bee
presentd to you prospet abou similar producs in othe ads
There are stags of marke sophisticatio to be deat with in bodv
copy as well as in you headline If youwr prospet has real the
sane phraseolog before he will be bored bv it, no matte where
he encountes it again

And the secom obstact is the phraseolog of vour own ad
Once you hawe presentd your basc fulfillment in a certan way,
then you must vary your viewpoint in your seconddescription,
or nat presen it again Otherwie you will lose vour reade in
the middle of vour ad

You cannd repeat but you can reinforce And every time
the sane bast promie is given a fresh settirg for vour prospect
it reinforces the descriptios tha wernt befor it, and makes vour
prospet tha mud more determiné to participate
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The presentig of a series of fresh new and different ful-
fillments for your prospec$ dominan desire—ou first mecha
nism of persuasion—s called Intensification It takes mary forms
with mary more certainy to be inyented We will list sone of
them here giving the complet copy examples to shav how thev
havwe been worked out to ded with specifc copy problems

Our illustratiors in this patt of the book will be drawn mostly
from mai order The reasam for this is simple Mail orde ad
vertising mug accompli® its sak from a single ad without rely-
ing on the cumulative force of the campaign and without help
from produd display or salespeople Therefore mai orde tries
to presen as much of the complee story as possibe at one time.
Thes same technique appl equaly wel to all forms of adver
tising. But there the}- are usualy quite compressed and their
purpo® and structue was not quite so apparent

Here are thes technique of Intensification

Your First Presentation of Your Claims

1. First present the product or the satisfaction it gives di-
rectly—bluntly—by a thorough, completely detailed description of
its appearanceor the results it gives. For example this rose ad

MORE ROSES THAN YOU EVER SAW
ON ANY ROSE BUSH . . .

Leading Easten Agriculturd College reports This fab-
ulous rose variety producel 500 bloons in Jure. .. 1523
more blooms in July. . . 1616 more bloonms in August . .
437 more bloons in Septembe. . . 4,076 rases all from one
single plant. . .

Can you imagire the fantastt beauy of a rosebuh
that can easiy give you MORE THAN 4,000 ROSES from
Jure to September—adh then kees on blooming heavily
right up into fros . . .

Can you imagire the fantastc thrill of walking into
your garden and actualy picking 3 dozen even 4 dozen
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roses a day from a single plant dav afte day week alter
week—ar still leawe gigantc clustes of bloom on ead
single plant

Colorful, fragrarn roses almog as large as the mog ex
pensive Hvbrid Teas vet blooming bv the hundred at one
single time ... on one singke bush Cherrv-pirk 3-inch roses
overlad with tinges ol red tha deepa in fire and bril-
liance as the blossons unfold—ib reved a dazzlirg gold
spla$ on their petald Rose tha burd into living walls of
blossons tha flame agan and agan into exquisie masse
of bloom in June Julv, August September October No-
vembe . . . ard often stav in bloom weels after the first
snows haw fallen! . . .

This is the roe with sud fantasttc blooming powe
that it will actualy give vou huge clustes of 10, 12 even
15 flowers on a single stan . . . ard produe thos clustes
in solid masss of bloom Clustes as large as both of your
outstretchd hand put togethe . . . clustes tha actuall
measue up to one full foot acros . . .ead stan a com
plete floral bouque in itself. . . tha gives vou an avera@
of more than 50 NEW ROSES dav after dav, wee after
week for 8, 9 even 10 weels in a row during the hot "dog
davs of summer . . Enoudh roses to fill evev room in
vour hous with color and fragrane al summe long . . .
Enoudh roses to drent vour terrae with beauty to swee
arourd vour home ard flood vour beds vouwr borders vour
walks vour driveway with solid, living walls of roses all
summe long . . . with jugt a few plantd

And this is the ros you can haw blooming in vour
gardem now and for yeas to come tha will make vou
grounds the garden showplae of the neighborhood if
vou accep this extraordinay flower offer nowt . . .

Or, as anothe example this descriptiomm of the resuls of a
Christmas flashligh projecta that shows colored slides of the
Bible:

.. . You take out the amazimg invention we serd vou.
You simpk switch it on. And suddenlyeven/person in the
room draws in his breath in excitementand admiration!
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For there before vou on tha living room wall—pro-
jected four fed wide bv three fed tall—is one of the mog
beautifd pictures you haw eve seeh Before vour eves—
so red tha you can praeticalV read out and touch her—
is the Virgin Mary holding the Infant Jess in her arms
The picture actualyy glows with exquisie color. You can see
every magnificen detal . . . the animak huddlel arourd the
mange . . . the tendernes in the Virgins eves . . .the smile
on the Infants face

It's almog as thouch you were actually therd Sud
denly all the wonderfu tales your children haw head . . .
all the meanimg and glorv of Christma . . . cone alive be-
fore your childrens eved Life-sized ... as tall as vour chil-
dren . . . scer afte scere parads before them on their
living room wall! They actually see the Angd of God an
nouncirg the Birth to the Shepherdss Thev witnes the
Sta of Bethlehen rising over the world! Thev stard side
by side with the Three Wise men in silent adoratiot

Before their very eyes thev see Chrigd grow to ma
turity. They watch him astoum the eldes of the Tempk
as a smal child. They thrill to his first meetirg with Jom
the Baptist They are presem a the Sermam on the Mount
They witness eat of the miracles—se with their own eves
Jesis calming the stom . . . teachimg Pete to wak on the
wate . . . raising Lazaris from the dead

Can there be any more thrilling experience?Suddeny
evely sermm thev haw evea head. . .ovewvw bodk thev
haw eve rea . . .evey praye they haw eve learned
takes on new meanirg ard beauy for them This is prob
ably the mog thrilling hou you will eve spem with vour
children They will ak you to repea it time ard time again
Thee magnificett pictures will continwe to thrill and as
tound ard instrud them for yeas to conme . . .

Or, as anothe example this description of the outwad ap

pearane of a giant flying plastc modd jet:

.. . Yed Jud imagire the expressia on vour childrens
faces when they walk into vour living room just one week
from today amd suddeny see this magnificen modd air-
plare standirg in front of them on the living room tabld
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Here is a gigantic three-dimensionalal plastc modd
airplane—restig securey on its own triple landing gear—
and so huge tha its tail sectimm alore standg six full rnehes
from the tabld

This magnificen modé airplare proudly beas the
official colors of Pan Americen Airwayd Its wings ard en
gines are adazzlirg silver Its fuselag is a gleamirg white—
with a brilliant blue stripe stretchirmg bad twentv-ore inches
along the entire lengh of the bodv And stampe on both
sides of the huge rudde is the Fan American World Globe—
and the American flag abow it. read/ to identify this plane
anywhee she goes

Both the wings and the taill sectimm are slanta diag
onally back—reag to cut through the air at 600 scak miles
an hout And suspendeé beneah the wings are the four
huge engines—edt as long and as thick as vour child's
fingers—eah with its own JET SOUND SIMULATOR, to
give your child thrill after thrill after thrill WHEN HE
ACTUALLY FLIES THIS BREATH-TAKING MODEL

HIMSELF! ..

Put the Claims in Action

2. Now that you have presented your maindescription, you
are ready to expandthe image. One of the most effective ways
to do this is to PUT THE PRODUCT IN ACTION for your reader.
To show, not only how the product looks, and what benefits it
gives the reader, hut exactly how it does this. As one example
let's continue with our modd jet airplare ad

No Fuel No Danget No Crack-Up$ Yet It Flies 600
Scak Miles An Hour, All Unde Your Complete Control

Pick this magnificen plastc modd up from the table
and hard it to your child. While he holds it, simply attah
the U-Contrd Line as we shav vou to the left wing. Then
susped the modé from this contrd line, and begh slowl
to swing it throuch the air. Before your astonishd eyes
you will see one of the mog thrilling sighs of vour entire

life!



84

from

FIRST TECHNIQUE OF BREAKTHROUGH COPY: INTENSIFICATION

This modé is perfecty designé for high-sped flight!
As som as it picks up powe from the motion of vour hand
it will lift up its nose its wings will begh to cut throuch
the air, it will flash upwad and stre& ahea of vou As vou
give it more ard more line, it will turn wider and wider.
fly faste ard faste . . . You can flv it in circles only five fee
wide, or you can take it outdoos ard flv it in gigantc arcs
one hundral feed wide—the size of an entire eitv lot . . .

You can make this plare soa upward—stdl a fantas
tic heights—die towad the ground—an then pick up
spea ard flash upwad agan in a breath-takig rescué . . .
You can spird this magnificen modd down into a perfed
landind You can fly two or more planes in formatiod You
can hawe jet race$ You can hawe an entire fleet of breath
taking modek flown by evey membe of vour family—arnd
you can haw them for only $1 apiece—les than ONE-
FIFTH the price youd pay for a plastt modé of this size
and performance. . .

Or, as anothe example this product-in-actim descriptio

a brochue selling a self-propella fish lure:

.. . Think of it! To fud up this amazing live-actin
lure, al vou do is this. Simply sng open the fud cham
ber—pou in the absolutey harmles fuel—ard clos the
fuel chambe again . . . Simply cas or lower tha power
packeal lure into fresh or sat water—aml get se for the
fishing thrill of your life!

For perhapg one minute the lure will float quietly on
the surfa@ of the water But then tha wate will read the
fue charge inside—tte lure will seen to shudde for a sec
ond—ard then it will spring dramaticaly to "life"!

The air arourd it will be filled with the buzzirg sourd
of a dying beé Instantly the nos of the lure will point
downward ard it will begh its first descenit Slowly, jerk-
ily, like a maimed minnow, it will swim noisily down
ward—buzzig and humming—travelig abou nine fee
every fifteen seconds If no fish interceps it, it will then
automaticaly stop its descent—slowl raiee up its nose—
and begn its irresistibe climb to the surfa@ agair
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And again And again Tirelessly—hou after hour—
lengthenig out the read of vour own cast$ Roamirg rest
lessiy oye eyew foot of wate beneah vou—even on a
slak line—e\*en when yowr bod is tied up—eya when
you're curled up on the dock sourd asleep . . .

And driving the fish arourd you into sud a frenzy
with its swimming and its buzzirg tha they practicaly tea
the rod out of vour hands—they®& so anxiols to ge therr
moutls into the hook . ..

Bring In the Reade

3. Or, if vour produd lends itseff to this kind of treatment
put your reader right smackin the middle of this product-in-action
story, and give him a verbal demonstration of icJiat will happen
to him the first day he owns thatproduct. For example this pas
sag from an ad selling a powe booste for the avera@ car

. . . Picture this to yourself Next weekem vou go
down to vour car—the sane tired car tha you've been driv-
ing for years You've mack only one simplke chang to tha
car, 0 eay tha vour sixteen yea old san could do it. But
now, when you turn on the ignition, a moden miraclke of
engineerig sciene comes to life unde your hood

From the very first moment you'l see ard fed the
differene in tha engineé . . . When vou releag the emer
geng brake vour ca will glide out of its parking space—
roll down the stree with vour foot hardlv touchirg the gas
pedal Evelry 30 or 40 secondsyou'l give tha ca an extra
sha of gas—feelilg it sput ahead—testig the new powe
thats singig undernedt vour foot

We ak vou to pull up to anothe car at the st light,
of approximatet the same yea amd make as your ownl
Wait until the light changse from red to green Let the
other car stat first. Wait till the othe ca ges haf way
acros the street And then slam your foot down on the gas
pedal

Before tha othe ca has even crosse the street vou
will hawe caugh up with him. For one brief second vou
and tha othe ca will race fende to fender And then vou
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will flash away from him . . . you will leawe him a full block
behind . . . you will look in your rea view mirror and see
the startled look of amazemeton the othe drivers face! . . .

Show Him How to Tes Your Claims

4. But there is stil more room to expam the image along
thee lines Turn the demonstration into a test. Let your reader
visualize himself proving the performance of your product—gain-
ing its benefits immediately—in the most specific and dramatic
way possible. For example in this ad selling a new kind of spak

plug:

. .when you g& your sé of SA FIRE L\"JECTORS
here is all you do. If you haw an automatt transmission
make a note of how fag your car crawk forward when it
is in the drive position with the mota idling. If vou hawe
a spors car, aracirng ca or boat make a note of the RPM's
as indicated on the tachomete when the engire is idling.
If you hawe regula transmission put your car in low gea
on a levd road ard notice its spee with the mota idling.
Next . . . scrav your injectoss right into the spak plug open
ings

Now, if you haw an automatc transmission—puvour
ca in drive and let your engire idle. If vour ca stod still
with spak plugs it will nhow mowe forward a from 4 to 6
miles an hour, tha mears tha the amoun of gas tha just
kept your engire turning over will now carwv vou up to 6
miles a no cog to you.

If you haw a racing or spors ca or a boa with a
tachometer your RPMS will increag up to 200 more at
idling ard up to 300 more a high speeds

If you hawe regula transmissionin low gea with vour
motor idling your ca will mowe forward 4 to 6 miles per
how faster In othe words no matte wha vou drive, here
is absolue prod tha you can go further, faste amd
cheaper..
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Or, as anothe example this demonstration-tasfrom an ad
selling a memol course with the headling "Give Me One Eve
ning and I'll Give vou a Push-Buttem Memory"

. . . Take this bodk ard turn to page 39. Real eigh
shot pages—o more And then put down the book Re
view in vour own mind the one simple secré I've shown
vou. And then—gé read/ to ted your new AUTOMATIC
memorv

What vou are going to do, in tha very first evening
is this. Without referring to the book you are going to sit
down amd you are going to write—na five, not ten but
TWENTY importart facs tha vou hawe neve been able
to memoriz beforé If vou are a busines man they may
be customersordes tha you haw receiva ... if you are
a salesmanthey may be twenty differert producs in your
line ... if vou are a housewife they. . . .

In ary case vou are simpl going to glane over tha
list agan for a few moments You are going to perfom a
simple mentad trick on eat one of thee facts—tha will
bum tha fad into vour mind, permanentt ard automati
cally! And then vou are going to put tha list away . . .

And the nex morning vou are going to amaz your
friends and family! When vou go down to business you
will atterd to everyore of thoe orders—automaticalby-
without referring to vour meno pad! . . .

Yed And you'll amaz vouw friends by rememberig
evely produd in vour line—backward ard forwards—n
the exad orde tha vou memorizel therl You'l keep every
single appointmen on time—becaus one appointmen will
automaticaly flash into vour mind after another—a the
preci® momen vou neal them—exactl as thouch you
pushe& a mentd button

All this—in a single evening! . ..

Stretch Out Your Benefits in Time

5. The numbe of variations of fresh startling viewpoints is
endless Here is anothe departue from the product-in-actio
theme showirg the produd at work, not for just an hour or a
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day, but over a spar of weelks and months Here vou exterd vour
readers vision further and further into time—showirg him a con
tinuous flow of benefits This passag is taken from an ad for an
English plant food:

. . . First, the amazig English pelles give vour plants
a tremendos new burd of growtd New plans ard old—
they serd out dozers of hidden shoos ard budd Sone of
your plans ma actualy DOUBLE in height ard breadh
the vew first month

But this is just the beginnindg Within one or two shot
weeks—withotl your even touchirg vour plant—ths amaz
ing pelle AUTOMATICALLY begirs the secom stag of
its work! It automaticaly send out a seconl wonder-workirgy
nutrient—tha entes into even cel of vow plants bod
ies—thd fill s those cells with healh and strengh ard stur
dines . . . Great tall stens stard up with militarv precision
Giant buds begh to swel with vigor and vitalitv! Even tired
old shruts ard trees—th& you had almod given up for
lost—begn to straighte out—fatten up—sem out the vourg
green growth tha you had neve hopeal to see again

And then the mog remarkabé pat of alll Jud as
thee fantasticaly beautifu plans haw reache their full,
glorious height and strength—a& tha momern these tinv
English pelles automatical liberake still a third wonder
working ingredient! . . .

And when that third preciows ingredien reachs those
buds—the tha verv morning vou will open the doa to
vour house—AND YOU WILL BE BLINDED BY THE
EXPLOSION OF COLOR THAT GREETS YOU IN
YOUR GARDEN! . .. You will see roee bushes weightal
down with masss of blossoms of a richnes ard perfune
and color you haw neve imaginel beford You will see
dahliss ard astes and gladiolss so massive s0 exquisite so
breath-takingy beautifd tha you can hardv beliewe that
they are the sane plans tha you put in the ground And
when yowr neighbos begh to pou into your vard—when
you watch them berd and toudh thes flowers to see if
they are real—THEN YOU WILL KNOW A FEELING
OF GARDEN ACCOMPLISHMENT AND PRIDE THAT
YOU NEVER DREAMED OF BEFORE! . . .
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Bring In an Audience

6. At the end of this passage, other actors besides thereader
are brought into the scene. Each one of them—each group of
them—provides a fresh new perspective through which your
reader can view the product. Seen through their eyes—experi-
enced through their actions and reactions-the product perfor-
mances become new, vivid and completely different again.

The= new participans mav be celebrities who relate their
experiencs through the testimonial This techniqe is too famil-
iar to warrart an exampk here Or they may be averag men
and women whom the reade easily identifies with, whose ex
perience are related throudgh narration or the cas history. Prob
ably the mog famouws exampek of a narratia is the "They Laugha
When | Sa Down at the Piand ad quoteal in the first secticn of
this book Here as an exampg of the case-histoy approach we
use a passag from a reducirg ad

. . . And then if vou were like the men and women
whos fantastc ca® histories were reportal by leading med
ical journals perhap vou wert to vour docta ard askel
him for AN EASY WAY OUT—WITHOUT TORTURE—
AND WITHOUT SLIDING BACK! . ..

Thes doctos had the answe in a tinv grev pill—and
acommon-sensplan . . .

Thev instructel dozers of patiens to teg this mir-
acle plan in their own homes unde thes doctors su
pervision Thee men ard women did NOT give up the
foods they loved—thes simply and naturaly cut down on
them

Thev were nat given arv starvatio diets . . . thev re-
ported in ca® afte case tha thev felt more pep more
energy more youth ard vitality than thev had known for
yeard

And then dav bv day faste and easie and safe than
they had eva known before the uglv exces fat arourd
their bodies melted away While thev were eatirg three
delicious meak a day, thev were sheddig as mud as five
pounds a week While thev were feastig on mouth-water
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ing steaks thick juicy slices of roag beef potatoes butter
and bread—thg were losing inch after inch after inch from
arourd their waistlines their thighs their hips Clothes that
they had discardd yeas before bega to come out of the
closes ard attics Men ard women both—the bean to
notice a new yourg look to their chins ard faces tha thevd
though thevd logt forever

And when the plan was ove . . . thee men ard women
had log as mucdh as 17 and 25 ard even 34 pounds . . . thev
had turned badk their weigh clok 5 10 ard even 15
yeas . . . And their trim, slim figures were just beginning . . .

Show Experts Approving

7. But not only celebrities andordinary people can be used
reaffirm the product benefits. Experts in the fcld—profession-

als—the sophisticated, the discriminating, the blase can be called
on to register their reactions. There is nothing so astoundig as
the astonishmen of experts Here the elemens of surprise com
petition and discovey al combire to sharp@ the image even
more. This exampe is taken from the rose ad mentione above

.. .Jug picture the scere as thes college horticul
turists began this amazirg flowering ted of roses For here
gatherel in a ted field were al the highh -praisel queers
of rosedon ... floribundas hybrid teas polvanthas
patentel roses and roe blends tha today sel lor as high
as $3.75 for a single plant Row upon row of roses . . . prize-
winners in internationhd competition . . . the beg the world
has to offer. . . AND THEN, NEARLY WILD STARTED
TO BLOOM!

Jug picture the astonishmenhon thee expert$ faces
when in the first mont alone Nearly Wild produce over
15 times more blossons than the averag of al othe roses
combined how in July alore it produce an averag of 50
new roses a day, more than 7 times as mary blossons as
the secom leadirg rosé How in Augud it produce 21
times more roses than its neares competitor and then
wert on. . ..
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Is it arv wonde tha a famous rose expet upon view-
ing the resuls of this test exclaimed "Why, it's like haw
ing a complee roxe garden of 20 plants—al on a singke
bush!" Or whv anothe ros expert shakirg his heal in dis-
belief, stated "If we evea releasd thes flowering figures
to the public, theyd neve beliew it. And if they did be
lieve it, we couldnt produe Nearly Wild ros planst to fill
the demanl in the nex 25 vears!" . ..

Compare, Contrast, Prove Superiority

8. Eadh new approabt suggest others The competition can
be carried into contrast. The disadvantages ofhe old product or
service can he laid side by side with the advantagesof the new—
throwing these advantagesinto sharp relief. Here as one ex
ample is a brief, three-sentene passag from a book-clb radio
commercid that establishe the differene between randan buy-
ing and book-club saving indelibly on the listeners mind:

. . . Yed While vour friends were paying $3.% for their
copies of Frark Yerbvs run-awg beg seller The Golden
Hawk, Dollar Book Club membes were getting the sane
exat bod for only 99  While your friends were payirg
$4.% for Jom O'Haras flaming new thriller, A Rage to
Live, Dollar Bodk Club membes were getting the sane
exat bodk for only 99¢. And while your friends were pay-
ing $5.% for Thoma B. Costains towering new triumph
High Toicers, Dollar Book Club membes were enjoyirg
exacty the same book—fa only 990 « «

Or, as anothe example here is a passag from a dired mail
piece selling a Fud Reclaimer—a device for the engire of your
car that feeds escapilg crankcas gases bad into your carburetor

. .. This devie uses the suction-powe of your own
motar to sco® up tha smoke And then—n onre of the mog
brilliant ideas in engineerig history—it destroyg tha smole
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by feedirg it badk into your enging where it is burnel up
agah as a continuous extra flow of fuel

Think of it! Insteal of polluted oil, polluted engine
polluted air—vou ge& a constah strean of extra gasolire
flowing into your engine almog as thoudh vou had a free
secoml gas tark connecte to vour cat

Insteal of one breakdown after another one more
repar bill after anothey eady more expensie than before
you geé young-ca powelr young-ca economy voung-ca
resistane to repar bills, becaus the deadl’ sludge-causers
acid-causers filth-causes tha usel to ruin vour car, are
now being burnead up as fud in vour engine! . , .

Picture the Black Side, Too

9. And there's no need to neglect the Heaven-Or-Hell ap-
proach. Here the negative aspect to every promise—the problem
that you are liberating your prospectfrom forever—is painted in
all its full black color. You irritate the wound, and then you apply
the salve that heals it.

Thus you derive two currens of motivation—repulsio away
from the former problem or inadequa¢ product and the attrac
tion generatd by your own products contrastig solutions

There are sever& forms in which vou can presen this before
and-afte picture You can do it throudgh narration or the testr
monial You can do it by using the "pitch" techniqwe of produd
ridicule. Or you can simply presem straigh description of the
old produd or problem with all its detailed drawbacks and then
follow it directly with a similar description of vour new solution__
in a perfectly paralld style item by item. Here as an example
is a passag from an ad selling a new kind of spak plug:

. . . Someday if you eve haw a spae moment lift
one of the old-fashiond spak plugs out of vour cal Look
at the bottom of tha plug. In 10 secondsvou'll leam more
abou gas wase than ary bod could teat vou in a veat

If that plug has been in your car three thousan miles
or more then wha you'l see on the bottom of tha plug
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is FILTH! The Firing Poirt of tha plug—the mog im-
portart single point in vour car—will be choked stranglel
and fouled with BLACK, FILTHY CARBON! Carbm tha
robs vour ca of as much as 20 vital horsepowe everytine
vour engire fired

Now, wipe tha filth awar and look at the Firing Poirt
itself. This is the POWER POINT of your ca . . . the pin-
hea of electricitv that turns raw gas into 300 horsepowe
of driving energy And wha is the condition of tha point?
CORRODED—PITTED—SCARRED—-ARN WORN!
Hardlv able to deliver haf the spak tha it should Wast
ing gas—wastig money evervtine vou put vour foot down
on the gas pedal

Yed You pay $2,000—83.000—84.@for your car. And'
a singke 99 pat robs vou of the red powe ard enjowv
mert of that car

AT LAST! A PLUG SO SMART THAT IT THINKS"!

Now look at the new plug—the re\ olutionav Powe
Flash plug tha I'l serd vou—for exacty the same price
that you're paving today

Here is a plug tha has nat onlv ONE firing point—
but hundred of potentia firing pointd Tha actually ELIM-
INATES THAT DEADLY CARBON—burrs it up—throws
it awav—KEEFRS ITSELF SPARKLING CLEAN ON
EVERY SINGLE STROKE The full, blazing horsepowe
that was there when vowr car was brand-new is still there
as mucd as 30.0® miles later.

But thats just the beginnind This plug actualy gives
vou the full firing powe vou neeal for evewn driving con
dition—smooth dependald powea for city stop-and-g
driving—effortles horsepowe for the parkway—blazig re-
sene powea for supe speeds. ..

And thats still just the beginnind Beg of all. this is
one of the toughest strongest longest-lastig plugs eve
made You could actuall pourd it agains a concreé wall
with a hamme without even dentirg it—and this amaziry
plug would still fire clean ard hat with 30,00 miled Yed
Thes fantastc plugs give vou sud consistent long-lastirg
servie tha we can afford to make one of the mos amaz
ing guarantes vou haw eve heard . ..
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Show How Easy It Is to Get These Benefits

10. To reped again the variatiors are limitless At evew
point that your produd touches the life of vour prospet__price,
availability, ea® of use durability, portability replacemet and
maintenance even unwrappirg the cartn it comes in—it fur-
nishes you with anothe fresh perspectie in which to reiterae
and reemphasie its benefits Here is just one example—stress
ing the ease of application, and contrasting it with the tremen-
dous benefits that that application gives you:

.. . One we& from today vou are going down to your
car. You are going to lift up its hood—vau are going to take
the black shining can we serd you—ard vou are going to
simply pou its contens into the oil filler pipe of vour caf

that's all the work you will do! Thats al the skill vou
need And yet in tha 30 second work, vou will improve
that cars performane in eigh different wavd

With just 30 second work, you will strengthe the
engire of tha ca so greaty tha you will g& 2 to 3to 5
miles more per gallon from evey gallon vou buv. . .

With just 30 second work, you will lubricake tha en
gine so thoroughy that you will drive up to 5.0 full miles
without even looking a vour oil. . .

And, with just 30 second work, you will proted tha
engire so completey tha you will add up to four yeas to
its powea and life! ... You will push off the ring ard pis-
ton jobs tha might cod you $75 each—fa@ vears!

Use Metaphor, Analogy, Imagination

11. Nor do you have to be satisfied merelywith the statement
of rate fact. There are infinite opportunitiesfor the use ofimag-
ination to present thosefacts in more dramatic form, outside of
the rigidly realistic approach. Sone of the more famows exampla
are the Alexande Hamilton ad of the Twenties "The Glory of
the Upward Path! Or the Big Ben alam clock series "First he
whispers then he shouts” Or this passag from perhap the mog
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long-lived ad of them all, the Shenvih Cody English Course in

which a manua of instructin is personifiel and given actud
life:

The bast principle of Mr. Codys new methd is
habit-forming Anyore can leam to write and spe& cor
rectly bv constany using the corred¢ forms But how is
one to know in ead ca® which is correc? Mr. Cod} solves
this problem in a simple unique sensibé way.

100% Self-Correcting Device.

Suppog he himsef were standig foreve a your
elbow. Evelry time you mispronounce or misspelle aword,
everly time you violated corre¢ grammatich usage evey
time vou usel the wrong word to expres wha you meant
suppog vou could hea him whisper "That is wrong it
shoull be thus ard so! In a shot time you would habit
ually use the corred¢ form ard the right words in speakig
and writing.

If vou continuel to malke the sane mistakes over ard
over again ead time patiently he would tell you wha was
right. He would, as it were be an everlastig menta be
side vou—a menta who would nat laugh a you, but who
would, on the contrary suppot ard help you This 100%
Self-Correctig Device does exacty this thing. It is Mr.
Codys silert voice behird you, reach to spe& out when
evea vou commti an error. It finds your mistakes and con
centrats on them You do not neda to study anythirg you
alreads know. There are no rules to memorize . . .

Before You're Done, Summarize

12. To reped again there is an infinite numbe oi new ap
proaches No list of them can evea be complete becaus new
applications new perspectives new viewpoints are being discov
ered evely day.

Which of them and how mary of them you will use in a
single ad is a matte of timing and balan® as you begh to put
your ad together As long as each additionalfresh perspectivecon-
tinues to huild the dominant desire in your prospect's mind, useit.
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But if the additional perspectiveis not different or dramatic enough
to renew your prospect's interest in your claims, then leave it out.
To a large degree this is a matte of sensitiviy and originality on
your part The sensitiviy comes from intuition and experience the
originality often comes from nothing more than hard work. And
perhap the bes way to measue the balane betwea the two—
that critical turning point where reinforcemeh becomes mere rep
etition—is to re-rea your ad sonme daw afte vou hawe first writ-
ten it.

There are however two conventiond summay devices
which are almod always used and which mud be mentiona
here

The first of thes is the "catalog." This is a brief condensed
listing of all the product's performances, benefits, and/or applica-
tions, one after the other, without description, dramatization or
elaboration. Eadh of the benefis or perspective which might
havwe been given three or four paragraph at the beginnirg of
your ad, is here summaea up in a single line.

There are two types of catalogs Thos tha expard desiwe
horizontally, amorg ever-enlargenig groups of applicatiors or
prospects And thos that expard desie vertically bv deepenig
or magnifying that desire

Here is an exampé of the first type of catalog—usé to list
all the applicatiors of a blow torch kit that might conceivaby sel
it to a home owner

ALL IN ONE!

Blow-Torch Paint-Remover Solderirg Iron!

Professional-hgp Propar Torch al®o doubles as fast
sak Pairnt Remove ard precisimm Solderirg Iron! Does 101
jobs arourd the house including—

Laving tile; removirg paint or putt}; thawing frozen
pipes sweatirg coppe tubing solderirg gutters repairirg
electricd work; startirg charcod fires ard fireplaces burn
ing weeds parasits and danp leaves thawing frozen locks
light brazing loosenimy rusty bolts ca body and fende
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repairs solderirg aluminum silver ard jewelrly and othe
hobbies ard many marv more . ..

It is quite obvious of course tha this catalag device uses
the "shotgun approach. Up to this point, vour ad has taken a
single dominar desire and develope tha single desie to the
point of absolue maximum intensity This willingness to gambk
on being precisey right—on having chosen the one mog pow-
erful appeal—give your ad the impad of a high-velociy rifle.
But it alo demand the accurag of an expet marksman

Now—throudh this multi-appeé catalg listing—vou hawe a
last-minut chane to hedge Now vou "shotgun with everly wide-
angled appeal beneft and applicatim in the book Before vou
were heightenig a single desire bv picturing the satisfaction of
that desie in a dozen different settings

Now you are building an effed of a different kind—one of
shee magnitude of number of infinite possibilities—n the hope
that any one of them or the combination of all of them working
together mav provide the extra addal push tha closes the sale

This catalg techniqwe was bom in mail orde bodk selling
and here it has its wideg application This nex exampe is a con
tinuation of the memory bodk ad we quoted above

. . . But this is jud the beginnirg of the "miracles vou
can perfom with vour memory This secré is just one of
the over 50 MEMORY INTENSIFIERS containa in this

book..
For instance—REMEMBERIGE NAMES AND
FACES .. . How would vou like to wak into a room of

twenty new people—mee eath one of them onlv once—
and then remembe their names automatically for as long
as vaou live . . .

Think of the advantag in business when vou can cal
every custome bv his first name ard then ak for his wife
and children instantly by their first name$ Think of the
impressim you'l make when you ak him abou the stae
of his business his hobbies when vou repeat almog word
for word, the lag conversatia vou had with him. Think of
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becomirg the celebriy at your club—a the membe who
"knows everyone"—wlo cen be dependd on to avod mis-
takes to win new friends for the organization to get things
dond

But this is still just the beginnind This bodk teachs
you to remembe exacty wha you hea amd read ... It
teachs you how to memoriz a speeb or a sales presen
tation in minute$ It teachs vou hov to remembe evey
card played when you relax at nightl ... It shows vou how
to improwe the dept ard force and powe of vour mind!
How to doubk your vocabulary—Ilear dozers of waws to
bum new words into your memory—Ilean their meaning
without looking them up—reped entire phrases sentences
paragraph from the grea writerd Youll be able to leam
a foreign langua@g in a few shot weeks—a leag three to
four times as quickly ard easily as vou could without this
system You'll be able to hea ajoke, stov or anecdog¢ onlv
once ard then repea it in the sane hilarious wav

Yed And mog important of all, this bodk will shov
you how to professionall organiz2 vour mind—do wha vou
haw to do in haff the time! You'll remembe dates ad
dresses appointments—automaticallyYou'll cary dozers
of telephom numbes in the file-cabing of \our mind . . .
Let me serd you this book amd prove thes facts to vou
in one shot evening or it doesrt' cod vou a penny . . .

The secom use for this catalg techniqwe is to pile desie

upon desire rathe than application upon application It is agah
a building of magnitude of number—but this time in summary
of all the perspectivesthat havegone before.This exampek is taken
from the Fish Lure ad quoted above

. . . Here§ Wha This Amazing Self-Propelld Fish
Lure Does For You

First of all, this Self-Propelld Fish Lure frees vou
foreva from the filthy tak of digging for worms ard
crawlers catchirg frogs or paying 500 to $1 for a bucke
of minnows tha die on you before vou can even ge& them
in the boat It frees you foreve from paving $3, 84 or even
85 for a fancy, "dead-as-a-ducklure tha onlv works when



FIRST TECHNIQUE OF BREAKTHROUGH COPY: INTENSIFICATION 29

vou tow it—that could neve actualy swim unde its own
power behird y,ou

It frees vou foreve from long, torturows hours of care
ful work, tving your own flies ard lures becaus you just
couldnt buy anything anywhere tha would reat out be
ond vour farthes casts and pull in the fish for you

It mears tha tomorrav . . . you can go out in fresh or
jalt wate . . . and had in the -eye-poppes with a lure that
actually drives them into a frenzy with its crippled min-
now actin ard its dying bee sound It mears tha you can
weigh down vour boa with bigmouthe bass smal mouthel
bass cat-fish dog-fish . . . whereve you drop a line!

It mears tha you can fish better—novie or pro-
sourd asle@ at the bottan of your boat—tha mog fish-
ermen sweatirg and castirg till their arms achke with ordi-
nary, "dead-as-a-ducklured

And it mears tha you'l haw the time of your life—
not only amazirg your friends and family with the hauk
vou drag home behind you—bu just watchirg your fish-
erman friends faces the first time they see this incredibke
SELF-PROPELLB FISH LURE in actiol Their eves
will almog pop out of their heads! . . .

Put Your Guarantee to Work

13. Andfinally, as you close the sale as you ak the prospet
for action as you stake the terms of your guaranteg you can turn
that guarantee into the climax of your ad—the last brief sum-
mary of your product's performances—reinforcedat every step
by the positive reassertion of that guarantee. Here is an exampé
from the spak plug ad quoted above

.. . Guaranted For Two Full Yeard$

Yed You try thee amazig POWER FLASH SPARK
PLUGS for two full yeas entirey a our riskl First, teq
them for one full month for surgirg power thrilling new
driving performance breath-takig gas-saving aloné Dyr-
ing tha very first monh alore

1. Thes plugs mug give you up to 9 miles more per
gallon instantly—a your full purchag price back
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2. Thes plugs mud give vou up to 31 more horse
powe instantly—ao your full purchas price bacKk

3. As an extra addal assurance—theslugs mug con
tinue to give vou this power performane and gas saving
FOR TWO FULL YEARS —or we will serd vou a brand
new s¢ ABSOLUTELY FREE ...

Or, as an even bette exampk of the full impad vou can
gain by using your guarante as a summav device here is the
guarante passag from the plant food ad quoted above

.. . Thes Magic English Pelles . . . cog onlv S2.8 for
a packa@ of 144 pelles. . . Sinee onlv one or two pelles
are required to tred the averag plant this is an invest
ment of only a few pennies a plant for the mod astound
ing beautv vou haw eve seeh

And thes resuls are completeV guaranteed Here is
wha we ak you to do, when vou receive vour Magic Pet
lets nex week—

USE THEM TO CREATE SUPER-FLOYYERS Plae
one tiny pelle besids eah of your hvdrangeaszinnes . . .
ary kind of flower tha you wart super-blooms And if vou
dont see fantastc new growth within a few shot weels . . .
ii you dont watch with amazemenwhile handfus of new
blossons burg forth from thes old plants—tha& simpl re-
turn the empt/ packag for everv cert of vour mones back

USE THEM TO CREATE SUPER-VEGETABLES
And pick huge breath-takig beautis within a few shot

weels . . . thrill your family with the sweetestjuiciest ten
deres$ vegetabls you've eve known—a evew cert of vour
money back

YES! USE THEM IN YOUR ENTIRE GARDEN!
Use them on hard-luk plans wher vou've almog given
up hopeé Use them on the hardest-to-gree houe plans
that you know Yes even use them in sand and absolutey
astour your friendd And if you dont agree that this British
invention is a true gardenimg mirack ... if vour garden isnt
the showplae of your neighborhod at the end of one shot
month—then simply retum the emply package—fo even
cernt of vour money back! . . .
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At the erd of vour ad as wel as a its beginning—ntensifi
cation—building desire by presenting continuallynew imagesof
its satisfaction through your product. The first of the Processe
of Persuasion

How to Apply These Principles of
Intensification to the Campaign

As mentione at the beginnirg of this chapter we hawe usal
predominany mai orda examples to illustrate the mechanim
of Intensification We hawe dore this for two reasons First be
cau® mai ordea customar¥ uses long cops ard hyperbole ard
it is throuch the extrema ol this long cops ard thee superla
tives tha we can see the® techniqus working mog clearly.

Secondly we hawe usal mail orde for thee exampls be
cau® mai orde say al it has to sav abou a produd in a singke
ad There are no mai orde "campaigns, in the seng of a se
ries of different-though-relai® advertisements appearig one
after the other ard basel on a comma theme Mail orde com
presss sud a campaig into a singe ad It saws al it can every
thing it can think of, in this one ad (which is often laboriousy
fitted togethe out of a series of preliminay ads ead of which
contributes sorre elemen to the finished form). And then when
it has proven itseff successfylit is frozen—eve to the point of
typography—ad run until it has exhaustd its potential

Thus mai orde as a rule contairs the greates numbe of
these Intensification devices in a singke ad ard bv studyirg thee
mai orde ads we can ses them working agains ead other com
plementirg eat other reinforcing eat other strengthenig the
overal effed as paragrap is piled on paragraph

But in nationd advertising the rules change While mai
ordea is a series of introductiors of new products the averag
life of which is les than two years nationd advertisig is con
cernal with producs whos life span is far greater often ap
proachirg the entire life span of advertisiig itself. And while the
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mai orde advertisemenruns once amd then is nat repeatd for
three to sX months nationd advertisig mug kee its produd
image constany in front of its public, ard therefoe mud run
far more frequently

Thus nationd advertising by its frequern insertions som
loses its immediae novelty The creative problan in nationa ad
vertising thus changs from finding the thene for a particula ad
vertisemeh to finding the theme for a series of advertisements
And the problem of Intensification shifts from building desie
throughou the advertisemento building desie throughou the
series And an entirely newv problen of balane emerges-that
of keeping continuity throughout theseries, hy maintaining the
dominant image sharp enough andidentifiable enough to utilize
the desire generatedhy past advertisementsand at the sametime
varying that image sufficiently to induce the prospect toread it
again, and therefore reinforce and sharpen that desire.

Assumirg tha you haw found your dominan image vour
creative problen now becoms two-fold. First to compres tha
image into a singke statemenh or picture so powerfu tha it will
sel the produd the velry first time it is used ard so true to the
heat of your marke tha it will continie to sel tha product
even when it is usa ove ard ove again

It is importan to realiz that—a the campaig develops—
this dominant image or idea cannd reman as the headline To
presen the sane bast headlire (or lead picturg time after time
to the same audiene would som make the campaig unreadalsd

This leads us to your secoml creative problem To presen a
series of variatiors or perspective of tha centrd image—ealb
emergig from youw dominan ideg but ead so differert from
the reg tha they impd your prospet to rea through them ard
so fresh tha they make tha dominan idea seen new again

Thus you haw yowr Centrd Campaig ldeg and its contin
uows restatemenin a series of fresh disguise

There are as mary different ways to use this basc techniqwe
of campaig constructiom as ther are advertisig styles They
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range from the mod blatart and obviows to the mog subtle To
stat a the top, in a brief resune of examples conside the
superbly-effectie Colgake campaig of the late 1950s Here the
centrd idea was openy stated and precisey repeated during
everly advertisement

"Gardol—the Invisible Shiell tha Protecs You Teeth'

The variatiors consiste of a scries of openirg analogies
Using television as the mod sharplv-deflnd example an invisi-
ble shiedl was shown protectirg the announce agains baseballs
footballs etc.—againswhich thev would simply boune off. The
wording of the commerciad was ritualistic. Once the initial demon
straticmn was over, there was no variation in the sentencs tha
followed:

"Jud as this invisible shietl (the announce raps the
shiedd with his knuckle$ protecs me agains this baseball
s0 the invisible shietl in Colgae toothpast protecs your
teetr agains decay:.

Here the variatiors are confinel to the openig demon
stration in the first ten second of the commercial Thes are
designel to starte the viewe (the bal being thrown directly at
him from within the television se) and this emotion& reactimn
is carried ove to reinforee the rigidlv repeatd remainde of the
commercial Thus vou haw a quick and startlig emotiona in-
volvement weldad onto a preci®e selling message

Equallv as powerfd is the techniqwe of repeatilg the exad
verbd image throughot a series of advertisementswhile vary-
ing ard freshenilg the emotion& appea through a spectrun ol
constany changig main illustrations Thus the dominan image
is retainal intact—continuiy is maintained—btthere is no feel
ing of over-familiarity or boredom This techniqe might be namel
"Rule and Example” Two of its mog effective uses recenty hawe
bee in the har styling field. First with Toni, where the precisely
repeatd verbd image was
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"WHICH TWIN HAS THE TONI—ard which has
the $15 permanent?

Above this unvaryirg headlire was a continuouslv-changim
strean of pretly girls—ead new picture making the question new
again ard requiring an interplay of examinatio betweea the pic-
ture ard the copy to discove the answer

The sane techniqe was used sone veas later, bv Claird
to sel therr har tint. Here the Rule was expresseé in the preeiselv
repeatd headline

"DOES SHE OR DOESNT SHE
"Hair-coloring 0 naturd only he hairdresse knows
for sure'

Here again this headlire was re-invigoratel bv a series of
main illustrations of attractive yourg women in comma but
glamorizel every-dg activities enjoyirg their lives. Here again
the Example nat only proved the Rule but renewe it.

At the othe extreme however the dominan image mav nat
even appea in the advertisemerst themselves but mav merev
be the underlyirg theme for the campaig as a whole Here the
continuily is retained—nbby a precisely-repeateslogan or state
ment—Dbu by a single rigidly-maintainel focd point This focd
point may be a dominan produd¢ appeal—suc as the Cadillec
quality’, which is symbolizel in evey Cadillac advertisemenin
the identification background photography in the typography in
the copy style in the fashiors ard jewelry tha are chosa to ap
pea with the car, ard the credi lines tha are given to them—
even to the highly-stylized pen-and-ik drawing tha are usal
when the campaiq shifts to newspapers

Or, if it so merits the focd point may be simply the prod
uct itself. In sud a campaign ead succeedig advertisemen
reveat anothe fad abou the product Ead is completey differ-
ent no singke phrag or slogan is repeatd twice. Here trie varia
tions compri® the entire verbd conten of the advertisementsBut



FIRST TECHNIQUE OF BREAKTHROUGH COPY: INTENSIFICATION 105

their subject-matter ard the illustrations are alwaws the same—
the product

Perhapg the begs exampé of this techniqee is the magnifi
cent Volkswage magazie campaign Here the advertisemerst
are reducel to sevee simplicity. Ther is no backgroud identk
fication whatsoever Different perspective of the produd are
shown as close-yp as possibé (excep in the "Think Small' ad
vertisemenit againg an absolutey bare background

Againg this rigid focus on the car itself, to the exclusion of
evely othe visud element the series of copr message presens
a complet exploratiomn of even facd of the cars performance
utility, economy durability servie facilities and what-have-vou
Any singlke advertisemen is sufficiert to intere$ a prospectie
buyer Together especialf when concentraté in the sane media
and reachimg the sarme audiene wee afte week the series builds
an overwhelmirg impressim of novely ard value—tle theme of
an HonestCar. Here as examples are only a few of the dozers
of differert headlines

"THINK SMALL."

(The first in the series discussig the merits of compactnes
as an asse).

"Lemon."

(Showirg wha appeas to be a perfecty goad car ard
discussig the microscopi¢ almog unnoticeal# flaw in it tha dis
qualified it.)

"Our new model."

(A ca tha shows no difference but has dozers of essentih
engineeriig changs inside the car, where thev wont make pres
ent modek obsolete.

"Why you shouldopen the icindoio before youclose the door
of a Volkswagen."

(Discussimg the fad tha the ca is airtight and the quality
tha this fad symbolizes.

"Our numberone salesman.”

(The serviceman of course hpifying the quality of carme
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the VW ownea gets ard combattirg the conceptimm tha for-
eign cais give sparg service)

And s0 on A series of building-blok advertisementsmak
ing no attemp to tell the complee stow in themselvesrelying
on their ability to grap the prospectie buvea ard carv him
throudh a processia of short sharpy focussd sales stories tha
combire to give an informed desie of tremendos depth

Notice, incidentally tha ead of thee headling fuffill s the
requiremerd necessar to place it a the top of an ad Ead of
them reachs out ard touches the prospet at the point of his
dominan desie (to g& more value for his car monev) Ead ex
presse the commam thene of the campaig (this is an hones
car). And each movesthe prospectinto the body copy—it gets
him to read the complete,though brief, selling message(The first
second third and fifth headlire do this through presentig the
reade with an appareh contradiction—n the first case with his
acceptd notion of "thinking big," ard in the remainirg adver
tisements betwe@ the messag of the headlire and the conten
of the photograp abow it—thus compellirg the reade to go
through the body copy to resolhe the contradiction The fourth
does it In- promisirg the reade information explainirg an un-
usud anrd provocatie request)

Notice al® tha to accomplid this noveltv-within-eontinuity
and to grap the attentiomn of the prospet oxe a series of ad
vertisements ard to move him into the bodv copy where he can
be sold more thoroughly ead of thee headlins takes the "Cre-
ative Gamble'! The product its trademark or its performane is
not mentiond in the headline The copy writer is taking the po-
sition that he can only sell adequatelywith the numberof words
allowed him by the body copy. Therefoe he is willing to risk his
headlire in graspim the attention of his prospet and impelling
him to real on, into the sales messag itself, presentd in con
vincing detal below If he fails in his gamble he has wasteal his
page If he succeedshe has double ard tripled the effective

nes of his ad
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THE SECOND TECHNIQU E
OF BREAKTHROUGH
COPY: IDENTIFICATIO N

How to Build a Saleabk Personality Into Your Product

The desires wants need ard
cravings of mankird tha we haw jus discussd are abow all,
obvious The hungly man feels the contractios in his stomach
the sik man feels his pain The woman who is overweigl feels
her embarrassmenthe discomfort hea shame The desie for
satisfaction or for relief, displays itsef openly It announce both
its wans and its needs It respond whole-heartedl ard imme-
diately to mechanisma tha achiewe its aims

Therefore the recognition ard magnification of this desie is
the first ard mog obviows tak of copy writing. All the principles
and technique describé in the lag chapte were practice to
perfectian by the patent-medicia copy writers of the 1890's Be-
fore the First World War, Claude Hopkins had lifted them out of
patent-medicie ard establishd them in evey categoy of gen
erd advertising Until 1954 they literally dominatel advertising

107
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But there is anothe kind of desie tha exist in the human
mind—far more subtle party unconsciouslonging nat for satis
faction, but for expression This secoml kind of desie is so differ-
ent from the first, and operate unde sud differert rules tha
it can justly be describe as a secom dimensim of the human
mind. It ma} be titled the Longing for Identification Its rise to
prominene as a buying motive marks the gred revolution in
merchandisig of our time. Its utilization in copy writing—as an
adjund to desire-building—constituszour secom Mechanisn of
Persuasio . . . tha of building the prope Identification into vour

product

A Persond Note

Let me just injed a persona note here on the name | haw
given thee Techniques—b processes+believe you shoull use
to cumulativey strengthe your copy As | mentin in the In-
troduction | haw neve heard or read a discussio of mam of
thes techniqus before Therefore they are nat pait of the com:
mon advertisiig terminology ard in ca® after cag actualy haw
no names

~ Becaus of this fact, I've had to invert names for them Sone
of thee name conve their meanimg a first glance sud as In-
tensification. Otha name I've put togethe ou of two or more
ordinaly words sud as Gradaalization, to try to convey an idea
that has purposey bea left ambiguos when you first encounte
it. And in still othe cases sut as the Identification techniqwe
discussd in this chapter I've usa ternms you alreagy know ard
stretchel ther meaning

Identification here for example mears more than the cus
tomers proces of identifying with a produad personality or even
with a grouyp of prestige uses of tha product Here in this new
context | haw given it, it mears a the sane time the active
process by which the copy writer capitalizes on this neeal for
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identification by building its realization through his copr into his

product
The stres is always in al thes techniqueson the word ac-
tive. Thes are the activities vou mug accomplis . . . the pro-

cesse vou mug utilize . . . the psychologich effecs vou mug
achiewe to give your copy the maximun possibé strength It is
this active deliberate ongoirg process—ths building of effects—
that | haw tried to convey bv thee terms

The Roles Your Prosped Desires

What, exactly is this proces of Identification? Quite simply,
it is, first of all, the desire of your prospectto act out certain
roles in his life.

It is the desire ofyour prospectto define himselfo the world
around him—to express thequalities within himselfthat he val-
ues, and the positionshe has attained.

And how do you utilize this longing for identification when
you write yow copy? In two ways First bv turning yowr prod
uct into an instrumen for achievirg thes roles And second by
turning tha produd into an acknowledgeméntha thes roles
hawe alrea¢y been achieved

Every produd you work on shoutl offer vour prospet two
separa¢ ard distind reasos for buying it. First it shout offer
him the fulfilment of a physicd wart or need This is the satis
faction your produd gives him. And second it shoutl offer him
a particular method of fulfilling that need, tha defines him to
the outsice world as a particula kind of human being

This is the role your produd offers to vour prospect It is
the non-functional super-functionlvalue of tha product And it
is built into tha product—na® bv engineering—bu by merchan
dising alone

For example only the poa man today buws food for its
physicd satisfactios alone The averag@ American today selects
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his food Select foods tha he believes are modern becaus he
wishes to be up-to-date Selecs foods tha are non-fattening be-
cau® he wishes to be youthfu ard slim. Selecs foods tha come
from evey county ard refled evey tase on earth becaus he
wishes to be cosmopolitan adventuros and sophisticated

This man no longe buys food for food alone He has gained
or he has been given awhole new vocabulay of wants He now
buys nat only objects but roles His life becoms devotel to a
gueg for acknowledgements—"up-to-ddte . . "youthful
"slim” . . ."cosmopolitafi . . . "adventurous. . . ard "sophisticatet]
in this one instane alone

And becaus of this multiplication of wants this man gives
you hundred of new ways to focus his attention to stimulae his
desire to build up tha desie to the point of purchase Even
new role tha he covets—ever new longing-for-identification that
he develops—give you one more mas desie tha you can har
nes to you product

What are the® roles? Where do they come from? How do
they operat® How do you put them to work for your produc®

First of all—the roles themselvesThere are two kinds There
are roles tha define character And there are roles tha expres
achievement Let's glane brieflv a each

1. Character Roles

Usually expresse by adjectives or adjectives-turned-nouns
For instance—"progressive . . "chic" . .. "charming . .. "bril-
liant" . . . "well-read” They are a patt of the personaliy of vour
prospect They belorg to him. His task is to pick out the ones
he values most ard to develgp them And then to tum the spot
light of othea peoples attention onto them one afte the other

Attainmert of thes characte roles—master of them—-s
not enough Once they hawe been mastered thev mug then be
acknowledged valued ard admired or thev are worthless

Here again yow produd can sere your prospet in three
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distind ways—beyod its physicd satisfactions—a this constan
seart for self-definition First it can help him achiewe mastey
of his chos@ characte roles—sub as a bodk on philosophy if
he wishes to be though of as well-read

Second it can help simplify condens or spe@ up this mas
tery—suth as a Speed-Readm Course

And third, and mog important it can sere as a symbd of
tha mastey to invoke the acknowledgemdnor admiration of
his friends—sub as a shef to hous both books

You mud realiz tha evey one of thee values goes far be
vond the physica satisfactios of the producs themselves They
are supra-functionalard therefoe add an extra incentive for pur-
chase

The bodk on philosoply might nat hawe been purchasd if
the prospet wishal onlv to satisy his acadent curiosity, amnd
did nat alo wish to enlighten his friends in conversation The
Speed-Readm Course might nat haw been purchasd if the
prospet wished only to absob more informatian in a shorte pe-
riod of time, and did nat al wish to use tha information to get
aheal in both his busines ard socia life. And certainy the book
shelves would nat hawe been of the sane fine quality finish ard
luxury if the prospet had onlv wishadl to use them as a store
house ard nat alo as a showpiece

At least halfof all purchasesmade today cannothe under-
stood in terms of function alone.lt would be absud for a man
to sperd $5,0® for a 150-mile-an-hou spors ca for functiond
reasonswhen he onlv uses it to drive to and from work on con
gested 35-mile-an-hou parkways His willingness to spem this
moneg onlv becomse rationd when vou take one further fad into
consideration—thathis 150-mile-an-hou top speed this hand
gear-shiff this fantastc cornerirg ability al give him as their
owneg the role of "sportsman"—ad very probaby "successfu
sportsmah at that

Every produg¢ can beneft from this role-giving power But
there are mary producs whete this ability of character-reinforce
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ment—whethe built into tha produd¢ by design bv sociey or
by advertising—fa outweigls in sales value the built-in perfor
mane of tha product In such productsit is the role-giving func-
tion that sells, ard nat the performance

One further fad distinguishig thes characte roles Since
they are not createl by sociey but by the prospet himself ard
since they are almos neve claimal openy but only hinted at
implied and prompted therefoe they can neve truly be testel
or measuredard they are ambiguous They are subje¢ to error.
And, more important they are subjectto fantasy.

Gred area of thee characte roles literally exig in the sub
conscious They are neve given definitt words They are ndt
statel or discussedbut subtly expresseé in symbok and images
Only rarely does the prospet even define them to himself And
even more rarely does he ted them agains the outsice world, to
see if they are actualy true

Therefore your prospet is far more read to beliewe in the
characte roles you assign to him, than he is to beliewe in eithe
your products performane claims or the achievemen roles it
may offer him. If the characte role is flattering sud as "viril -
ity," and if it is subtl expresseé in a non-verb& image-svmbaql
sudr as a ted pilot smokirg a cigarette than the prospet can
easily persuad himsef tha the same action smoking performel
on the sane product the cigarette convey to him at leag somne
of the implied virility of the genuire possessor—i this case the
pilot.

There is no dired claim mace in the advertisementNo ver
balization to be passd on by the conscious rationd mind. No
ted situation called for where the prospet mug prove tha the
role is valid. Acceptane is eay painless non-demanding

This is nat true of a performane claim, which mug be jus-
tified in terms of concreé resuls to our friends Nor is it true
of an achievemenrole, which mud stard up to the harsh reality
of our positicn in everydy life. This supeb ease-of-acceptance
this consolation-without-cdsfeatue of the characte role is its
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gred “trgrigth, and the reasm why it shoutl be useal to supple
mert the verbd claims in evey ad

2. Achievemern Roles

Thes are the statis roles . . . clas roles . . . position roles that
are createl by evel sociey on earth ard offered to the men
and women who can ean them In a civilization as comple as
ours there are literally hundred of them—usuall expressé bv
nouns with the nours servirg as titles.

For example for men ther are—"Executivé . .. "Home
Ownetr' .. ."$20,000-a-year-Mdn. . . "Five Handicap . .."Man-
On-His-Way-Up . . . "Block Chairmatfi . . . ard dozers more em
bracirg evey activity of our lives.

For women the primaty achievemenrole to be won is "Wife,"

and from then on—"Fashim Settel . . . "Caree Womar' . . ."Good
Mother" . .. "Civic Leadel . . ."Power-Behind-the-Throre. . .
"Patran of the Arts" . . . ard on, ard on.

The list, for both men and women is endless Eadc of thes
roles is an achievemento be won, ard held and—most of all—
displayed.

Here displey is vital—becaus nore of these achievemerst
is obvious Quite the opposite they are immaterid and invisi-
ble—mee titles, roles bundles of privilege They do exist—the
are real—am once they are gained thev hawe gred potentia to
alter our lives But tha potentid mug first be translate into
physicd symbok of successfor everyore arourd us to see

And the easies and mog universaly acknowledgd symbos
of succes in America today are the producs we can buy. Prod-
ucts that are purchased-not by any stretch of the imagination
for their physicalfunction alone—but for the definition they give
us as their possessorsin America todaywe are knows-not only
by the company we keegbut by the products we own.

The mog obviowss exampé is the newly-wed woman Her
first ad in he new role as "Wife" is to receive a physica gift,
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which has absolutey no function othe than to define her—the
wedding ring in which she is married Weels befo this, she has
literally been sheddiny closets-ful of clothes—clothe tha still
fitted her physically but not socially—n orde to repla@ them
with a new materid personality her trousseau

Her shee$ and linens are new Her furniture ard carpetimg
are new Even the very rodf over he head today in our societv
mud be new Becaus ste is literally a nev woman—he new
role has transformé her—am she mug expres tha transfor
mation in everythirg she owns

The sane principle applies to evely aspet of all of our lives.
Every social role that we achievein life is immediatelytranslated
into those possessionsvhich we believe expresshat position most
clearly. And as we acquie the® possessias throughot our life.
what we are doing is constructig for ourselve a "materid per
sonality;’ tha we carly with us whereve we go, ard whos func
tion it is to define us instantly to whomeve we meet

The "Man-On-His-Way-Up, for example trades in his Ford
for a Buick, and when he become an "Executive trades in his
Buick for a Cadillac The "Caree Woman need an entirel
differert wardrole than the ore she ownead as a "Housewife!
And when the man of the houe get a raise the hou® eithe
grows bigger or prettie; or more filled with status-defines of
evely description—o the hous itsef is discarded to be replacel
by one more befitting the new characte of its possessor

How to Put These Longings for Identification
to Work for Your Product

Thus producs becone more than products In addition to
their physica functions they take on new immaterid functiors__
as statis definers They announe our achievementsdefine our
role in life, documeh our success

All producs may beneft from this powe to define But in
particular when you hawe a produd tha does the sane job as its
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competitors and is so priced tha price is no longe a factor, then
the prospect's choice will almost overwhelmingly depend on the
difference in role that your product offers him. And it is vour job
to creak this role for him in your ad

The performane of this job—the proces of building these
characte and achievemen roles into vour product to be usd
bv vour prospect—s the proces of Identification our secom
mechanisn of persuasion

And just as the wish for this identification by vour prospet
is a specid form of desire—tke desire not for satisfaction but
for recognition—® the methal vou use to put it to work for your
produd follows exacty the same patten of discovey and mag
nification that you would use for anv other desire

First, your job is to discove exactly what kinds of characte
and achievemet roles vour prospet is reads to identify with
vour product—wha kind of roles he will rejea for tha prod
uct—ard which of the accepte roles is the mod compelling
And then you mug presen thoe chose roles in suh a wav—
so vividly and so intensely—tha the role vou are projectirg will
becone virtually irresistible

Once again it is vour marke itsef tha presen$ vou with
both your opportunities and vour limitations And it is vour own
persond skill as a copy writer tha determine how effectively
vou side-st@ those limitations, and how fullv you realize the po-
tentid of vour opportunities

First of all—the limitations. Above everythirg else of course
you cannotforce your market to accept an unrealistic identifica-
tion. Peopk assign certan characteristis to certan products
Thes characteristis may arise out of the produd itself—its struc
ture or performance its history, its cod to produe or sell. Or
thev may stem from the role or roles that it plavs in their lives
today—a tha similar producs play in their lives—ao tha thes
producs plav in the lives of othe people whom thev hawe seen
head or read about

Thes characteristis may be true or false superficid or
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profound flattering or libelous But as far as your produd is con
cerned they are as had as rock—ard just as determinative They
exist They are facts They canna be changed If vou try to bre&
throuch them ard establid a contradictoy image vou will leam
that they form the walls of a prison

But if you decice to build on to them—b use them as a foun
dation for sharper coordinate images which may be even broade
and more appealing—thenif necessaryyou can tumn thos ap
paren limitations into the stronges selling points in your ad

Not evely produd need this technique of course Speak
ing in terms of identification potential there are two kinds of
products One is the produd with built-in prestige—tle spors
car, the swimming pool, the diamord bracelet The® rare ard
expensie producs alrea¢y embod the identification appead mod
Americars want They actualy symboliz thee appeat_ success
achievement adventure self-indulgence exclusivity—® unques
tionably tha they can be useal to weld thee sane values ont
othe products

But thee othe products—ly far the overwhelmimg major
ity of the producs you will be given to work with—hawe no sudt
built-in prestige It is up to you to creae their prestige for them
And you mustdo this by building on the characteristicsthey al-
ready possess—byusing these accepted characteristics as a
bridge—betweerthe product. . . the image italready has. . . and
the prestige-filled image that youwant to wind up \vith.

We now hawe al the tools we neel to build identification
values for our product We realiz tha identification longings
are a separa¢ and immensey powerfu form of desire—a de
sire, not for physica satisfaction but for expressia and recog
nition.

Thes longings for identification are two-fold. We all wish to
expres our character ard we al wish to gan recognition for our
accomplishments

But we canna do this openly—verbally We cannad go arourd
boastirg how virile we are or how rich we are So we svmboliz
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thes prestig claims We expres them in ternms ol products—
and we buy producs tha expres them

As Americans living in our culture and our century there
are certan characte roles ard certan achievemenroles tha we
value more than others The mog generd ard compellirg of thes
are the wish to be virile or feminine—the wish to be exciting
unique fun-filed ard adventurous—th wish to be friendly ard
well-liked—the wish to be important influentid and correct—
the wish to be moden ard up-to-date—andabow all, the wish
to be successfylto make something of ouwr lives.

Thes are the roles mog Americars buv. In some splinte
markets other, contradictoy roles mav apply. But, in the mass
thes are the characteristis tha will tum the prospect from one
brard to another

The Primary Image of Your Product

There is a critical point tha separate the proces of build-
ing identification from the proces of building desire namely tha
the product youare given has its men personality at the moment
you are given it. It has its own characteristicsAnd these char
acteristis may contradi¢ wha mog Americars want—a simply
not include them—a simply nat include as mary of them as you
want

For example a cigarete is not, by itself, a symbd of success
But vou realiz tha if you could male it a symbd of successyou
could sel mary more of them Nor is a piston ring, by itself, a
svmbd of virility—even thoudh tha virility image if vou could
creae it, would sel marv more pistan rings And, thoudh house
hold appliance are not a first glance symbok of femininity,
women would buv marv more of them if thev could somehav be
mack feminine

How do you do this? In two steps—tle first of which is to
identify the primary image tha ead of the® product alreay
has in the mind of your prospects For instance a cigarete is
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virile in almog everyones mind. And a pista ring is precision
machine ard full of mechanich beauy to almogs evey man
And househd appliance are time-saving by virtue of tlie ven
functiors they perform

Thes are the primary imagesof the producs vou are called
on to sell Thes are the accepted imagesha thev alread hawe
in your prospect mind. Your job now is to use 'the® alreadv
acceptd images as raw material as a starting point to construct
new, double, triple and quadruple images, that draw in more of
these most-wantedroles into your product-personality,and mul-
tiply its identification appeal.

You do this in two wavs

First, by changing the intensity of your primary image. Bv
emphasizig and dramatizig that primary image if it is alread/
acceptable Or by toning it down if it is negative or neutral

For example the malke virility naturaly associaté witli
cigaretts is a definite sals aid, even with women The shee
physicd ad of smoking—d "playing with fire"—of "breathirg
fire"—has been for centuries an assertio of manhoa amd of
daring

But Marlboro todk this image of virilitv- and intensified it -
deepend it—in three ways First, they presentd men who were
in themselvesvirile. Second they presentd thege men in situa
tions or occupatios tha demaml virility. And third, thev todk the
further "Creative Gamblé of affixing to thee mens hand one of
the mog primitive symbo$ of virilitv - known to history—the tattoa

A single dominan emotion—uvirilitv-—symbolize three ways
The impad of repetition reinforcal through variation Fa more
powerful—fa more eye-catching—fia more appealig than any
one of thee images could hawe bee by itself.

So far, there has been no differene betwea this technique
and the intensificatiov of desie we discussd previously Al-
thoudh we are speakig here in visud terms the mechanis are
exactly the same—tle intensification of an already-existigp emo
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tion in your prospect throuch a series of reinforcirg images ex
pressimy the fulfillment of tha emotion

With certain naturally-favore products this proces of in-
tensification may be al tha is required—thou even Marlborg
as mention@ below, goes beyord it. But—ard this point is im-
perative—thouy the proces of intensifying desie for your prod
uct encs here the proces of building the prope identification
for your product—d building prestige for tha product—only be
gins here

For the primaly image of vour produd¢ may not be favor
able It may be negative—contradictijm the roles mos peopk
want to play. Or it may simply be neutral—a wallflower prod
uct—offerig mog peopk no emotioné reaction a all.

In both the®e cases you first suggestia may be to simply
discad thes primary images altogether ard substitue more fa-
vorabke ones This has been dore in countles advertisements
And it doesrt work—for a very simple reason Becaus peopk
just wont beliewe tha a produd is what it isn't. You cannotcon-
tradict acceptedimagesor beliefs in advertising. This is nat ad
vertisings role. Nor is it realy necessary

In orde to overcone thee unfavorabé images you simply
incorporaé them in a larger overal image—lowe their emoc
tiond intensity—aml use them as readily-accepte bridges to lead
your prospet into far more compellirg appeals

How to Build New Images Into Your Product

This is a single process but it is made up of two steps First
as mentione above a chang in the intensiy of your primary
image—~n this case subordinatig it even thoudh you retan it.
And second usirg it as a logicd link to bring in ary numbe of
more favorabé images

One of the mog striking exampls is the Chesterfied ad
of 1926—"Blov Sone My Wax"—fully examine& in Chapte 3.



120 SECOND TECHNIQUE OF BREAKTHROUGH COPY: IDENTIFICATION

Here is pure identification advertising—dealig with an unfa
vorabke image of two generation'sstanding—tha cigaretts are
a "mans product! Although the objective of the campaig was
to make smoking armd smokirg situations more acceptal# to
women it would hawe been impossibé to do this bv picturing
the woman alone The idea tha women would practie thisMas
culine ad in private or with ead other was inadmissible There
fore the man mud be retained The acceptd image mud be
acknowledged

But he undergos two vital transformationsFirst, he is sub
dued His figure is darkened almog blendel into invisibility with
the background And his position in the picture—hg posture—
the arrangemen of his hand ard face as the light plaws ove
them—al dired the attention of the viewe pag the man him-
sef ard into the focd point of the picture the woman sitting be-
side him.

Thus he become a mere suggestia of man leadirg the
viewe into a far more appealig overal image—tha of a hand
sone yourg couple alore togethe on a moonlit beach height
ena emotionaly with the carefully-blendedn suggestioa of
escape intimacy, ard a seng of share daring

Becaug the primaly image is there—becauss the smokirg
is dore by the man—tte viewer, even a well-brough up woman
of the 1920s acceps$ the situation But this acceptanceonce
established, goesfar beyondthat primary image. This feminine
viewer is al® willing to accep the romane of the overal scene—
including its emotion& undertone of escap from the conven
tiond rules ard boundaries and its feelings of relaxation ard
liberty. She is now willing to projed hersel into this scene

And in acceptilg the scere as a whole she is finally led to
acceptimg the climactic words "Blow sonme mv way," as beirg a
perfecty naturd and acceptald action for he to take with al
its implicatiors for her condud¢ in the future

This, then is the proces of identification—d building pres
tige for your product To weaw favorabk socid and characte
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images into the personaliy of your product in orde to reinforce
and even dominae thoe primary images tha you produc¢ al
read/ has

There is onlv one limit to the number or the range of fa
vorabk images tha vou can adl to tha produd personality Sim-
ply that you mustalways include the primary image as theirbase.
They mud emerg from tha primaly image ard thev mug be
logically consisteh with its broades definition.

For example to retum to Marlborg once vou hawe devet
opdal the primary image to its pe& of intensiy then there is ab
solutely nothirng to stgp vou from weavirg othe powerfd appead
into this base Connotatios of succes can be included bv the
models clothes sud as the tuxed wom in the first ads or bv
the possession he holds Adventue ard excitemeh can be sug
gesta by the situation you picture him in, sud as on a boat in
a plane riding horsebacketc Romane bv avourg girl, mvster
and affairs of gred importane bv a dak backgroud or a brief-
case culture ard intellectua achievemenhbv a rare bodk or an
antique telescope

As a matte of fact mary visud symbols bv themselvescom
municak severd differert roles of gred appea a the sane time.
For example the singke image of ownershp of a fine painting
mav express nat only successbut alo culturd breedig ard in-
tellectud accomplishment

Sudh multi-image symbos perfom two vital tasls for vour
product They broade the size of its marke bv grafting on new
emotiond appeals—sociaand characte identificatiors tha reah
into the fringe ares of tha market—tha intrigue peopk who
would not be sufficienty swavel bv the pure functiond values
of your product And second bv addirg in thee manv-side emo
tiond images thev deep@ ard intensify the emotion4 attractio
felt for your produd bv al the men ard women who male up
that market

Perhapg this can beg be shown bv taking a hypothetich
example of a produd with strictly neutrd primary images ard
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developing armd weavirg togethey a netwok of far stronge
emotiond images for it.

Let's stat with piston rings ard assure tha a new tvpe of
piston ring has just been developed tha lass longe ard there
fore save oil and gas Our body copy, of course develop this
savirg theme We hawe exploited the functiond advantage of
the produd as far as possible We are now readyto reinforce
these benefits by expandingthe product's social and character
appeals.

We stat by taking inventory We haw a prodiret—pistm
rings It has only a few primary images—mechanical,precision
made unseen Nothing exciting here It alo has a primary sit-
uation—replacement,and always by a mechani¢ ard usualy onlv
when theres trouble

Thes primaly images are eitha neutrd or negative But
they're all we hawe to work with. They, ard they alone mug form
the foundation mug se the direction for evey othe appeh we
bring into the over-al image we are constructing

So we know tha we mug ded with the ad of replacement
and tha the replacemenh mud be dore by a mechanic Thee
are our limitations—but once we observe themye turn them into
the starting point for the true emotional message iceant to
broadcast through our ad. We take each of these primary ele-
ments, and glamorize, dramatize and emotionalize them to the
brink.

The ca itself—wha kind of ca shal it be? Certainy nat a
beat-ip family sedan Why not a Merceds SL-300—a $12,00@
spors ca with its distinctive grill-work sides ard al the emo
tiond extras of power speed skill-in-handling plus sophistica
tion, succes ard downright excitement

Now the garage—whiashoud it look like? A sports-ca shop
of course Neat clean precise With high-powe equipmemn _
gleamirg chrome ard steel—hangig on the walls, read/ on the
shelves being installed on otha spors modes in the background

The mechant is not young nat old, simply mature. Rugged



SECOND TECHNIQUE OF BREAKTHROUGH COPY: IDENTIFICATION 123

knowledgeableprecise Hes sure of wha hes doing—thee isnt
a wastel motion or a waste tod anywhee abou him.

The owne of the ca is young wiry, yirile, but he too has
been around (Pu into words the® images mud take on a mea
sure of disbelief which we expres by sayirg they''re "corny.
However expresseé in visud terms wher they can be symbot
ized and therefoe implied rathe than named they ente into
our minds unnoticed and we accep them without question Ver-
bd terms—word ard sentences—ceabe usal to imply images
of identification but these are differert tvpes of images and mug
be conveye in a differet way. We will touch on this verbd
image building again as relatel to excitemen and mood in Chap
ter 14

The owne is nat a professionk driver, but he races the ca
for spot (we know this bv the roll-over ba ove the bad of the
seats) He loves this ca (its perfe¢ shine its gleamirg chrone
engine its complee absene of even a spd of dirt). He too is
precie (the chronomete on his wrist). And he carries his suc
ces with a complee casualnes (the absene of arv speci& driv-
ing outfit—jugt slacls ard a spot shirt).

And wha abou the relationshp betwea the two merf?
Knowledge complementig skill. The expet in one field advisirg
the expet in another Comfort understandingteamwork—lead
ing to mutud achievement

And wha are thev doindg? Replaciig rings of course But
not becaus the old rings hawe developéd trouble (nothing in this
car would be left uncheckd long enoudn to haw developd a
flaw). But becaus this mechant is installing thes new rings in
this car as high-performane equipment exacty as he would in-
stal a superchargeto increag its horsepower

Everythirg abou the picture—is camea angle its compe
sition, its lighting, the angk of the mens head ard arns as thev
examire the rings—develop the emoticn of precisiom ard the
excitememn ard drama of discoverig newv performane throug
greate ard greate precision
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It is a picture a situatim and a moad tha invites partick
pation The reade ma not notice evely emotiond detal tha
you hawe developed but he will seng the excitemen and plea
sure tha you hawe built up. He will wish to shae in this world.
And he will buy the produd tha gives him this world—tha of
fers it as a bonws to al its functiond ard physica satisfactions

On the Limits to the Images Your
Prospecs Will Identify With

I mug inset a warnirg here Although the® identificatin -
images are immensey powerfu when usel correctly there arc
aloo strict rules ard limits to their use And, if they are use in-
correctly, they can be disastrous

Many campaigs haw collapsel becaus they hawe askel
their marke to identify themselve with an unbelievableimage
For example the deodorant-sga campaig of severd veas ag
tha usel an elite, sociey image to sel the mas market The
men and women who composd the marke could not malke the
jump betwee themselve ard the charactes pictured in the ad
And they nat only refuse to beliewe the suggeste identification
but the disbelid sprea to the performane claims themselves
and killed the sales

The key to avoiding sudr mistakes of course is the struc
ture of the word, unbelievable.Wha makes an image—a a claim,
or an idea—believal® or not believabl® We shal discus this
question thoroughy in the nex few chapters However in rela
tion to image-building the answe lies in two points

1. What do people already believe about thpersonality of
your product? Do they believe today tha it has the characte
traits tha you sa it ha® And—if they do—can they identify
themselves their lives, ther presem positicn in society or their
nex st up in sociey with thee traits?

If the answe to both thee questiols is Yes then you can
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use the image exacty as you've conceivel it. If, however eithe
one of the answes is No, then vou mug mowe on to the secom
step

2. What other primary image do | have to use as a
believability-bridgeto connectwhat my prospect alreadybelieves
with what | want him to believe when he finishes my ad? If he
doesrt beliewe tha mv produ¢ has thoe desirabé characte
traits, then | hawe to stat with wha he alrea¢ believes | hawe
to use thee images as a base ard build up to my desirel over
all image as we discussd before

And, in addition if mv prospet believes tha my produd
does posses thes target-traits but doesrt beliewe tha they re-
late to his life, as it exiss in eithe the presem or the future
then agan | haw to use a bridge-image | haw to inset a first-
seen image tha he can immediatey identify with, and use tha
acceptal# identification asa hodk to harg my target-imag on to.

For example in the Marlboro ad men who would neve
identify themselve immediatey with a yachtirg costune or an
opea hat acceptd the image completey after it was introducel
by the acceptal# virility concep of the malke modd smokirg the
cigarette

If you demanl tha your prospet jump acros a believability
chasm vour ad will fail. If, however you build a bridge of ideas
or images acros tha chasm—startig on his side—thea he will
let vou lead him almos anywhere

On Saleabk Identifications Springing
From the Physicd Product Itself

We mentiona@ in Chapte 2 that for the purposs of prepar
ing an advertisementever produd can be considerd to be
two products There is the functional product—wha the prod
uct does for the consumer And there is the physical product—
what the consume actually gets In tappirg mas desire we put
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asice the physica product and concentratd on functiond per
formances Now, in searchig for image-sourcg to build pow
erful identifications we re-examire the physicd produd itsef

Ihe physicd produd can be broken down into three sem

rate areas e

1. Its appearance

2. Its componerg ard structure ard

3. The technic& backgroud from which it emerge

Ead ore of thee area has image potential In ead one of
them you may find strorg primaly images tha alreag exig Or
m ead one of them you may be ablke to grat on relatel images
that will greaty increag the sales of your produd

For example the appearane of'vour product As you re-
ceive it, tha products appearaneis probaby determine by func
tion. Lets sa tha the produd is mechanicgl like a ca In this
case its appearane will be a combinatiom of what it has to do
(ro1 on a highway carly sk people shelte them again$ wind
and rain, etc.) amd the cheapefspracticd way of doing it. Out
of this combination of performane and econony comes the raw
shel of your car-its bastc functiond appearancelt is a this
point tha you stat to build in the images

You do this in two ways First, you exploi the dramatc pri-
maly images tha alread exid in the extrene forms of your prod
uct For cars for instance you borrowv from the glamou cars
the sevee streamlinig and stabilizirg fin of the racing car-the
hub caps ard whed wells of the spors car-the exhaus ports
and rod line of the custon car And you blerd their feeling of
excitememn and powea and distinctin into the family seda

But this is only the first step Once you haw exploitel the
already-existig primary images in yow product-f there ar
any-you then begnh to weaw in otha images tha haw ab
solutely nothing to do with the necessar physicd structue of
your product And you alter the appearanceof your product to

accommodateand expressthese images. n
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For example mary producs are chemicd rathe than me
chanical They are liquids, powders sprays granulatesetc There
fore their physicd appearanceto the manufactureris completey
arbitrary. Outsice of the neal to hold them togethe ard shied
them agains$ wear therr physica packag can take ary shag you
wish.

Here of course there are no primaty images arising from
functiond appearane a all. All the images tha you wish to sha
into vour packag@ mug be borrowed And where do you borrow
them from? From the backgroud of your product Or from its
components Or from the values of sociey as a whole

For example the products background One of the mog bril-
liant packagig conceps$ in yeas was Johnso & Johnsors Mi-
crin. Here was a mouh wash—a liquid—sold in drug stores ard
supermarkets—wheseffectivenes far exceedd ary similar prod
uct eve sod before How were thev to conve tha effectivenes
to the consume a a glance

They simply took the physicd shag of glas containes tha
are found only in doctors offices and operatilg rooms ard tran
scribed tha exad shag ontb an over-the-counte product Use
this shap to hou® an ice-blwe liquid, that in itsef sugges med
ica cleanlinessard you hawe a produd tha says instantly "This
is doctor's-liquidNThs is medicine This works:'

Here the backgroud of the produd¢ is symbolizel in the
products container So effectively tha the containe itsef be
comes the fined image-illustration tha the ageng could use in
creatirg their ad Where the backgroundof your product con-
tains elements thatinspire excitement,drama, quality or heliev-
ahilitij to your prospect,then thoseelements shouldhe expressed
either in the product itself, or in its package,or in its ad.

The sane hypothess holds true for the componerd tha make
up you product If vour produ¢ has electront components for
example it shoutl hawe an electronc flavor to both its appear
ance ard its advertising Shoivthe rada installations guided mis-
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siles jet aircrat tha use the sane parts Life for the averag man
is dull, completey lacking in adventure Offer to let him partici-
pate in the frontier exploratiors of our world, ard vou hawe weldel
a tremendousl potent appeé onto your product
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THE THIRD TECHNIQUE
OF BREAKTHROUGH
COPY: GRADUALEATIO N

How to Make Your Prospet Believe
Your Claims Before You Stae Them

As we hawe learneal before for the
purpo® of persuasionthe humar mind may be divided into three
dimensions—thre gred rivers of emotiona force tha determire
the reaction to yowr ad and therefoe its succes or failure.

The first of thee dimensios is Desire—want, yearning mo-
tivation—with specifc goak and/a cures in mind—with the
prospet beggirg to be shown how to obtan them It is the copy
writer's job to make sure the path to thee goak goes throuch
the product—and to make sure tha the prospet can visualiz
evely drop of satisfactio tha their achievemenwill give him.

The secon dimensio is ldentification—the neel for ex
pressim ard recognition—unformulatedunspoken a leag par
tially unconscious—searctgn for symbols definitions ard
embodiments It is the cops writer's job to crystalliz thee self
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definitions ard emboch them in his product—e tha the produd
may be used nat only as a sour@ of physicéd satisfaction but al
as a symbolc extensio of the personaliy of the prospet for whom
it is intended

Until now, this bodk has bee concernd with thes first two
dimensions They haw determine the selectim of our headline
and our illustration amd mog of the conten of our ad

But—importan as they are—desie and identification alone
are neve enough By themselvesthey can neve produe the full
reaction the copy writer mug haw if he is to achiewe the maxk
mum succes with his product No matte how inten® the desire
no matte how demandig the neda to identify, both thee reac
tions mud be fusel with a third gred emotion& force—Belieft—
before they can produe the final overwhelmig determinan of
action—Absolu¢ Conviction

It is this fusion of desire and belief—this conviction—this
certainty—thisfeeling in the prospect of being right in his choice—
of being assured of what he has beenpromised—thatthe cop,/
writer seeksas his ultimate goal.

And it is to this third dimensiomn of the humar mind—the
Belief tha produce this certainty—th& we now turn.

What Exactly Is Belief?

It is perhag the mog comple fusion of though ard emo
tion in the humar mind. It is, first of all, your prospecs menta
picture of the world he lives in—wha facts malke it up, how it
works, in wha direction its truths ard values lie.

But thee acceptd facts truths values and opiniors are
only the raw materid of belief Even more important is the vast
amount of emotional security he derivesfrom these beliefs. It is
the wonderfu feeling of comfot and reassurare of living in a
world tha has meaning wher ther are answes to be had
where somehw the facts al fit. A world tha he can understad
and depen on, tha he can predict tha will stav togethe ard
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not blow up in his face tomorrav morning or the morning after
that

Do na be misled for even a moment The neeal to believe—
and the neda for secue beliefs—& just as powerfu an emotion
force as the stronges desie for physicd satisfaction or the mod
urgert seart for expression

Most aduls hawe dore their bast learning of thes beliefs
when they were children At tha time, ard in tha dependen
stage of therr lives, they laid down the primaly channed of be
lief tha their minds would follow for the red of ther days They
were forcad to do this, in orde to understad the world, to gain
its approva) to trug armd maste it, ard to develp themselvs
into self-sustainig adults

To ak them to shatte even ore of thes alreadv-establislite
lines of belief—b plunge into uncertaing again—b be forced to
reassemld their beliek in new untestd ways—s to ak them
to becone children again And—unles they are "frightenad be-
yond belief' unles their entire conceptub world has crumbled
arourd them—the simply will nat do it.

The bast rule of belief then can simply be stat@ as this:

If vou violate vour prospect establishd beliefs in the slight
ed degree—eithe in contert or direction—th@& nothing you
promise him, no matte how appealing can sae your ad

But, on the otha hand armd even more important

If you can channé the tremendos force of his belief—eithe
in contert or direction—behid only one claim, no matteg how
small then tha one fully-believed claim will sel more goods than
all the half-questiond promises vour competitos can write for
all the red of their days This channelig of belief is so power
ful that if properV directed it will even suppot othenvise-absualr
claims

It is simply a questin of whethe you are going to padde
upstrean or down Whethe vou are going to work agains the
tide of establishd belief or with it.

As far as advertisig is concernedthen belid is immutable



132 THIRD TECHNIQUE OF BREAKTHROUGH COPY. GRADUALIZATION

It cannd be changed It mud be complied with a evew step
Every ore of the statemerd you make in vouw ad mug fit in
with your prospecs version of "the facts a tha preci® mo-
ment It is nat the function of your ad to chang tho® facts

But it is its function—arnl one of its gred source of strength—
to exterd them To build a bridge of beliefbetweenthosefacts as
they exist in your prospect's mind today—andthe ultimate facts
your prospect must believe if he is to acceptyour claims.

This proces of startirg with the fact tha vour prospet is
already willing to accept ard leadirg him logically ard comfort
ably through a gradud successio of more ard more remot
facts—eah of which he has been prepare in tum to accept
is called Gradualization It is the third Proces of Persuasion

Mind you, this proces of Gradualizatio has nothing to do
with the offering of proof or reason-wi explanations or testk
moniak or documentation Ead of thee mechanisa of belief
adds to the powe of your ad and we will exploe eat of them
in tumn in the chaptes tha follow.

In Chapte 11, we will discus the verbd demonstratio tha
your produd¢ does wha you claim—Mechanization

In Chapte 12, we will discus the destruction of alternaé
ways of satisfyirg tha sane desire—Concentration

In Chapte 14, we will discus the offering of authorities ard
proof, the reassuraretha your prospet has mace awise choice
Verification.

All the® devices build belief But by far the mod funda
mentd of all—thoudh the mog inconspicuous—s Gradualization
For Gradualization determines—nothe content of your ad—but
its structure, its architecture, the way i/ou build it.'

We hawe alread see tha it is the'dominatig desie of your
prospet tha determins the contert of vour ad. It is his long
ings for identificatin and self-expressio that in mog cases de-
termine your illustrations

But it is the facts tha he believes in ard accepts ard the
way tha he passe tha acceptane alorg from ore fad to
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another tha determine tha ads development—té arrangemen
of your claims and your images ard vour proofs so tha ther is
a step-bv-stp strengthening—noonly of your prospect desire—
but of his convictin tha the satisfactio of tha desie will come
true through yow product

The Architecture of Belief

In essencethen the theoly of Gradualizatio is base upan
this fact

Tha evey claim, evew image evey prod in yow ad has
two separatesourcesaof strength—

1. The content of tha statemen itself ard

2. The preparationvou hawe mack for tha statement—eithe
by recognizimg tha preparatio as alrea existirg in your prospecs
mind, or bv deliberatey laving the groundwok for tha statemen
in the precedig portion of the ad itself.

And, becaus of this fact we can strengthe the powe of
eat of thee statemerd in two separag ways—

1. Bv increasig the intensiy of its content—ly makirg
greate promises bv portrayirg more dramatc images by offer-
ing more compellirg proof and/o

2. Bv changimg the plae or position or sequene in which
that statemeh occus in the ad—ty strengthenig the ground
work for belig in tha statemen by the materid which preceds
it—and therefoe increasig the intensiy of belid given to it—
the immediat acceptane of its content without question when
the prospet encountes it in vour ad

Make no mistake it is this acceptancetha we are looking
for. Effective advertising like effective literature is built—nat of
words—bu of reactions We put down on pape an architectue
of words If thee words are effective they evoke in turn, an ar
chitectue of reactiors in our prospect mind. We are creatirg a
stream of acceptanceswith a definite sequene ard conten ard
direction and if we are successfyl with a definite goal—tte
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absolue conviction in your prospect mind tha he mud hawe
your product

This is the essene of building your ad We now tumn to the
technique of its accomplishment

A New Definition of Awarenes

We now know tha Gradualizatio is the art of startirg your
ad with a statemet tha will be immediatey and entirely ac
cepted ard then building a chain of subsequenacceptance upm
this first statement The purpo® of this chan of acceptanceis
to lead your reade to a god conclusion which he will then ac
cept but which he would notas readily or as thoroughly have
accepted without the preliminary statements.

This ques for acceptane begins of course with vour head
line. This all-importart first statemehtha you make—thg meet
ing place betwea your stoly and your prospect—musnat only
be capabé of awakenig interes ard desire but of being ac
ceptal a the vety first glane as being true.

Interes ard believability—thee are the two requiremerd
that determire your headline We haw alreag discussd thee
requiremend in Chapte 2, on the Stat of Awarenes of our
market

We can now redefire this Stat of Awarenes as readinessto
accept. And we can now say—especigyl in the Fifth Stag of
Awareness—thiathe effectivenes®f your headlineis as much de-
termined by the willingness of your audienceto believe whatit
says, as it is by the promisesit makes.

This is the reasm tha you cannad always use the mog pow
erfu claim in your headline Or even the very problem tha your
produd solves Becaus without supportig evidene alreag ex
isting in the mind of your prospet to prepae him for tha head
line claim, he just wont beliew it. Either he'l beliewe tha it's
exaggeratg or false or he just wont beliew it applies to him.
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In eithe case too mary of your prospect turn awgy without
readirg on, ard you ad fails.

This fact—tha your mog powerfu claim does nat always
make vour mod powerfu headline—$ a parada tha mary copy
writers still canna accept Mail ordea advertisers however hawe
a simplke wav of proving it. When a power-clam headlire doesrt
work—for reasos eithe of Awarenes or Sophistication—thge
immediateV split it againg a secomn head with far fewe claims
in it, but far more likely to be believed Then they build a beliet
bridge from this secom headline to the sane exad claims they
had featural in the first, but now anticipatel by carefu prepa
ration evey ste alorg the way:.

A Detailed Example

Let us take sud an ad—thd we hawe alreadg glancel a in
Chapte 2—ard bre& down its structue step by step Wha we
are looking for here is nat content nor promises nor claims but
the way thesepromisesand claims arc arranged in the ad, to
help each one of them gain full acceptance wherit is encoun-
tered in turn by the prospect.

This ad was written in 1951 Its purpo® was to sel a Tele
vision Repai Manual Theoretically evey TV owna who was
having arv trouble with his sd (ard almog al of them were a
that time) was a prospect But, before the prospet could be
turnad into a customer he had to beliewe two things

1. Tha he could save moneg/ by making his own TV repairs
and

2. Tha he was capabé of making them

Both the® statemerd were mattes of fact The averag TV
ownea certaint could save mone if he had mace his own re-
pairs amd abou 80% of thos repais were simple enoudp for
him to make himself

But the overwhelmimg majority of prospect simply didnt
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realizz thee facts Mog of them though of themselve as non
handymen even in relation to far simple devices than a televi
sion set And, in 1951, the TV sd was considerd a complicatel
mechanichmonstey far beyord their poa powes to understad
let alore correct

Thes two factoss blocked the use of the obviows power
claim headlire for this product Sud a headlire was written and
tested—"Sag up to $1M a Yea on Your TV Repairs!"—Dbt it
failed to make a profit. The obvious was unsuccessful Powe
alore could nat mowe the product

Two taslks faced the copy writer in revisirg this ad First, he
had to read all his prospecs in this market and nat just those
amorg them who considerd themselve handymen And second
he had to convine all thee non-handyme prospecs tha their
ses werent realy sud fragile complicatel monstes afta all,
and tha they themselve could easiy corre¢ mog troubles tha
arose

Once thee two statemerd were believed by the prospet
and only then—coudl the previows headlire claim of "Sawe up to
$100 ayea on youw TV repair§ be brough in a full power Let
us see acceptane by acceptancehow this new ad built to tha
point

The headline first of all, would hawe to be a genera state
ment crystallizing and exploiting the universé resentmenagaing
the high TV repar bills, the $60-a-vea TV servie contracs tha
were then in existence ard the outright thievey tha occurrel
in only a smal fraction of the TV repar shops but tha had stig
matizad the entire industry From there—fron this universally
acceptd resentment—t& ad could then build towad the two
god conclusioms listed above Let us see how this was done state
mert by statement

Here is the new headline

"WHY HAVEN'T TV OWNERSBEEN TOLD
THESEFACTS?"
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No claim. No promise—excep tha of disclosure But here
is an implication of foul plav, which echoa the existing suspit
cion in the TV owne himself Here is a crystallizatioo and out-
right expressia tha the averag@ owne felt toward being taken
Facs hawe been withheld. This is somethimg he can agree with!

Thus, having achieve its first acceptane by its suspicion
headling the ad reinforces that effed by an inclusion-question
It asks a questiors which, in form, seens to limit the market but
which, in content, actualy assure the corre¢ answe by the over
whelming majority of it:

"Was i/our set purchased afterthe spring of 1947?"

95% of television owneis would answe Yes Thus the ad has
built two acceptance in its first two sentences It has startal a
Habit of Agreemen in its reader It now exploits that agreemen
by making its first definite promise in the third sentence

"Then here is the full, uncensoredstonj of how yon
can avoid those $15-$20 repair bills—avoid those $30-$60
a year servicefees—and still get the perfect, movie-clear
pictures you've dreamed about!"

How Belief Was Built Into the Opening

This is the ads first claim. Its contert alore is extremev
powerful But that powerfu content—whit otherwie might drive
mary reades awas as being just too fantastc to be believed—
has been given extra belief—ha been loaned, as it were extra
belief—na only by the first two sentence that precedd it—but
by thee deliberaé constructionsin the statemen itself:

1. By the grammaticé construction "Was your. . ." in the
secord sentence and "Then. . ." in the third which by its very
form generats belief. It does this by implying exclusion It says
that the promise will come true only in certan cases that it will
only work for television ses purchasd after 1947 that the ad
cannd make this promise for ses purchasd earlier Thus it adds
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credene to whateve statemenfollows it. Yon can fed this addel
believability yoursef by taking out the lead-wod "Then' from
the sentene ard readirg it again Immediately it loses haf its
force—fore addel to the conten of the statemet by the
grammatical-bridg tying it in to the first two acceptances

2. The secon attemp at addirg believabilitv is bv the de-
scriptive natue of the promise It is nat onlv a promis of re-
ward (the mone/ saved) but a catalg of almost-universasymp
toms (repar bills ard servie fees) Sine the overwhelmim
majority of sé¢ ownes are sufferirg from thes problems their
descriptiors evole two more "Yes— hawe then!' reactiors from
the readey and carly thes reactios ove to the save-mone
claims tha immediatey follow them If the® descriptios were
eliminated the money-savig claims would be mud weaker
"Then here is the full, uncensoredstory of liow you can save
$15-$20—save$30-$60—save $90-$ 100 on your' TY set—and
still get the perfect, movie-clearpictures you've dreamedabout!”

3. And finally, even thoudh the causesof the sd owners
problens are specificaly described the cures for them are de
liberatel left ambiguous The fad tha thev will sawe otherwie
wasta money tha they will g& improved reception is included—
how they will do this is not The mechanim bv which thee goabk
will be accomplishd is left out It is left out becaus the reade
has nat yet been prepare for it. If he were to learn at this mo-
mert in the ad tha he had to make repairs on his sd to sawe
this money the averag reade would turn the page So he is
given specifc symptoms tha he will agree he has and specift
saving by eliminating them tha are certainy logicd to expect
He may or may not accep al thes three claims in the sentene
completely but the strengh of their promise the two or three
or four acceptance tha he has alreagy given ard the implied
disclosure still remainirg in the body of the ad shoud be enoudn
to carly him on, to this nex paragraph

"How many times this week have you had to get up to fix
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a jumpy TV picture? . . . How many times haveyou had to put
up with ghosts?. . . How many times.. . ."

Here agan is reinforcemen of belief—the description of
universd symptoms—tle coaxirg out of a strean of agreements
"Yes...Yes...Yes"—he mud answe if he has had trouble with
his set A habi of acceptane is being built inside him. Trug is
being formed layer by laver—a ead questimm poses a test and
ead ves answe proves to the reade that the ad is talking abou
him.

Already the ad is beginnirg to weaw its patten of promise
and belif and then promise again Now, with as mary as seven
or eight agreemerd behird it to establi® a firm foundation of
belief, the ad moves on to its nex gred promise

"90% Of These BreakdownsAre Unnecessary!"
"All of these breakdowns may have seemedtragic to

you at the momentthey happened-but here isthe real

tragedy! Do you know that the same exactet that you now

have in your front room. . . has been playing in manu-
facturer's test rooms for months—and playing perfectly!"

Goal Conclusions

The ad is now laving the' bask for the first of its two god
conclusions—tha TV set are not fragile—tha they haw amaz
ing endurane if they are properk cared for. Only when the
reade acceps$ this fact can the ad go on to its secondconclu
sion—thd whateve minor breakdows do occu can be easiy
handled bv the owne himself

But the ad is still five paragraph awav from ary mention of
the owne touchirg his set First it mug establi® the depend
ability of the set and it does this bv two methods At the start
in the following two paragraphsit gives grapht descriptiors of
the manufactures own tess usal to establi® this dependability

"These sets have been subjectedto 'Breakdown Tests'
that would seemincredible to the average owner.They have
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been tamed on for 24 hours a day—7 days a week 4
iceeksa month. Someof thesesets have been naming with-
out a moment'spausefor as much as 17months.

"These sets have been testedagainst almostevery con-
ceivable type ofviewing hazard.. . up to 120 miles away
from the station. . . against the interference of an entire
warehouseof electrical appliances . . . in special, steel-ribbed
buildings, which ordinarily would produce several distinct
ghosts.

"And in almost every one of these cases, these sets
have produced perfect, movie-clear pictures—without major
breakdowns—foras much as onefull year! Here are some
of the reasons why:"

Then when the reade has fully visualized the impad of
these ted reports the ad now turns to expet authoriy and log-
ical construction to reinforce this belief Notice in the next few
paragrapb how the ad picks up the already-acceptk condition
"If your set were properly caredfor, as these sets were. . .", and
uses that now-establishé condition to prove the series of state
ment tha follow it:

"What TV Experts Have Learned About Your Set!"

"If your set were properly cared for—as these sets
were cared for in these tests—it need break down only once
during the entire year! In other words, you may actually
have to call in a repairman only once duringthe entire
year You can savethe $30-$60'service fees you are now-
paying—andyou can savemostofthe SIOS15 repair bills."

"If your setwas properlycaredfor. if can actually give
you perfect, movie-clearreception the other 364 days a year.
It can give you this perfect reception without special 'elec-
tronic equipment—withoutthe help of a repairman—up to
100 miles away from your station."

Notice that in thes two paragraphsthe ad returrs to the
claims made in the third sentence—repeatthem almog word for
word—ard then gives logicd proof, in logicd form, for ead of
them As we hawe pointed out before thes claims—'you can avoid
those $15-420 repair bills—avoid those $30-$60 a year service
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fees—and still get the perfect, movie-clear picture ijou've dreamed
about!"—were statal in the third sentene without supportirg prod
at that time; but with strorg implication—'Here is the full, un-
censored.story . . ."—that such prod would follow.

That prod is now submitted in an extremey forma and log-
ical structure Thus the ad agah weaves prodf into promise—re
peatirg previows claims in a new contex of full documentation
where it could only sugges tha they would be proven before

Notice ale tha this logicd proof—'If your set were cared
for. . . it need break down only oncea year.. . you needcall a
repairman only once a year.. . you save the servicefees and most
repair bills."—is, in itself, solidly grounde in the test-prod pre-
senta in the paragrapbk before it—"being subjectedto Break-
down tests. . . against almost everytype of viewing hazard. . .
and produced perfectpictures, without breakdowns, for as much
as one full year"Thus a chan of prod upon prod is constructed—
ead new statemenh repeatig the heat of the prod before it.

Thus the ad has now proved—ly using the Mechanisn of In-
tensification—ly repeatig the sane theme-conten seven differ-
ent times in seven different wavs—tha vour TV sd is dependable

The Ultimate Objective

This was the first goal-conclusion At this point the reade
is convinceal that it is true. The ad is now read/ to go on to prove
the secom god conclusion tha the ownea can corred minor

breakdows himself
It begirs this prod in the verv nex paragraph in this way:

"And, most important, these experts have discovered
that you do not have tohe a handymanor a mechanicin
order to coax this performanceout of your set! Here's why"

Notice that it is in this paragrap tha the entirely-nev (to
the readej assumption—thtavou can fix your own minor break
downs—g first introduced Yet its noveltly is deliberatey con
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cealed it is presentd as though it were simply anotherrephrasing
of the bv-nov alreay acceptd dependabilig conclusion There
is therefoe no bre& in the logicd flow of proof Acceptane is
built into this entirely new statemenin thes four differert ways

1. By paragrap parallelism By framing the statemetas the
lag of a series of similar paragraphs—althe othes of which hawe
already been accepted—insteh of physicaly settirg it off as a
new point with its own swb hea ard a differert construction as
the reade would ordinarily expect

2. By the lead word, "And," atie-in phrase which indicates
that the sentene accompanyig it is the sane as tho® tha hawe
gore before

3. By immediatey following "And" by a seconl tie-in phrase
"mog important; which agan implies tha the remainde of the
statemenh is patt of the series tha has gore before

4. And finally, by repeatig the phrase "thes expers hawe
discovered, which echos the identifying subhed a the begin
ning of the series and carries on the acceptance-momentu of
the series as a whole

All thes deliberaé constructios combire to give this short
but vital, transition& paragrap the acceptanceard therefoe the
believability, of al the carefu plannirg tha has gore befor it.
They allow the reade to make wha otherwie might be a jar-
ring transition from already-establistte prod to an entirely new
promise with a minimum of effort

Now the ad builds its final step—showig tha the only re-
pairs tha the averag@ ownea will hawe to malke are actualy minor
externd adjustmerg on his set Notice how it integrate this new
extensim of its previows thougt into wha has gore before bv
startig with the phrase once again "Thes expers haw dis
covera ..."

Here are the nex three paragraphs

"Five Minutes aWeekor PerfectReception.”
"These T\ expertshave discoveredthat ipur 7T set
is a greatdeal likeyourbodyin this respect—thait gives
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you learning signals before it has a major breakdown. For
instance, after your set was installed, it probably playedper-
fectlyfor the first week. But then it began tosufferfrom the
vibration, thejarring, the interference of other electrical ap-
pliances in your home. The picture might suddenly beginto
flop over or flicker—lines may appear on your screen.

"Now—and this is important—if you had the knowledge
to quickly makea few minor adjustments,on the outside
controls of your set, then you could correct those symp-
toms, you could keep that set playing peifectly, and you
could prevent major breakdownsin exactly the same way
they were preventedin these manufacturers'tests.

"If you do not have this knowledge. . . if you do not
make these adjustmentghen yourset trill weaken,you will

get a consistently badicture, and you will have to call a
repairman.”

The secom goal-conclusia of the ad has nov been reached
At this stage of the copy, the reade now knows

f. Tha his sd is dependald enoud to ayoid majo break
downs during by far the greates majority of the time he will play
it; and

2. Tha if he obtairs the propea knowledge he can corred
minor breakdowis himself and help prevern the gradua forma
tion of major breakdowns by making a few simple adjustmeng
to the outside controk of his set

Therefore the stag has now been sd for the final conclu
sion—the pay-of conclusion—a conclusiom with al the inevitable
logicad force of a syllogism—that

3. The ownea shoull obtan this knowledge—mak thes
minor adjustmend himself—ard therefoe saw the mone he is
paying today for sen-ie@ contracts and saw by far the greates
majority of the money he is paying for repar bills.

Here is how this final conclusim is phrase by the copy.

"It's as simple asthat. You pay a repairmanr—not for
his work—but for his knowledge. If you had that knowl-
edge yourself—then you would not have to payhim at all."
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A Restatemenm of Our Basic Theory

We hawe taken a gred ded of spae to analyze in exad de-
tail, one ad and the structue of believabiliv tha underlies the
effectivenes of its claims

We hawe dore this for two reasons

1. To shov how the goal-conclusion—té introductian of the
produd claim itsel—may be made far more effective if it is de-
layed till the prospect hadveen preparedto acceptit. And

2. To shawv how this full acceptance—tkiwillingness to be
lieve without question-ca gradualy be built up, laye by laver
agreemeh by agreementby use of the prope structure. '

Let us now stae formally sone of the rules we haw dis
coverd@ in this analysis ard sone of the devices vou can use
time afta time, to creaeé the maximun structural believabiliti,
tor ead of your advertisements

Here are the basc principles

Gradualization is the art of statirg a claim in sud a wav
that it will receive the greatet possibé acceptane and/o be
lievabilitv from your prospect

Belief ultimately depend upm structure Jug as desie de
pends upan promise so belig in tha promie depend upm the
amount of preparation tha promie has been given befor vou
reade is askel to accep it.

One fully-believed promise has ten times the sales powea of
ten partially-believel promises Most copy writers try to strengthe
ads by piling promise upan promise Wha thev usualy ge for
their troubles is greate sales resistane from their prospect ard
trouble from the ETC. They could far bette inved the sane
time in strengtheningthe believabilitu-structure of the origind
justifiable promise

Now, how do you strengthe this believability-structure
Wha are the devices you can choo® from to add believabiliv
to ary promise in ary ad?
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Here are at leag a few of them Once vou get the fed of
using them you'll probab¥y develgp a whole armow of vour own.

1. The Inclusion Question

Designal to permit immediat identification with vour storv.
To show the prospet tha you're talking abou him—not abou
someore else who would answe No to the question Therefore
once hes identified with the questions—one hes made his first
agreemerdg with you and placed himsef in the Yes-answe group—
then your recommendatios will hawe specid meanirg for him.

This is perhap the mod dired wav of building agreemen
at the beginnirg of the ad It's usel evew day. For example in
this advertisement—higlyl successful—fo a bodk called The Art
of Selfishness:

ASK YOURSELF THESE NINE QUESTIONS

1. Do you find it increasingl difficult to cope with
the world arourd you. . . .

2. Is your busines or caree a soure of annoyane
and frustration . . .

3. Are you tormentel by inadequaciesfea ard em
barrassmerstin your s life. . . .

And s0 on.

2. Detailed Identification

Another device usal at the beginnirg of the ad to establi®
immediate and deep agreemeh between the reade and the
copy. Here instea of askirg questiors to s& up your Yes-train
you detal symptons or problens that are your prospecs reasoms
for desirig your product Thus again your reade knows that
vou are talking abou him—that vou "have been there vourself—
and therefoe that your recommendatios will help answe thes
problems his problems tha you hawe catalogud so well.
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For example in this ad for a course to improve the prospect
child's grades in school

Let me explain | dont care whethe youw child is si
yeas old or twenty—bq or girl—in grace schod high
schod or college It makes no differene how badly tha
child is doing in schod today—hav difficult it is for him
to concentrag . . . how poa his memoy mav be. . . how
much a prisone he is of crippling mentd habis . . . how
terrified he mav be of mathematics or grammay or socid
stud es or even the hardes sciene course

Of course here—a& in the Inclusion-Question—vou copv
mug be accurate You mug know enoudn abou the readers
problems to make evewly word you write ring true. If vou don't
you'll shatte your believability-nef and he'l simply turn the
page

So—befoe you write—research Leam to know vour cus
tomer. This is alwaws the essentib first step in anv kind of copv

3. Contradiction of Presert (False Beliefs

Again, usda at the beginnirg of the ad And agah usd to
prepae a foundatio for strorg claim-statemers that the reade
might neve accep raw. Here you come bluntly out and say "I
know you think this is true; but I'm going to shav YOU it's false’
Bed used of course in conjunction with strorg authority__ strorg
enoudh to contradi¢ presem (unpleasant beliefs and get away
with it.

For example in an ad for cosmetis inventel by a famouws
plastic surgeon

From this momern on, forge everythirg you haw eve
head or read abou wha age "mug do' to your appear
ance Forgd anythirg you hawe eve believel abou how
"old" you mug look at thirty .. .forty .. .fifty ... or even

Sixty. ...
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Here vou are not looking for agreemet as much as you are
for a loosenig of previows beliefs You are sayirg that the old
limitations are passing and your nex paragrap shoud be your
first introduction of your positive claims in somewha the sane
way that this ad goes on:

Because—startim with this moment—ya are abou
to ente into a new world of beaut¥ A world where ordi-
nary fruits are transforme into anti-wrinkle cosmetics
Wherea . ..

And 0 on.

4. The Language of Logic

So far, the devices we haw discussd haw beenr usd to
build belief at the beginnirg of vour ad—i serwe in the crucid
transition from vour headlire to the strean of intensified prom
ises that vou are going to use to clos the sale

We hawe discussd the proces of intensifying desie in
Chapte 7. We now turn to the simultaneous and equally im-
portant tak of maintainirg belief in eadh new statemeh as you
presen it.

Here again your objectiwe is to build belief at the sane exad
time that vou build desire To do this, you interlace each new
promise tcith language-signals that show that it logically follows
from everything that has been proved before. And that it there-
fore can be believed without hesitation.

What are thes language-signats They are of course the
vocabulay of logic. They are the words we use when we reason
when we argue when we prove our point in arv discussion and
force others to agree with us that we are right.

They are amorg the mog powerfd words in the English lan
guage—fa the verv simple reasm that they give the flavor of
conviction to the promises into which we weaw them

Thes words haw been useal for centuries in court in politics,
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in science—eve in tha most-lovel form of American fiction,
detective stories—b show otheis that prod has been offered
that reasm has been used that one statemen logically and in-
evitably follows from another

Therefore after centuries of conditioning the words them
selves—regardlesof the contert of the statemerg to which thev
are attached—nw carry conviction Therefore thev should be
woven throughou your ad whereve thev logically apply.

For example let's look at some individud lines in a num
ber of different ads Let's see how ead of thee words (which
I'll italicize) gives a tone of reasm and logic to thoe sentence
in which they're incorporated

For example in the famows Sherwn Codv ad

Why do so mary find themselve a a loss for words
to expres their meanig adequately The reasonfor this
deficieng is clear . . . Mogt persors do nat write or spe&
goad English simply becausethev hawe neve formed the
habt of doing sa . . .

Or, in this ad for a bodk on how to manag difficult people

Take as an example,the man who hahitualhj refuses
to follow your instructions Thereis a basic, underlying rea-
sonfor this. Mr. Given shows you how to find that reason
and then explains the means of correcting it. The whole
solution can be surprisingy eay once you hate realized the
underlying causes. . .

Or, for a bodk on learnirg how to learn

. . . but simply by putting your LOCKED-UP LEARN-
ING POWERS to work—today—as easily and logically as
this. ... ' " '

And so on. There are dozers of such phrases for vou to use
Among them are

"This has beenprovedIn/ thousands.. . .
"Sound impossible? Not a all. It's actually as
simple.. . ."
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"Here'swhtj. . . ."

"And, mog importart of all. is the fact that . . ."
"Therefore. . ."

"This was without a doubt, the mog thorough . . ."
"Thev discovered-in case after case—that. . . ."

This, again is the langua@ of logic. It is a langua@ equaly
as filled with emotion as the langua@ of desire Interwoven into
your promises so subtly tha the reade nevea even notices that
it is there it gives vour claims the invaluabk air of conviction

5. Svllogistic Thinking

Now we go from the langua@ of logic to the mechanism
of logic. This is the role that reasm plays in your ad This is the
momert when you prove tha your produd works through the
mechanisn of logicd reasoning

For example in one of the mod successfu automotive ac
cessoy ads of all time, the copywrite wanteal to prove tha his
spak plug was superig to the ordinaly plug—even thoudh it
cosk twice as much Since the point of differene was simply

that his plug delivered a large spark the copywrite built up his
cas in this way

Your ca runs becaus gasolire is fed into the cylin-
ders where a spak causs it to fire. This action causs the
gas to explock . . . this explosion pusha down the piston
Now here is the important thing to you The larger the
spark is, the more powerful the explosion. The more pow
erful the explosion the more powe you ge& from your
gasoline

Poa explosim mears wastel gas—Ilos of power, poa
getaway bad starting a sluggi$ car

Goad explosion mears more miles per gallon—moe
horsepower a more exciting car to drive!

Notice the power of these three simple paragraphs Powe
derived as much from their underlyig forma structue as from
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their claims One statemenh inevitably leads into another Even
word is logical There is a constah proces of equation spak to
power, powea to performance Sizz equas power—aml his plug
delivers the larges size.

Sud structure—ad the cops base@ on sud a structure—
develos the feeling of inevitability. The reade feek tha the
produd¢ mustwork. He has nat onlv been told it works he has
been shown prooftha it works

Sud structure—thouly hidden behird the words it clothes
itsef in—is actualy a physicé entity. You can sed it out of hun
dreds of ads if you look beneaht the words themselves You can
trace it, codify it, and then repea it. Once learned it becoms
a powerfu tod in selling hundred of products

We will explore thes structurs in more deph in the nex
two chapters—no Redefiniticm and Mechanization

6. Other Belief Forms

Once you grap the fundamenthidea tha form—structure—
determine believability, then al sors of opportunities open up
to you You realiz tha simply by the arrangementof i/our claims,
you can add to their believabilitv

For example

Contingency Structures—such as "If. . . then . ..", or "Wis
your...then..."

Repetition of Proof: Echoing—such as "Thes expers
found . . . Thes expers found . . . Thes expers found ..."

Promise—Belie—Promise Variation. Wher evey sentene
of promie is followed (ideally) with anothe of proof or verifi-
cation or documentation So tha the reade neve has the breath
ing spae to question

Paragraph Parallelism. Where the sane word structue usel
in an acceptd statemen is then picked up exactly and usel to
borron acceptane for a fresh claim.
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There are marv more of course Sone are words sone are
chairs of reasoning sone are merel/ the physicd arrangemen
of the copy on the page

All hawe the sane objective To gan continua acceptance
To preven rejection To build conviction Beliefis the goal.

Now let us look a sone othe method of reinforcing it.
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THE FOURTH TECHNIQUE
OF BREAKTHROUGH
COPY. REDEFINITION

How to Remow Objections to Your Product

Time ard time again you are
going to hawe to sel aprodud tha has built-in handicaps That—
along with its promises ard its functions—als has certan aspect
to it tha actualy repé the prospect

No product of course is perfect If only for the reasm tha
he mug par mone for wha you hawe to sell your prospet stars
with a bast minimum of resistane again$ buying your product

But this resistane is intensified by certan drawback in sone
products often to the point where—unles you take definite ac
tion in you ad to redefinethem—thee drawback will actualy
kill your sale.

Let us now look at the three generd categoris of drawback
and then a the three types of redefinition tha eliminates them

First, of course there is the produd tha is (or tha sound}
too complicated—to had to use

133
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Second there is the produd tha is not importart enough—
whose basc apped doesnt haw a statisticaly broad enoud
market

And third, there is the produd that just coss too much Its
price is so much abow the price of othe producs in its clas
that peopk simply turn away when it's mentioned

It's amazirg how mary producs fall into one or all of thee
categories Fortunately the same mechanism—redefinition—hefp
you ded with all three

Redefinition is the proces of giving a new definition to your
product It say tha the produd is this rathe than that. Its ob-
jective is to remow a roadblok to your sale—f possible before
the prospet even knows it exists

Perhap the classt cag of redefinition is that of Lifebuov
sog in the Thirties. Lifebuoy was a goad sog tha did a goad
cleanirg job. But it had one overwhelmirg drawback—a horrible
medicind odor.

Since the odor couldnt be removea without removirg the
cleamng power, the problem becane one of redefinition Put sim-
ply: how do we chang this odar from a liability into an asse?

The answer of course was the famows B.O. campaign The
prospect attentim was focussé on the odor of his own bodv—
an odar which he was told would drive away peopk (and which
does)

He was then told this odor mug be eradicated—nbwith an
ordinaty soap which was not powerfd enoud to do the job
but with a sog with the odor-destroyig powe to make a long
shorema acceptabd at a sociey ball. Lifebuov was this super
powerfu soap And the overwhelmimg proof—tha von could smel
the momen you openea the wrapper—was the strong medicinal
odor built into every cake.

This is the simplest and often the mog effective kind of re-
definition. A simple concept-judo A complee reversal Turning
a liability into an asset with a single idea

Whereve you can use this flip-flop method do so But mog
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problemns of redefinition are more complicated and demam more
complicatel mears of dealig with them—usimg mary of the de-
vices we hawe just examina in the proces of Gradualization
Let us now turn to thes devices and see how they can pre
sert an entirel different image of the produd to the prospet

than vou would hawe imaginet| had you not though them through
beforehand

1. Simplification

Our first categoy is the overcomplicatd product—tte prod
uct that sound too hard To see how to replae this image with
a more favorabk one let's look agan at the Televisim Repar
Book ad tha we discussd in the lag chapter

As vou remembey the origind ad for this produd failed be-
cau it promisal "Do your own TV repairs in its headline This
was consideré too difficult by the averag s& owne (even thoudh
the ad said "It's easy its simple it's quick' in the nex paragraph)
Therefore—sine the ad confrontal the prospet with the fad
that he would hawe to make repaiis before it made thos repais
eay and simple and quick—he simply- turned the page and tuned
the ad out

The secom ad did not discus repairs It discussd break
downs and expenses And, as we hawe seen it sper its first sewv
erd paragraph showing that thes breakdows and expense did
not hawe to occu at all, if the ses were given the propea care

Up to this point, the ad has talked abou the prospect
world—and compare it with a far more promisirg world where
expet care produce trouble-free TV viewing. Now the two worlds
must be joined through the product.

This joining is called by the pitchman "the turn." It is a
transition of gred delicacy It mus be accomplishd without a
jar. In this ad it begirs in this paragraph

And mog important thes expers haw discoverd
that vou do nat haw to be a handyma or a mechant in
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order to coax this performane out of vour set Heres

why. ...
We hawe alread see how the repetition ( . . . thee expers
hawe discovere . . . ) and the paragrap parallelisn tie this state

ment into the strean of belief that has been built up before it.
Now, however we are going to look at this same paragrap from
anothe point of view—to see how it provides the first step in
eliminating any fea of making your own repairs

Notice, of course tha the very fea of the averag@ owner
that he is not a repairman is here brough out in the open-
specificaly stated—but now framed as a promise.

Notice too tha there is no mention of the word, "repair;’ at
this point. It is still too early at this point Thoudh the averag own-
er might be willing to accep the idea tha he could "coax' bette
performane out of his set it would still be too much to ak him
to beliew tha he could make repairs on tha sd at this point

This leads to the fina step The ad must now redefine what
the reader thinks of when he hears the word "repairs.” It mug
now lay a new foundatiom of feet—showimg that almog all the
repais the owne will hawe to make are actualy only minor ex

ternd adjustments

It now proceed to do this, in the following three paragraph
which we hawe alread studia in the lag chapter and which we
will now look at agah to see the secom proces of persuasion
redefinition—whid is also occurrirg in them

Here are the paragraph again

Five Minutes a Week for Perfe¢ Reception

These TV expers haw discoverd tha vour TV sd is
a gred ded like vour body in this respect—thait gives you
warning signak before it has a maja breakdowrl. For'in-
stance afte your seé was installed ‘it probaby plaved per
fectly for the first week But then it began to suffe from the
vibration the jarring, the interferene of othe electricd ap
pliances in your home The picture might suddeny begn to
flop ove or flicker—lines may appea on vour screen
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Now—ard this is important—f you had the knowl-
edge to quickly make a few minor adjustmentson the out
side controk of vour set then vou could corred thoe symp
toms you could keep tha se playing perfectly and you
could prevert maja breakdows in exacty die same way
thev were prevente in thee manufacturerstests

If you do nat haw this knowlede ... if you do not
make thee adjustments then your sd will weaken you
will ge& a consistent} bad picture and you will hawe to cal

a repairman

Now, wha occurs in thes four paragraphk is actualy a re-
definition of the term, "repairs in the readers mind. This is done
in three separate but integrated wax's

1. By immediatey comparirg the television sd to the human
body, and therefoe minor maladjustmerd in the s& to warning
signak given off bv the body before it become seriousy ill.

By "making this comparison the copy relates the intricate
technicad working of a television sd to somethig as commonplae
and familiar as the running noe tha warmns you of an approach
ing cold. Becaug of this comparison some of the mystey of the
sd is explainel away and the owne gaimns a new feeling of con
fidence in dealig with it himself as somethimg he understands

And, at the same time, this comparise distinguishes be-
tween the relatively rare major breakdowns and the far more
frequert minor maladjustments which he can now trea himsef
as easily as hed take a cold table to stgp his running nose

2. 'By continuousy describig thee minor maladjustmers
as 'warning signals and "symptom$ rathe than "breakdown$
or "repairs! This makesthem sound easily corrected—before red
trouble which might require technicé skill and complicatel tools,
can develg out of them

3. And finally, by stating outright that thes minor adjust
ment can be correctel by "making a few minor adjustments on
the outsice controk of your set!

Therefore "repairs are redefina as "adjustments. Troubles
on the TV screa are redefinel as 'warning signal§ or "symp
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toms! And "repar calls' or "breakdown’ are carefuly segregate
into the least-likely-to-occu 5% of all possibé TV troubles

Therefore with this redefinitin in mind—with this reorgan
ization of facs accomplishd by the copy—there is no longerany
reasonfor the averageset owner noto make his oivh minor ad-
justments, rathe than pay a repairma to make them for him.

The objective has been accomplished The ad can now go
on to specificaly stak how much mones the owne will sawe by
making thee adjustments—ath whete he can bw the bod that
tells him how,

In exacty the same way, wheneve there is a proces which
is difficult. . . wheneve there is a produd which is had to use
or difficult to apply—the copywrites first tak is to simplify tha
application in his prospecs mind.

This holds especialy true for new inventiors which actualy
simplify processg which formerly were too difficult for the aw
erage prospect A newv breakthrou is nat merely acceptd be
cau® its manufacture say sa Its claims for ea® ard simplicity
mug be proved, in the ad or the reade will simply shruy his
shouldes and sa "it's just anothe copywrite gore wild."

Sudh a situation is ore of the mog frustrating experience
you can have Here is a produd which vou know is far easie to
use than anythirg eve introduce in this field before—becaus
you'veusedit! But no matte how loud you screan EASY in your
ads peopk just seen to ignore vou.

What do you do? The answe is twofold:

1. Redefire (as this chapte shows vou).

2. Mechaniz the nen simplicity (as you'l see in the nex
chapter)

Remember innovation without acceptane is valueless The
more peopk know tha somethiy is difficult, ard the more rew
olutionaly (ard therefoe differen) your produd is—the more
resistane you will med from them in acceptim it.

You must therefore lay a bag for acceptane by redefining
the entire field for them, before vou bring in vour product
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Let's look at one more exampk of such breakthroutp ad
vertising and ses the solutiors the copy offered that made the
produd a success

One of the gred ads of al times of course is the Sherwn
Codv ad Thoudh mog advertisig men are familiar with the ad
they do not realize that the coure itseff was a tremendos de
parture for the times—fa easie and simplea than anythirg else
that had gore before

But the prospec$ for sudh a course were absolutey con
vinced that good English was too hard for them They had tried
to leam it before and had failed. Therefore any new course that
could be successfull sold to them would haw to redefire En-
glish for them . . . redefire mistakes in English for them . . . and
certainy redefire the proces of turning bad English into goaod
English for them

The Codv ad is a masterpiee of Gradualization It shouH
be memorized—nb merely studied—ly evely copywriter How-
ever, within it, in four paragraphsis containe anothe master
piece of breakthroutp redefinition—fran hard to eay with a few
simple ideas—tha goes like this:

Onlv 15 Minutes a Day.

Nor is there verv mudc to learn In Mr. Codys yeas
of experimenting he brough to light sone highly aston
ishing facts abou English

For instance statistic shav tha a list of sixty-nine
words (with their repetitiond3 make up more than half of
all our speech and letter-icritin<i. Obviously if we could
leam to spell use amd pronoune thes words correctly
we would go far toward eliminating incorre¢ spellig ard
pronunciation

Similarly, Mr. Cody provel tha ther were no more
than one dozen fundamenth principles of punctuation If
we masterd thes principles ther would be no bugbea
of punctuatiom to hampe us in our writing.

Finally he discoverd tha twenty-five typicd errors in
gramma constitue nine-tentls of our everydy mistakes
When one has learnel how to avod these twenty-five
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pitfalls, how readiy one can obtan the facility of speeb
which denotes the persm of breedig and educatioh

When the study of English is mace so simple it be
comes clea tha progres can be mack in a very shot time.
No more than fifteen minutes a dav is required

Thus the complicatel becoma simple—tle had become
easy This is the first use of Redefinition Now let's look at the

second

2. Escalation

Here you are dealirg with a produd which works, and which
is acknowledgd to be eay enoud to use—bu which simply
does not haw an appe& broad enoud to assue it of a mas
market

Your job here is to escala¢ your product To give it more
importance in your prospect eves

You do this agan by Redefinition You broaden the horizon
of benefis of the product You redefire the role tha the prod
uct pla\ s in the prospecs life. You widen the area of rewad that
your produd yields to the prospect—showig him that it entes
into dozers of vital situatiors evely day, paving off for him where
he might leag exped it.

For example let's look at anothe ad for anothe English
course forty yeas later By now peopk are not as sensitive to
their punctuatim or grammar Now the negative aspet has lost
its appeal peopk want good English as a persuasia tod to win
over other people

So goad English mug cea® to be an end in itself. It mug
be redefined to becone insteal a mears to a more importart
end—ore which is desira by far more people And, sine the
positive aspet mug now be dominant that par of good English
which lias the greates value for persuadig people—vocabular~
mus now be featured
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Here is the ad

Revolutionay new Word Powe Machine makes you
a maste of English overnight

Automatically gives vou a power-packd vocabulary—
to make your ideas cracke with excitemen ... to hold oth-
ers spellboud with the powea of vour speeb amd your
written word.

Automatically spos embarrassig errors in grammay
spelling pronunciatim vou didnt even know you were
making Cleas them up a once Frees vour mind from
worrv . . . lets you fed a ea® in am compaly . . . gives
vou the blazing new self-confidene vou nea to make any
body like you—to win peopk ove irresistibl to your point
of view. . ..

161

This approat redefines the benefits of the product shifting

them from a less desirabé area to one tha will genera¢ more

sales appeal

But this use of escalation—a increa® beneft appeal—s$ only
one of the ways it can sere vou. Anothe is to increag the im-
portance of the product—showig tha somethig the prospet
wants very much hinges directhh upon the performane of your

product

For example in an ad for spak plugs this facd was pointed

out to the reader

Yes You pay $2,00 . . . 83.0® . . . $4,0® for your car.
And a single 99c part robs i/ou of the red powea ard en
joymert tha ca shoul give you.

Or here in an advertisemen for a speal math course

If you wart to ge ahea fast.. if vou wart a post
tion of red importane and responsibility—then a knowl-
edge of this kind of super-fast, super-accurate mathematics
is 'AN ABSOLUTE NECESSITYfor your future!

Or escalatio can be useal to shov the prospet that your

produd is not somethim to be put to work just once or twice a
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week—bu that it will be needed and used by him almog even
waking minute Heres how this was done in a single sub head
line, in an ad for a course on handling people

Your Entire Life is Spen Trying to Get Others to Do
What You Want—Withou Fricti o

You mug agree with this statement And therefoe you mug
redefire the importane to yoursef of a techniqwe which allows
you to accompli®h the all-pervadirg tak more easily more ef
fectively and more rapidly

This is the secom use of Redefinition—escalationNow let's
look at the third.

3. Price Reduction

Here you hawe the produd which, quite simply, coss too
much Your job is to make that price sean less You do it by a
very simple ad of redefinition like this:

Why does the produd cod too much? Becauseit's being
compared icith other products in the same field. And how do you
whittle away psychologically at this price? Bij switching the com-
parison, and relating it to some other, more expensive standard.

For example here is an enormousy successfu mail order ad
for spak plugs which sold for $1.49 each or one and a haff
times the standad for the field, and twice as much as the dis-
court price. Did the copywrite therefoe sas tha "Thev mav
cog a little more but they're worth evewy cent of it." Of course
not. He made them cheap, and he did it in thee two paragraph
of psychologich redefinition

Up to now thes extraordinay SA FIRE INJECTORS
were practicaly mace by hard and would haw to sel for
as high as $5 each But we knew tha 30 or 40 dollars was
more than the averag driver could afford— we decidal
to get the price down so low tha thes injectors would pav
for themselve 12 times in one yea of driving. So here is
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inv astonishig proposition If you will chek your cars per
formane before and afte you instal your SA Fire Injec
tor Systen ard then tell your friends and neighbos abou
them here is wha | am prepare to do for TOIL

You can have a set of SA FIRE INJECTORSor the
year and model of your ear for only a fraction of their
value. If you ad now they are only SI1.49 each . ..

Do you see how he does it? Do you see how many times
he does it in the® two shot paragraph® As a lag review of re-
definition—becaus its techniqus are so importarnt to you—Ilets
just list the individud phrase tha build up. agah and again the
feeling of value and bargain

Here they are Did vou catdh them all?

"practically made by hand. .

"would have to sell for as hi*h as So each. . ."

"30 or 40 dollars . . ." (Notice that he repeas$ the hand-mae
price twice. First he gives it to vou per plug; and then jor the
entire set. Thus the new comparatie price is reinforced you
practicaly wince a the $40 figure since vou warnt the plugs by
this time. And you're going to fed pretty good when he brings
in the now-lowe figure in the nex paragraph.

"pet the price down so low . . ." (Here is the magic word,
"low"; now legitimatized in your exes by the descriptimm of the
hand-mae sd& in the phrase tha precedd it.)

"that these injectors would pay for themselves 12 times in
one year of driving. . ." (Not only valug but reward Not only
low-priced but gas-saving And again the comparism to a highe
figure—this time the mone/ you'll sawe on gas)

"astonishing proposition . . ." (Now the price becomes so low
that the mere statemeh of it may cau® you surprise It may
sourd slightlv cornv as we disset it hereg but it is incredibly ef
fective in the contex of the ad And mog of it—perhas all of
it—is neve conscioust noticed by the prospect He simply re-
alizes that he feels that a bargan is being offered to him.)

"If you will check your car's performance.. . and tell your



164 FOURTH TECHNIQUE OF BREAKTHROUGH COPY: REDEFINITION

friends and neighborsaboutthem. . ." (The introductia of a con
dition—an actim you mud perform—n orde to ge the now
low price Useal before in the lag chapte in a differert context
here we see how the sane deviee works agan to substantiate
with equéd power, the feeling of value)

"preparedto do . .." (Again the connotatimm of favor, of al
lowance of discount)
"You can have .." (Not, "You can buy!" He is letting vou

have the plugs a the low price Again, he is doing vou a favor.
You are getting a bargain)

"only $1.49each. . ." (The classt modifier. The tenth bargain
phra® in thee two paragraph$.

Notice how similar Gradualizatio and Redefinition are No-
tice how ead operats belov the surfa@ of the conscios mind
Gradualizatio by its structure—ly its arrangemen of facs ard
phrases Redefinition by its rearrangemenof perspective

Ead is an extremey subte ard powerfu wav of building
belief. Ead deserve mudh more study than we can give it in
this book

Let us now turn to sore equaly powerfd but more appar
ent mechanisra tha al build belief
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THE FIFTH TECHNIQUE
OF BREAKTHROUGH
COPY. MECHANIZATION

How to Verbally Prove That Your
Product Does What You Claim

As we hawe observe repeatedly
goad advertisimg copy exiss simultaneous in two differernt places
Pat of tha copy is words on a page Or sound carried by
radio waves Or pictures ard sound comirg out of a televisionset
But the othe pat of tha copy—tte crucid part—take place
in your prospecs brain It is the series of reactions—planrere-
actiors ard anticipatel reactions—theayouw copy causs in his
mind ard his emotions
Actually, when your prospet read your copy, he is engag
ing in a silert dialogte with you. You are feedirg him ideas ard
images ard emotions in a planna pattern ard he is feedirg
bad to you reactionsto thes ideas and images and emotions
You hope—ya plan—tha thes reactiors will be favorable

166
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That they will be controlled reactions That he will see the im-
ages you are projecting That he will understad and agree with
the ideas that you are advocating Tha he will shae the emo
tions you are suggestig he feel, and even embellidr and inten
sify them

But alsg at the sane momen{ vou mug be aware of the
fact that—includel amory these reactions—ag alo a numbe of
inevitable anticipations or demands or questiors on his part And
you mugd answe thes questiors or vour copv will fail.

What are thee demand he is going to make from time to
time on your copy? Basicaly they fall into three classes

1. Demand for more information more image more de
sire. You haw whetted his appetite now you've got to satisy it.
He is sayirg to vou "Tell me more’

2. Demand for proof. He knows he wants it; now he wants
to know that it's true. He is telling you: "Oh veal? Who saws so?

3. Demand for a mechanism He knows he wants the end
result now he wants to know how you're going to give it to him.
He is saying "How does it work?'

To write goad copy, you haw to play a dud role. At the
sane time, you hawe to be copywrite and prospect You haw to
develp an almog foolprod sensitiviy to thes inevitabke reac
tions. You hawe to know the exad point that they are going to
come in. You hawe to anticipat them You haw to switch copv
direction fill in the wanted material at the preci®e point that
your prospet loses intereg in one theme and demand the other

This is one of the mog difficult parts of writing copy, and
the exat¢ spa where mary good ads bre&k down and lose their
prospect And—sina@ sud anticipation points occu severa times
in a single ad—yau will find yoursef working over the same para
graph of "unimportant copy hour after hour. All vou know is
that at this point somethimg went wrong—a this point vour
prospet is dissatisfied

We will discus thes problens of copy direction . . . antici-
pation points. . . etc. in Chapte 14, on Interweaving. At this



FIFTH TECHNIQUE OF BREAKTHROUGH COPY. MECHANIZATION 167

point, however let's look more eloseV at the third demand the
demard for Mechanism

Verbal Proof

This is the vital question "Hoiv doesit work" Your prospet
is askirg you here to give him a mechanism He likes what vou
promise—le wants wha vou promise—bt he has to be con
vinced tha your produd can aetuall give it to him.

You hawe to demonstrag vour product in words logically,
so tha he can understad exacty HOW it gives him the end re-
sult you promise

Since the beginnirg of advertising of course the eopr that
furnishes this information—tha provides this mechanism—hsa
been called "Reasam YVhv" copv. Claude Hopkins was its master
But there hawe been few grea selling ads of arv period that do
not use it to convine their prospet tha their produd actualy
works.

In fact the bast questim vou mudg ask yourself abou this
device when you sit down to write a piece of copy, is not, "Should
| use it?" Or "Should | build a mechanim into this copv? But
simply: "How much?"

How much mechanism does this copv need This, of course
depends—a so mary othe things in vour cop}—on the Stae of
Awarenes of your prospect Is he familiar with the mechanim
by which this produd works? Does he accep it? If sg then this
part of your job is done for vou Other advertises hawe spen
their money to make this mechanis familiar to vour prospect

Stage One: Name the Mechanism

You ma} now take advantag of their investmemn bv simply
naming the mechanism and going on to bea them with your
price or othe features

For instance in the conventionh camem ad to badk the
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headlire claim, al tha youd haw to do is nane you mecha
nisms like this

TAKE FOOLPRO@ PHOTCS
WITH THE XENOPHON 179

With Electronc Light Setter . . Push-Butta Zoma
Lens. . .Magazire Load . . . Only $135

Here the three mechanism which insure the perfed¢ pic-
tures are simply named ard not describé at all. The prospet
is alread familiar with the way they work from the othe ads he
has seen ard ary furthe detailing of their nuts ard bolts would
simply bore him. Therefore you nanme them in as bold type as
possible ard go on to compeé with your price

Most catalg copy ard retal copy need to assune only this
abbreviatd form. It deak with producs which are alreag known
and whos mechanisra are alreag understod and accepted
Therefore ary further wordage on the® points would only be
wasted

But now we cone to tha vag array of producs whos mech
anign cannd simply be named Why? For two bast reasons

Stage Two: Describe the Mechanian

1. Becaus the prospet doesrt understad their mechanim
And

2. Becaus everybog els has the same mechanismard the
sanme promise ard the sane price And the marked is gettirg
tired, ard you neal a new way to compete

Let's look a the simple$ case—cas #1—first

Here your mechanim is nat so well known or nat known
a all, and you cant simply name it. You haw to go into more
detail you hawe to descrile it.

So you hawe the classc situation of Promise—Reaso Whv.
You build a strong quidk promise—ad then you follow up with
the reasm why you can deliver tha promise
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This one-two punch of promise and reasm whv is as old as
advertisirg itself. Here for instance is how Rinso useal it in 1926
First thev give the promise, like' this:

Who el wans a whiter wash—with no had work?

How would vou like to see vour wa$h come out of
a simple soaking—white than hours of scrubbimg could
make it!

Millions of women do it evew week Thev'e given
up washboard for good ThevYe freed themselvs forever
from the had work and reddend hand of washdav

Now thev just soak—rinse—ath harg out to drv! In
haff the time, without a hit ol had rubbing the was is
on the line—whiter titan ever!

Notice how the origind promise in the headlire has been
taken and intensifiedin thes first thi'ee paragrapbk of copv. The
promise is repeated in differen words and from different per
spectives over and over agah in thos first three paragraphs

But notice too that—as the copv builds desire—t also builds
a growing reaction on the part of the woman readirg it. This re-
action can be expressd in one word: "Hoic?" This promise sound
better and bette ... it begirs to sourd too good to be true . . .
now she need reassurane fast

So the whitenes claims stop The copv shifts direction—an
now begirs to sell the mechanism,like this:

Dirt floats off—stairs <o.

The secré is simpl Rinso—a mild, granulated so®
that gives rich, lastig sucs even in the hardes water

Jug sox the clothes in the ereanv Rins suds—
and the dirt and stairs float off. Rinse—am the was is
spotless

Even the mog soiled pars neal onlv a gentk rub be
tween the fingers to make them snowv Thus clothes lag
longer, for theres no had rubbing again$ a board

Notice, first of all, that this mechanism—th suds that float
off dirt—is soldjust as hard as the whitenes stow it is brough
in to prove The first rule of mechanisn copv is that it is not
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scientific discourse You mud neve allow it to becone dull, or
merel factual You mug load it with promise load it with emo
tion. Every word in good copy—includirg mechanism copy—
sells Only in thee paragraphsthe copy is selling a seconday
claim (dirt floating off) that proves the primary claim (a whiter
wash) But still—it sells

Secondly of course you'll immediatey notice how simple
the mechanim is in this 1926 copy, as compare with the sane
field today In thos days it was enoudh to mentian the facts that
the suds floated off the dirt; the reade accepted as an evidert
truth, the fac tha they would do so

Today, of course in our much more sophisticatd and ex
ploited market she would no longe do so Todav vou would ned
far more mechanism You would hawe to explan more promiseé
deeper perhap even invent a miracle ingredien to do the work
for vou.

Stage Three: Feature the Mechanism

Which brings us to cae #2 and the difficult problem of what
to do when vour markeé is highly sophisticatd . . . when prom-
ises sourd alike . . . when price competitim becoma suicidaP

This takes us badk to Chapte 3, where we discussd market
sophisticatim from anothe perspective Here we discoverd that
mechanism—strog mechanism—saleablmechanism—s not onlv
a way to build belief, but may actualy become so importart to the
succes of your produd that you mug put it into the headline

The= headlines are al mechanism headlines

"FLOATS FAT RIGHT OUT OF YOUR BODY."

"FIRST WONDER DRUG FOR REDUCING!

"RUN YOUR CAR WITHOUT SPARK PLUGS!
"SHRINKS HEMORRHOIDS WITHOUT SURGERY"

"TOMMY ARMOUR SAYS SMACK HELL OUT OF
THE BALL WITH YOUR RIGHT HAND."
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And hundred more Even/ one of them offers i/oti a new
way to get what i/ou've been wanting. A NEW’ WAY: a new mech
anism a new chane to satisy your desire—eva if everythirg
else vou've tried has failed vou.

Mechanism therefore can he inside vour ad, to prove vour
main claim, or on top of the ad elevatel bv the stat of your
marke to becomirg the main claim.

If peopk assune tha thev know how vour produd works
or if vour claim is so new tha thev dont care then all the mech
anian you nea can be summal up in a word or a phrase

If peopk are not quite sure how it works descrite the mech
anism—in selling language—until thev haw enoud reason-whk
to beliewe vou.

If you have however an exceptionaly strorg or dramatt
mechanism or if you wan to establi® definite superiorii to
other competirg products then sel hel out of tha mechanism

We'll see some expet examples of hov to do this in our next
chapter on Concentration- when we're sliown how to compae
your produd with the reg of vour field.

On the Importance of Mechanism When You Want
to Convince Your Reade That You're
Giving Him a Bargain

One of the sa truths of our time—ard profession—$ that
our reades do not always beliexe the truth when we tell it to
them Evew copy writer has had at one time or another a per
fectly marvelows produd that just couldnt be sold—becaus peopk
wouldnt beliew that it could do wha he knew it could do.

In the sane way marv manufacturers and their agencies
are startled when thev cut a price—advertis the reduction—aud
see no increa® in sales

What happene@ No one believed them A price cut—like
a produd advantage—s only as good as vour words and vour
strategy makes it.
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Price cuts mug be justified There mug be a reasm for
them A mechanishn behind them Without sudh a mechanism-
without such a reason-wl you shoull give this bargain—ya are
going to get only a fraction of its red sales power

The gred maste of price-cu mechanizatia was Robet Col-
lier. His book—The Robert Collier Letter Book—is one of the
greda classics of copvwriting know-how Here is just one exampeé
of how Collier made his price-cuts not only believable but
dramatic

Before the Price Goes Up!

Dea Sir.

A shot time ag one of the old, reliable mills tha
makes the finer qualities of woven Madras for shirts began
sendig out S.O.S calls

They had kep their plant going steadiy for months
thinking tha the usuda demam would easiy take car of
their exces output

But, with the weathe so generaly unseasonablethe
usud demam didnt materialize And there thev were heav
ily overstocked—ath needig money

If we would take all their surplis stok of the finer
grades of woven Madras amountirg to a quarter of a mil-
lion yards, they offered to let us haw them a wav below
ary price we had eve paid for shirtings in al our yeas in
business—afar les than they could make the materiaé
and sel them for today

We took them—the whole quarter-milli:m yards—a a
tremendos saving in cost . . .

A Bargan You May Nevea Ge Again. . . .

Let me point out the differenee between this logical
carefully-prepard introduction to the price slash and a simple
bare announcememnof that slash Here the copy writer not onlv
emphasize bargain over and over again but brings in qualiti/
as a counter-desie time after time. He thus uses a mechanim
within a mechanism (1) the unseasonakl weathe causig (2
the factory to becomne overstocke resulting in the primary mark
down—to build belief upon belief.
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Here the copv starts with the mechanism and onlv goes into
the bargan claims six paragraphs later. Again, he has taken the
Creative Gamble in this case tha he could hold the reader in-
tereg for thoe six paragraphs And. becaus of this gamble lie
reaps ten times the believabiliv for even word he said abou the
bargain-vale of his offer from tha point on.
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THE SIXTH TECHNIQU E
OF BREAKTHROUGH
COPY: CONCENTRATION

How to Destrog/ Alternate Ways for
Your Prospet to Satisy His Desire

As vou know;, in the final analysis
no successfucopy eve sels a product It sels a way of satisfy
ing a particula desire And its powe to sel ultimatey comes
from the intensiy of tha desire

If the desie is commercial—thais, if it is shar@ by masse
of people ard if eat of these peopk warnt tha satisfactioo enoudn
to pay the price requirel for a mechanim to satisf it—then it
is highly probabé tha mary firms will try to delive tha mech
anism or product to them

The almog universé condition of commercia life is compe
tition. No ore who selk am'thing of course can avod it. As you
write, one eye is fixed on you market ard the othe on you
competitors

We haw describé in this bodk severd differert ways of
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beatirg competition Let's stqp for a momen ard review them
First, of course is superioriy of product This is the ulti-
mate weapm in the war for the consumes dollar. If you pro-
duce the beg product your advertisig has a hundre times the
chane of succes than if you produ@ only a fair product Mo
gred ads haw been associateé with gred products Most gred
copy claims come from the assemly line. If vours does not if
your copy is bette than your product then serd it to vour client
insteal of your prospect ard tel him to male it a reality.

But even the beg produd need equaly as effectie cop
to induae peopk to try it. Otherwise the excessie cog of get
ting the first purchas may drive the produa off the market be-
fore the repea sales can build up high enoudy to earn it through

So we come to our secom weapm to bed competition—su
periority of promise A stronge promise tha evokes more de
sire. A wider promise tha causs more peopk to buv. A more
believabk promise tha brings in the skeptis as well as the sus
ceptible This entire bodk has been a blueprirt for developimg
sud promises

Third, we haw the weapm of product-role The role the
produd allows its consume to plav. The personality the identk
fication, the prestige the status the excitemen vou can bring
out of yowr product or grat onto it.

Fourth we haw respone ard reactim as a competitive
force—the ability to one-up the competition to escalag¢ claims
when necessaryto shit mechanismsto invade new markets

And fifth—the technige we will discus in this chapter—$
dired attack

Direct attack—tle mechanismn of Concentration— differs
completey from the othe four method we hawe discussd above
All thee techniqus hawe the comma elemen of ignoring the
competition They concentrag on your story, ,/our proniises”/o/k
benefits your product They ad as though'thee is no othea win-
possibé of gaining the satisfactio your prospet desires

Therefore they are mog effectie when vou dominae a
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field, when vour primary problem is to proted¢ your customers
lovalty agains the claims of your competitor or when your story
is 0 powerful so different or so fresh tha the competition has
nothing to matd it. In thes cases it's bette not to give him
the prestige of attack nat to mentia his claims or his product
even invidiously, in the spa@ which cost you sud a dea dollar.

But in mary othe cases—especigllwhere your advertisimg
budgé is mud less than his—especiall where the bulk of your
prospecs are alrea¢ customes of his—you first problan may
be to crak his image to shatte their loyalty, before you can
rechannk their desie arourd to vou

What Concentration Is

But this proces of Concentratior—this carefu| logical doc
umenta proces of proving ineffectua othe ways of satisfyirg
vour prospect desire—s much more than mere attack. If you
can only attack anotherproduct—without showing at the same
time, by comparison, how your product provides what the other
lacks—thensay nothing at all! Never attack a weakness unless
you can provide the solutionto that weaknessat the same time!

The reasa for this is simple Your prospet knows tha your
attak is biased If, therefore you are attackig anothe produd
onlv for your own good—n othe words to win the sak by dis
paragirg you competitor—wha you will probaby evolke in his
mind is skepticign ard dislike, ard very little else

But—anrd this is the critica point in this process—fiyou can
shav your custome tha this attadk is for his own good in his
sendege becaus your produd will eliminat this weaknessthen
you hawe a sales stoly he will accept Then you will male him
question even the mog ingraineal loyalty.

Concentration,therefore is the proces of pointing out weak
nesse in the competition . . . emphasizig therr disservie to your
prospet . . . ard then proving to him tha yow produd gives him
wha he wans without them
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Notice that all the technique tha we hawe developé in the
lag few chaptes are usal here Intensification to showv the penat
ties of continuing with the old product Gradualization to show
the logicd cau® of the weaknesse and how thev can now be
cured Mechanization to prove that your produd removes the
weakness And so on.

Concentration is therefoe a complicatel process taking up
sizabk spa@ to do its job properly and combinirg almog every
trick you hawe learna in this book To ses how incredibly ef
fective it can be, however let us look at two masterfl examples

The first is our spak plug ad again As vou remembey in
the copy, the copy writer has told his prospet tha he can run
his car without spak plugs tha he can ge more gas mileage
and more powe if he puts "fire injectors' into his car instea of
the old-fashion@ plugs

Now he goes on to:

1. Provide the mechanism which prove his own claim; and

2. To destry the prospectg confidene in plugs forever in
this brilliant piece of interweavirg copy.

MECHANICS AND ENGINEERS
READ THIS CAREFULLY

And for you mechanis ard enginees let me tell vou
why fire injection mug give vou thes results

A spark plugumps a spark ofelectricity across anair
gap. This is the mod wastefl and powea consumig wav
to ge electriciy from one place to anothe and it limits
the size of the spark

Afire injector fires on the surface of an electrical con-
ductor This is the mog efficient wav to get a big power
ful spak into your cylinder.

On ordinary spark plugsthe air gap betweenthe elec-
trode and the firing point is always gettingbigger becaus
the electroe is always burning awav This mears vou hawe
misfiring which mears loss of powe plus wastel gas plus
raw gas to dama@ the cylinders and piston rings On fire
injectors there isno air gap and no electrode to burraway.
That mears maximun ga explosim which mears full
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power, full econony and no raw ges to wash awa/ the oil
protection from cylinder walls and pistons

A spark plug accumulatefiith and carbon becaus oi
inefficient firing. This mears vou nea regula cleaning
settirg and expensie replacemernit

A fire injector never needscleaning or setting. It ac
tually- "breals in" ard become more efficient with use It
will actualyy outlag your car, deliverig maximun efficiency
without servicirg or replacement

A spark plug givesyou a thin skimpy spark tha ac
tually blows out unde pressue of les than 120 pounds

A fire injector gives you a heavy powerful flame that
will not blow out at pressure far heavie than thoe cre-
ated bv even the highes compressin engine . . .

With ordinary spark plugs you are using,or should
he using premium gas which coss from 4 to 8 cens more
than ordinay gas amd despie this you're getting ineffi-
cient, wastefl gas consumption

With fire injectors regular gas will give you up to 8
more gas miles per gallon, up to 31 more horsepower,plus
easie startig in al weather Add the® saving togethe
and see for yourset whv | sav tha fire injectors will pay
for themselve evely singke month tha you drive your car.

Ordinary spark plugs have to he replaced regularly.

In sorme of the new high-compressio cars a sda of plugs
will bum up in a coupk of months

Afire injector installation is guaranteedor the life of
your car without cleaning, servicing, or replacing.

Thes are sone of the reasos tha the U.S. Air Force
pays premium prices for surface supported injectorsfor
their aircraft and why vou will ultimately find fire injec
tors in al automobiles. ..

1

Let's See How He Does It

| hope that by now you hawe spottel mary of the technique

he uses to gain his effecs ... to build the overal powe of this

sequence Let's just chedk off a few of them right now:

First, of course is the interweavig contrast A weaknes in
the operation of the spak plug is pointed out, and then immed#
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ately counteracté by the beneft the injecta gives you Bad—
good bad—goog¢ bad—good this is the underlyirg structue of
this sequence

But this is only one use he makes of parallelism He repeas
words to contras the inherert weaknes of the plug with the in-
heren strengh of the injector. "A spark plug jumps a spar*
"Afire injecta fires on. ..." Sparkis a we& word; fire is mud
stronge visualy And he later intensifies this contras of image
by saying "A spak plug gives you a thin skimpy spark.
againg "A fire injecta gives you a heavy, powerful flame_
You can picture the difference

Throughou the copy, definition and re-definition take place
Spak firing is the "mog wastefl ard powea consumilg way' as
oppose to "the mog efficient way to ge a big powerfu spark’
Misfiring mears "loss of powe plus . . . ;" while maximun gas ex
plosion mears full power, full economy . . ." (Notice the paralld
sentene structue here sharpenig the contrast)

And, in a beautifu image the fire injecta actual "breals
in"—a masterpiee of redefinition by analogy

Of course almog evey beneft has its documentary mech
anism The air gg in ordinay plugs ges bigge "becaus the
electroce is burning away” The spak plug ges dirtv "becaus of
inefficient firing." And so on.
" Let me point out agan the genera structue of this sequene

is:

Bad

Good

Bad

Good

Bad

Good

And s0 on. It thus offers repeated direct one-for-ore con
trast It explores a numbe of performane factoss of vital inter-
ed in the prospect—showig the bad ard then the godd side of

ead of them
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A Secord Strategy

This is one way of accomplishig your Concentration But,
of course it is not always feasible becaus the points you wish
to contras mav not be so easiy and clearly broken down, one
bv one You may be dealing instead with a time sequence-a
recurring unpleasat experiene with which the prospet is fa-
miliar, and which you wish to sharpa before you provide him
with the antidote

In this cae your Concentratio copy would adopg a differ-
ent structure Somethimg tha looks more like this:

What happers to you now. with the produd or product you
are using presentlv

What will happen when vou switch to the new product

Here is sudh a structure for an ad selling a reducirg pill.
Let's look first at the negative copy:.

For yeas doctos haw known tha ordinaly reducirg
plans—tha vou pay S5 $10 and even 815 for in the stores—
are completely passivelTha they depem strictly on your
own will power—am vour ability to starve tha fat off your
bodv. All tha thes ordinay reducirg plars are able to
give' vou ... for vour $5 or 810 or S15—ae HUNGER-
APPEASING PRODUCTS—pills powdes ard liquids tha
do nothing more than swel up in your stomach—tht do
nothing more than "dull* your hunge a little.

But not one of thee producs could do anythirg to
ACTIVELY help you redue your weight To take the stran
off tha starvatim diet To actualy help vou BURN UP
that uglv fat. . . OXIDIZE tha fat. . . MELT IT AWAY—
FOREVER

So wha happened If you were overweight you strug
gled to do the job of reducirg BY YOURSELR You took
vour hunger-appeas pills religiously. You pushe awa
the foods vou love. You spen week after week of torture
And finally, if vou were lucky; you carvel off 5, 10, or even
12 preciots pounds

And then your will power snapped! You broke your
terrible diet You discoverd tha your little pills were use
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less to keep you away from the foods vou loved And the
fat flowed back—heavieand uglier and more deadhj than
ever before!

Again, let's glane at the mears the writer usal to get his
total effect b

In the first and secom paragraphs—Definition and Redef
inition. Ordinaly reducirg plans are passive. They deperd on vour
own will power They can do nothing to actively bum up fat

And in the third paragraph the equatirg of taking ordinaw
reducirg pills with "doing the job of reduciny yourself

~ Next, logic—cau®e and effect Given the acceptane of these
definitions by the reader the third and fourth paragrapk becone
a logicd necessity This tone of caug and effed is conveva in
the phrase "So wha happened?

Now, of course the third and fourth paragraph condens
an experiene which is all too commm to evevw woman who has
eve tried to reduce She has lived throudh this herself time after
time. She recognize ead of the symptoms And so she finds her
sef noddig her head agreeig with ead in its turn, building
up a strean of acceptancg which carries more and more con
viction as she finds her own experience more and more thor-
oughly described

And then at the climax, in the lag line of the fourth para
graph the destniction of the old method of reducirg is complete
Notice the use of the word "And" to tie this final indictmert in
structuraly with the strean of sensoy experiencs that hawe gore
before it. There is no doult that the fat has come badk agan in
this womans life—if it hadn't she wouldnt hawe read this much
of the ad But here the inevitable implication buried in a sentence
with  which no woman could disagree—is that it icas the failure
of the pills that caused thdailure of the diet.

Thus the stage is s& for the hero-produt to emerge It has
alread/ been foreshadowd in the secom paragraph—i the neg
ative accusatios tha thes ordinay method can do nothing
"actively" to "burn awav' fat
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Now the copv goes on, from failure to promise like this:

And so vou tried anothe passie plan And another
And another And then if vou were like the men and women
whos fantastc ca® histories w ere reportal by leadirg med
ica journals—perhap vou went to vour docta and askel
him for an easy way out—without torture—and without
sliding hack!

Thes doctos had the answe in a tiny grey pill—and
a common-sens plan

In their hands—s tinv tha thev could balane it on
the tip of their little finger—was perhap the greates
weapm eve discovere againg deadly exces fat It was
a miraculos compoum called LECITHIN—brand
new—who® amazirg fat-dissolvirg properties had been
discoverel bv a Nobd prize winner—the co-discovere
of insulin. . . .

Becausg this produd was perfecty safe—ad as eay
to take as an aspirin—man had usel it themselve when
they wantal to lose weight . . .

Thev were nat given am starvation diets . . . thev neve
experiencd a singe hungy momert . . . they reported in
ca® after case tha thev felt more pep more energy more
youth and vitality than thev had known in year$

And then dav afte dav faste and easie and safe
than thev had eva known before the ugly exces fat arourd
their bodies melted awav While thev were eatirg three de-
licious meak aday, thev were sheddirg as much as 5 pounds
a week While thev were feastig on mouth-waterig
steaks. . .

And so on. Right bad into Intensification copy, with its strorg

picture-imag sell

Here are vour contrast—vou mechanization—you docuw
mentation—you referene to authority—am then your retum to
promise in the form of cag history, which now has mary times
its originad power, base on both the elimination of alternae chan
nels of fulfilment, and the strorg supportip mechanismm which

documens its claims
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One Final Word on Concentration

| hawe purposey chosa extrerme examplas to illustrate eah
mechanism The® copy blocks are longe than Concentratia
ned logically be The sane effed may be boiled down into two
or three sentencesor even a singke phrase as in this classt
headline

"SHRINKS HEMORRHOIDS WITHOUT SURGERY:"

Here is contrast—implie weaknes in othe products—com
pensatig promise in vour own

Again, it is nat the content nor is it the lengh of copy usal
in a mechanim tha makes it effective It is simply and solel
the problam it solves for you in the developmen of your copy—
by the emotiond reaction it produces on your reade when he
encountes it.

If, in this case vou hawe causé him to questiom a habt . . .
shift a lovalty . . . take a chan@ on your product—ya hawe dore
your job, no matte how few or how mary words vou hawe usd
to do it.
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THE SEVENTH
TECHNIQUE OF
BREAKTHROUGH COPY.
CAMOUFLAGE

How to Borrow Conviction for Your Copy

We hawe now discussd five sep
arae waws to build believabiliv into vour copv | do nat think
we shoutl leawe this subje¢ without a leas mentionirg ore other,
entirely different approach—thtaoi borrowing believabiliv from
all the places in our sociey where it is stored up.

The proces bv which vou do this is quite simple As vou
know, peopk do nat bin' a newspaper or a magazine or arnv
othe mediun of communicatio for its ads a all. They buv this
publication—a@ thev tum on their radio ard television set—o
keep in touch icith theworld around them;to leam whats hap
pening ard whv it's happening To be entertained or enlight
ened or simpl kept up to date

Now, when a persm chooss one of the publicatiors (ard
for a momen we'l disregad radio and television) he does so
becaus he believes tha tha publicatio is telling him the truth.
He has faith in tha publication He believesin it.

185



186 SEVENTH TECHNIQUE OF BREAKTHROUGH COPY. CAMOUFLAGE

And, as long as he has faith in tha publication (as ary spae
buye can tell you) it remairs an excellen mediun for advertis
ing—becausesome of his trust carries over from the editorial
pagesto the advertisingpages. He simply assums tha his pub-
lication wouldnt carty the ad if it werent true

And, on the othe hand when he loses faith in tha publi-
cation the effectivenes of its advertisig just goes to pieces If
he no longe believes in the publication he wont beliewe in the
advertisirg it carries This factor—tte believability in the medium
itself— think is a far more importart consideratia in buying
spa@ than mere circulation

All this is of vital interes to the spa@ buyer of course but
we hawe to go a st further You see nat only does this reade
come to beliewe in the publication which he buys repeatedly but
after a while he becoms usal to receivirg his tmth couchel in
the style ard forma and phraseolog of tha particula publication

In othea words a conditional reflex has been formed here
The man believes in the publication The publication phrass its
materid in a certan way. After a while, that phraseologybegins
to carry an aura oftruth all by itself no matter what material
it embraces.

Thus you hawe waiting for your ad—i it is adapte the right
way—a stora believability A believability reflex Which you can
tap by adoptirg this particula publications phraseolog when you
addres its audience

Let's Look at a Few Examples

Il try to shov you the three different ways you can borrow
this built-up believability:

First, of course and mogd obvious is Format Ead publi-
cation has its own look. You hawe your copy. Your job is to merge
both of them into a combination tha will:

1. Allow the reade to ente into your ad with the leag
possibeé menta shifting of geas from "editorial' to "advertise
ment'
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2. Carwv alorg the greates possibé amourt of believability
throudh evey sentene of the ad

I hawe na discussd layou in this book becaue | do na be
lieve layou is neary as effectie as copy in determinimg the re-
sults of your ad Here however layou is important A single chang
in forma can add 50% to yow readership ard you results

Your job here oncee again is to approximag¢ as closey as
possibé the forma of the mediun in which you are advertising
This means ideally, letting them sd vour ad . . . using their kind
of headline-to-body-cop transition . . . usirg their illustrations
their sub heads their break-yp of space

On the following page are two ads for the sane bodk on
handlig people The first is an all-purpose house-se magazie
ad tha was shotgunnd ove twelve or fifteen media It was mildly
successful

The seconl is the sane ad adapte featue for featue for
the Wall StreetJournal. It was enormoust successful—s mud
so tha it has been repeatd iat the time of this writing) nine-
teen times one a month with no drop-of in pull.

Let's look a the changs tha give this adapte forma sud
continual believability.

1. The headline sd by the journal in journal type Ther
is no differene betwea this old-fashioned upper-and-lower-cas
headlire ard ary othe headlire in the editorid conten of this
issue Therefore it does not immediatey signd the reader "This
is an ad beware! To haw mace it bolder or more modern or
in al caps would simply diminish its effectiveness

2. The sb headlines—tw of them one following directly
on the other Verv Nineteenh Century really. Abandond yeas
ag by 99% of al American newspapersBut the Journal uses it,
and therefoe the ad uses the sane treatment And the very fad
that it is so unusual and s0 old-fashioned makes its adaptatio
that mudh more belief-carryirg in this context
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uleck, the “ao-listener.”

How 1o win over unfriendly ex-
perts, 1he man whe wanis to gel
something off his chest, jeatous sub-
ord angry

SUPETIOFS iv & way that
cally wins acceplance,

How 10 overcome favoritism.

How (o handie objsctions. Stop
people from saying no. Make o
casy for them 1o say yes.

How 1o make a complimen; 1wice
a5 effective,

How to use your own misiakes 1o
win greaier confidence for yourself,

Three magic words tha autamaj-
ically arouse enthusiasm

The one great secrer of making
peopie beheve in you. Rely on you.
Follow you.

How 10 keep the other person
from eaking too long, withow in-
sulting him.

How 1o comirol one man, of »
whole group of people,

How 10 make 1he other person
compromise first. Haw 1o atlow him
o swallow his words gracefully.
Tum insults into apologies. Hatred
into 1ok,

When and where to give in, and
how 1o get the most for yourself.

The anc 1hing peopie W more
than anayihing eise in 1the world.
And how 16 put yoursell in 3 posi-
tion where they get i from youw
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How to Make -
Anybody

Like You!

Can Popularity Be Purchased? The Answerl
is Yes! And the Cost is Approximately Tio

to Three Hours of Your Time.

Popularity can be learned. Just ;Fath woheut letving it be eidetracked or

driv a b l 4. '\nanﬁer bf
asdriving a carcan be kearne Flow 1o make your fone of view s1Ck
And ilcan be made ]LI.’:‘ as =Jehtly o your lesterncrs’ winds.
. 3 . Haw ra persuade wthout arguing. Gave
automatic, and just as reliable. .15 without alousng resemment. Criti-
athetg mithout hurtimg thew feefings,

This has been prowed by thousands of
community teafers, Men aml womeny whe X
wers penl 10 learn populaniby by ench car Haw to Reach the Peapla
porahong gs General Mulary, Dultant, St ry: Who Heally Count
Heehuck, AXIY pstrnan Kadak Poerdd.
ftarden, Coca Cala. fiveilyear, Sandard snl,

I Genera) Elecing and over & hundred more.

H.w ta present your ileas £ superiors
a Wiy 1har eurematnaily wens acCeps.

These corpatations pa:d over eng [=H ‘°,
lisn dollars 1o 3 single raan to teath ther; 1w to avercome favantism,
executives the secrers of popular'y I How to handle abjecri.ry, Si1op pecpls
+ gaving Ao, Make gt easy for them 1o
4y 309
ilow to make a compliment twice 4%
ThIE
H-w 1o cse your own mistakes Lo wWin
arener conbidence far yourselr,

Three magic words thar gutamatically
Tarcuse erthusiase,
* _Tr-z ~re great seceet of making people
el e am you Rely on Yol Foilow you

They pard up to $22 50 a persch ra learn
priceless techniques like these. |

How to make pesplt wani to ser vou!
again From the wvery firse memert 4
mett you.

How 1o avend the everyday B omlers
yhat awlomatitally #rragonizs perp .

L

How to handle embartassing siaatic
without losing the other persan’s Ty

How 10 get other peagle 10 Disten 1010
one but you.

Haow to ger elther peaple 1o H:
you want them 1o do—and fouve -

Quer one hundred of Amencas
cmputalmns paid up to F22 50 @ person o
acquire these te(hn-ques They are a1
paying up 1o 37250 & persen to AcqLle
thermn,

You can learn tkem oall in oyaonr cwn
home next weekend, wahaut rishing a
perny Here's haw:

The Book That Took
Forly Yeara to Write

In the entire United Svaces, only ore
man tearhes these techriques His name 1t
Pagl P. Parker. LL It e has concentragd
by ennire Iifetirme mogne ficlde=discover.
ing the best methods of winning pecple
over 16 your way of thinking, without Meel Dr. Porker
antagonizing them. Pm P Purker, LE P, ke concentreted hig

D7, Parker believes thar these methods Irling 1o ot Leia [hstorenng e bes
hte ood handhing pecpls and  #harag chae

are mort imporian thuan knowledge 06 ] Yhal bianiedgs aah nibers Mo aa Amencas oul
ceanneciiens © Morg important than te<hne WAGDRE Butharily b The gubpect. Bavug Jeclared
cal skill Far more imperiant than mere | briart More theg 200 Cutunqing mom onl

wulicrees e hes couched Gver WO geeple

hard waotk i e Faiker Method,

1
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3. The two bars directly abow and below the first sub hed
One of thoe smal touches that defines individualitv. The ac
would lose sonme of its atmosphee without them And atmo
sphee (believability, trus?) is what you're seekirg with thes
adaptations

4. The placemen of subhead to the extrene left of the col-
umn. Anothe minute detail Bad lavou accordilg to the a“enx
art director But again in perfed¢ harmory with the format of
the editorid content

5. The line drawing of the authot An uglv rendering Far
less attractive than the photograp of the sane man in the mag
azine ad And yet the Journal does not use photograpk of the
men they picture in their editorid columns And so this ad mug
do the same even at the cog of harrowirg screans of pain from
its authos (until they see their rovaltv checks)

Thus wha has been done by the® adaptations is tha a
corny, old-fashioned rathe ugly advertisemen has been devel
oped for this specift medium—whidh has abou twice the be
lievability, twice the pulling power, and twice the stavirg power
of the same exad copy and illustration presentd the mass
producal wav.

Is it worth the extra cos? Yes Shoul it be done for ead
importart medium in turn? Yes

Why? Becaug in so doing you are tappirg the ingrainel
trust that the reade has for each medium in turn, and channel
ing at leag part of it, unconsciously onto vour product

This, then is the first methal of borrowing this built-in be-
lievability: adoptirg format.

The Secord Way to Borrow Believabilitv

The second—slighth less specific—s adoptirg phraseology.

This methd stens from the fad that certan media or classs
of media use certan stereotypd phrass over and ove again
which after a while take on a believabilitv of their own.
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In newspapersto take the mog obvious example there is
usually an isswe date a city of origin, and perhap a by-line. Each
of thee news-indicatorsmay be picked up by the copv writer to

add believability to his opening as in this extremey successfu
example

SKIN SPECIALIST DEMONSTRATES

HOW TO RINSE AWAY YOUR BLACKHEADS
Bv Claire Hoffman
New York, N.Y.—A leadirg docta today
showal an audiene of men women ard skin
troubled teenages how to clean oily skin ard
shrirk enlargel pores with a I0-minute home med
ical treatmen he has perfected. . ."

And so on. The news tone has been sd by the openirg phrases
The entire remainde of the copy has been given the atmosphes
of a report rathe than a sales stoly by thes first few sentences

The same principle can be usel for eath of the othe classs
of media vou employ In dired mail, look for the key cor
respondene your prospet receives that are opena instanty
without exception Some example would be refund checks gow
ernmen correspondencedividend notices confidentid reports
high-priced newsletters etc

In radio and TV, adog the news forma and the news phrase
ology. Even if possible adopg the news "sound"—the clipped
phrae of the newscasterthe inside tone of the analyst the doc
umentay fed of the news hand-hetl camera

Study the channe$ of communicatio that peopk beliewe in.
Adopt their tone their feel, their style their sincerity Make your
ads blend in, so there is no jarring transition Camouflagethem

Believability-Borrowin g Strategy #3

In a later chapter we'll ded with mood directly. However
as the lag methd of borrowing believability, | want to mention
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two mood adaptatios tha rightly belorg j, this discussion

We've seen that you borrow vour publicatiors forma and
your publicatiors phraseolog or stvle Thes two method ol
adding confidene to your copy deper directly on the particu
lar mediun you are using at am particula moment

You pick up tha publicatiors appearane and idiom, as it
were, becaus peopk haw come to contra$ that editorid man
ner of presentatia withaevertisin g languagé in generd and
becaus they automaticaly trugt the first, and automaticaly ap
proad the secom with an ingrained skepticism

In othe words advertisig language which is .mite naturak
biasel languag@ and emotionally-chargé language tends to pro-
duce a counter-reactin in its prospecs bv its velx appearance

To overcone this instart and automatc skepticism—beside
borrowing our hog publicatiors idiom—we al®o haw two othe
idioms which allow us to escap the -hard-sell stereohpe

The first is Understatement. Simplicity. A lack'of color
words. Fewe adjectives than the reade would expe¢ \o su
perlatives Shot sentencesthat fall rathe than rise in tone at
their end

For example take ary Volkswagen ad Count the numbe of
nours per sentence and compae it to the numbe of adjectives
See how the ad kids itself—neve takes itself too seriousy No-
tice how it makes its point quietly, and them stops Even how the
extremey short extremey simple sentene structue adds to the
reeling of sincerity

Here is a complee Volkswagen ad which features one su
periority of the ca over competitive models Could ,,ou hawe told
the stowv as well, ex-en if you usel ten times as mary words?

You never run out of air

You al®» wont have am worries abou draining or
Hushirg the radiata in spring Then is no radiator "

Or hoses

Or wata pump

Or rust
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And so there are no worries abou anti-lreez in the
fall or crackel blocks in the winter.

If vou fed tha vou owe vow Volkswage engire a
little somethig specid evey spring ard fall, you can do
this much

Jud run it once arourd the blodk ard let it air itsef out

This is grea copv becaus of its simplicity and its image and
its sell, all of which intera¢ to give a very powerfd argumen to
anvore looking for a new car.

Also, I'd sugges that vou study ary of the old Claude Hop-
kins ads or Jom E. Kenned ifrom the old Lord & Thomeas day9g
to get the sane powe of sinceriy without the limiting whimsy.
Or the grea radio and TV pitches of the Fifties.

There is little advertisirg being written this way, and its very
raritv. makes it even more effective It will not solve everl selt
ing problem but where it is effective—especiath in continuots
campaigns—ti is very effective indeed

The secomd mood vou mav employ to brek awa from the
"advertising stereorve is what 1 cal Deadly Sincerity. This is
the technique of leaning over backwards to point out the flaxes
in an offer, so that the benefits when you bring them in, will be
believed tha much more deeply

Since this is not done in ordinaly advertising—sine ordi-
nary copv does not knod its produd as well as prais it—it car
ries gred emotiond impact especialy in highly-competitiwe fields.

Here is an example for a bodk on getting ahea on your
job, which had to run afte a hundrel books on the same sub
ject had alread appeard in the same publication

TO THE MAN WHO WILL SETTLE FOR NOTHING
LESS THAN THE PRESIDENCG OF HIS FIRM

And who is willing to malke the incredibke sacrifices
necessar to ga there in the shortes possibé time.

Here is the mog realistc handbo& eve written for
vou—ard vou alone
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This is a private advertisement

It is nat mean for ninety-nire men out of evew hun
dred Thee men do nat haw the drive—the impossibé
pride—the absolué compulsion to succed tha this ad

vertisemen demand . . .

And so on. You can see immediately in the first few para
graphs of this ad how the tone of utter franknes is set The use
of such "non-advertisig phraseology as "incredible sacrifice". .
"impassible pride". . . "absolute compulsion".. . "this advertise-
ment demands"sd the ad off from the othels arourd it—give it
an air of unpredictabiliy that induces the reade to go on.

In our nex chapte when we discus Reinforcement,we shal
see how this tone of complee fairness and even criticism, can
make a comparativey minor claim take on immens emotiona
impact But for now it is sufficient to point out tha this is one
more way to bre& out of the hard-sel stereotype and gain al-
mog the sane type of believability that would be given to a fac

tual report
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THE FINAL TOUCHES

Let's now review what we've done
up to this point, and the lag few problens that we hawe to con
sider.

We starta this bodk with the idea that there was a definite
technique tha could produe bette headlinesthan the ones you
were using yesterday And. since the headlire is so vitally im-
portart to the succes or failure of vour ads we devotal the first
part of our bodk to this creative search

Then, in the secom part we investigatel the equaly im-
portart problemn of how to exploit that headline How to lead the
prospet from the feedirg of interes and curiosity that your head
line had arouse in him, into a constanty mounting conviction
that this product has what he wants and that it is absolutey ca
pable of giving it to him.

You use body copy to accompli® this secom objective—
perhap a lot of it, perhag very little. In either case we've
examina the three interlocking paths by which this effective
demard is created first, the intensification of desire; then the
creaticn of an acceptabd produd personality or role with which

1%
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the prospet will want to identify; and then the rathe abstrat
structue underlyirg your copy arrangemen that produce be-
lievability of vour story.

So now we Ye seen how to read out to your prospecs mind
on all three emotiond lex-els Desire . . . ldentification ... and
Belieyabilirv.

Now, as our lag problem we have to put all tliese elements
together. We haxe to take all these promises the® images thes
devices the® structures—ad weaw them togethe into one co-
hesive unit, tha holds your prospect attentim from beginnirg
to end

In othe words having broken down the ad to analyz the
elemens tha make it work—we now hawe to ded with the re-
verse problem tying it togethe once again

We hawe severh additiond devices that help us do this. We Ye
already touchel on them in passimg in previows chapters Now
let's examire them more closely see wha makes them operate
formalize them into working rules Like this:

Verification—How to Offer Authorities and Proof

Now, of course comes the mog obvious kind of believabit
ity copy. Your proof your statistics your tests vour testimonials
your authorities vour trends vour documentation vour seaf of
approvaj your award won. Any fad at all that vou can use any
where in the copy, to shav that your produd does what vou sax
it does

The key words here are anyichere in your copy. Because as
| haxe tried to show in the lag four chapters the placementof
your proof is as important to its overall effect asthe content itself.

| cant tell you anything abou gatherirg proodf that xour oxn
researb departmeh doesnt knoxw a hundrel times better Or, if
you hawe no researb department tha good hard digging wont
give you.

There are no speci4 rules to phrasimg proof—except perhaps
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to keep it as shot as possible as dramatt as possible as specifc
as possible

And, abow all. remembe that prod copy, like evely other
word in vour ad is selling copy. It cannd merely offer prod
alone It mug offer the kind of prod that makes the prospet
hungty to read evewnv word of it. and it mug make him want the
produd more and more at the end of evel line.

Fine. But the next questim is: where do you place the prod
in your ad? At wha point or points will it be mog effective?

And, next how marv different proofs or tess or testimoni
als or wha hawe vou shoull you include in the ad? When do you
put them in. and when (if evef do you leaw them out? When
do thev make the ad too heavy? When do they make it dull®
When do thev make it too mudch to be believed®

We hawe been discussig thee questions thoudh naot in this
context for the lag four chapters For the lag four chaptes we
hawe been discussig the placemen and structue of claims, of
promises We haw found that the more you prepae for thos
claims and the more agreeabd vou haw made your reade to
acceptirg them the more powerfu they become

The same exad rules hold for vour proof. Proof—like claims—
is most effective ichen the reader unconsciously demands it, and
when he is reach/ to acceptits content as necessaryand logical.

This is the rule. As simple and concreg as this. All the red
is application

We've gore over, quite carefully, the four processse tha de
termine position in vour ad They are once again

1. Gradualizatior—the developmeh of a strean of accep
tances from vour reade to vour statementsleadirg finally to an
inevitable demar on the part of that reade for your product

2. Redefinitior—the removd of preconceived objectiors on
the part of vour prospet toward your product by providing him
with a new definition of that product

3. Mechanizatior-the verbd prod that your produd
works—tha it does what vou sas it does
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4. Concentratior-the verbd prodf that other alternaé ppgq
nets do not do this essentih function as well.

Now, evely one of thes processs is effectiveg not onlv in
increasimg the believability of vour claims, but alo in increasimg
the believabilitv of vour proof.

And, in exacty the sane wav, in evenv one of thes pro-
cesses there is a place for your prodf to appea where it will do
twice as much good for your copy as it would aimvhee else

For example go badk and look at the Concentration copv in
the spak plug ad tha we analvzel in Chapte 12 Here was a
point-after-poin comparisem of the weaknessg of spak plugs
contraste with similar strengtts in fire injectors

At the end of this sequencgthe writer had built up tremen
dous believability He could haw done marv things with that
believability. He could haw switchal it into an immediat re-
statemen of his main claims He could haw channeld it di-
rectly into askirg for the order He could hawe gore into a monev
badk guarantege etc

Instead he chos to pile prod upon believabilitv in this wav.

"These are sone of the reasols that the U.S. Air Force pails
premium prices for surface supported injectors for their air-
craft. . .."

And, in so doing, strengtherm the powe of both the beliew
ability copy that went before and the authoritv-referene that
now follows.

Thus and we'll take this up in greate detal in the Rein-
forcementsection that follows, in copy 1 + 1 can often equal10.
By addirng one powerfd piece of copv—a preeiseV the right mo-
ment—i another you can get an overal effed far greate than
thee two pieces of copy would eve produce if thev were just
sprea out all over the page

Position increass power We continwe to find new example
ot this evert time we explore anothe copv process

And how abou the othe three processe® How does vour
proof interad with thent?
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Well, take Gradualization. Study the TV Repai Manud ad
again Notice the exactpoint tha the "manufactures ted rooms
are brough into the copy—at the very momentthat the reader
is beggingfor somesort ofsolution to the problemsthat the copy
has intensified over and over again.

Here at this point the reade is searchig for an answer
Here the exad sane prod which might be merel dull statistic
if it were presentd earlier suddery takes on asharpend drama—
becausethe reader now is fully aware of its importance, and is
read/ to exploe evey word.

Again, | mug repea tha the main problem with documen
tation is tha it is inherenty dull. Your job, therefore is to add
excitemen to it. You haw to stag it. You hawe to develp a
drama in your reades mind, into which your documentatio en
ters as the hera In which statistic suddeny becone chargel
with emotion—becaug you've made them the solution to what-
ever stands between your reader and the satisfactionsthat he
craves.

| could go on, ard give examples of the interaction of prod
and ead of the remainirg mechanismsbut | think you would
gain far more bv doing it yourself Instead let me sum up by
sayirg this:

Documentatio is ary sot of proof—statistics facts tests
etc.—thd your produd works

Mechanizationon the othe hard (in ca® there may be a
confusion in your mind) is the verbd ard logicd demonstration
and thus als proof tha vour produd¢ works Mechanizationdoes
not necessanyl hawe to incorporae ary outsice documentatio at
all to prowe its point—it does this on the strengh of its logic ard
its structue alone

Verification—which is differert from both of them—s the
proces of arrangig your documentatio within your copy so tha
it gairs the greates immediae acceptane from your reader ard
has the greates emotiond effed on him.

Thus | would sugges tha you st thinking of placing your
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documentatia only in the headlire of vour ad or in the sub
head or in a separa¢ box labelled "Heres Proof!

I would sugges instea that you stat thinking of documen
tation as one more elemen (along with promises belief-words
momentum-buildersimage-sharpenersemotion-definers and all
the reg which we'll explore before we finish) to be interwoven
together side by side—® that combined thev give vou far greate
emotiond powe and believabiliv than arv one of them could
separately

Reinforcement—How to Make Two
Claims Do the Work of Four

The first rule of all copy, of course is tha it produe an
emotiond impact As we hawe seen over and over again even in
believabilitv copy, even in documentation every icord must carry
image, picture, feeling.

Now. the wonderfu thing abou emotiona writing, of which
copy is one form, is this: That if you employ it skillfully, then the
impaa of one emotion plus the impad of a secom emotion will
often add up—non-mathematically—et the impaa of FOUR
emotions

In mathematicsone plus one alwaw equas two—neve more
In emotiond writing, one plus one can often equad ten In othe
words two emotional imagesjoined together in the right way-
can often have TEN TIMES the impact that either of these im-
ages has hi) itself.

For example in the classt Avis campaign the main theme
was "We try harder! Good by itself, but nowhee nea as pow
erful as it becane when it was reinforced by the reason why Avis
tries harder "We're only second:

Thes two separag ideas (1) We're second; (2) Therefore.
we try harder—when they are combined take on a joint impad
far greate than you could eve logically exped if vou simply ex
amined eat one of them by itself.

In fact, we can even define one type of creativity as the
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ahiliitj to combine separate images into a new uiiiti/ that is much
more powerful than the mere logical sum of Us parts.

This is hov new words are horn. As well as new phrases
slogans concepts ideas And. ot course headlines

Your job—ard it's a tough one is to do just this, image bv
image throughou the entire '>od cop. ol vonr ad

For example in the ad lor "the man who will settle for noth
ing less than the presideng ol his firm" tha we quotel in the
last chapter this sequene occurs

This is Jom Horns first book lie is na ah accom
plished writer, and it has Haws 11 \Oll rea tor stvle or for
literarv quality this is na \oiir book

Bui there are jxirajraphs in liu\ hook—ideas in this
hook—whole chaptersi>i this Inuik licit in here nererseen
put down on paper liejore’ \ud dial mai/ open doors to
(/on—tomorrow—thai olhrru i\<  might take a lifetime of
waiting for i/ou to walk through!

Notice how the startling franknes of the first paragraph
which goes out of its wav to cal the readers attention to flaws
in its product serves as an intensifying contras to the positive
claims of the secom paragraph-making them far more beliew
able and therefoe far more powerfu to the reade who is now
convinceal that he is receivirg a fair repot on this book

It is the juxtaposition ol these two paragraphs—oa follow-
ing right on top of the other- tha makes their combination so
effective

Copvwriting. in niarv phases is the seart for suc juxta
positions The lag five chaptes haw been full of example of
them | sugges that vou go badk and read these exampls again
and underlire the combination points—am junctures—wheg one
claim blends into another and eithe sharpes it, pours strengh
into it. or makes it more believable

So. one wav vou tie vour ad togethe is to constanty build
one claim on top of another— -alwas seekimg to make eat stronge
and more believabke bv the combination
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This same principle applies in a smalle way in our nex
device

Interweaving—How to Blend Emotion, Image and
Logic Into the Same Sentene

Let me mentin a this point a though tha has probaby
occurra to you severd times ove the pag few chapters

The big trouble with analyss of the kind we've been doing
in the secom part of this bod is tha afte a while it begirs to
sourd quite mechanical You've probaby though tha I'm sug
gestirg tha you abanda ary kind of creative flow, ard work like
a sot of phrase-carpenteHere you put in a promise there vou
nal on a believabiliy sentence then cove both of them with a
goad strorg identification

This is wha it sound like becaus it takes so long to iden
tify eat one of thee devices ard shov vou how to work them
Becaus of this neal for analysis—whib always requires tha vou
cut individud elemens out of the "life-flow" of a growing ad—
it sound like you shoutl actualy be conscios of eat devie as
you are using it to write that ad—even going o far as to nane
the devie as vou weawe it in.

I dont think | hawe to tel you tha this mechanichapproab
is not my ideg ard tha it wont work. What I'm trying to do is
exacty the sane procedue tha a goff pro uses when he wans
to improve your game He doesrt just let you go out ard plav.
He stogs you, makes you notice your hands rationaliz you grip.
shift your fingers ge usal to the new fed of the club as you lift
it this new way, ard then take a few practiee swings—al a the
same time tha he$ telling you why you're doing it this way.

When you're swingirg for the first few times this new wav.
you fed prety awkward ard you're consciog of evev musce
in your arms Thats why he has you keep swinging-through one
bucket . . two buckes ... ten buckes of balls

Prety soon though those am muscles are going to fed
comfortabé in tha new swing And you're going to lose your
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consciols awarenes of them At that point what was mechani
cd before become intuitive now. But it's a new kind of intu-
ition—far more, skillful and effective than you had before.

This is the kind of intuition I'm trying to build in vou. I'm
trying to take you from Creatk itv #1 to Creativity #2. Both are
intuitive states where you write from the full depths of vour
emotiors as well as your mind, and when' vou are no more con
sciows of the mechanism and devices tha vou are employing to
gain your effects than you are of the movemens of vour fingers
on the typewrite kevs

But, to get you from Stae #1 to Stak #2. 1 hawe to bring
all these detaik to consciousness—anmake vou awkwad in a
new and more effective wav than vou were when vou first learnal
to write copy—® that you can take thes insighs and technique
and bury them inside your own talent—® tha vou can auto
maticaly employ them without thinking abou them at all. when
vou want to expres mog powerfuly vour ideas vour emotiors
and vour sales philosophy

This whole proces of "New Awkwardnes leading to New
Ability" is seen quite clearly in the very simple techniqle of In-
terweaving which | learna from a brilliant man bv the nane of
Walter S. Campbell

Every copy writer should read Campbells book Writing Non-
Fiction (The Writer, Inc., 1961) In the nex chapte I'll list other
books you shoull have But this is certainy one of the impor-
tant ones that you can probaby maste in a weekend

Campbel is talking abou reporting and not copy writing,
but the structurd principles are the same He saws that even
in the mog factud reporting no sentencecan be effective if it
contains only the facts alone. It mug also contan emotion
evaluation impact—if thos facts are to be given meanirg and
importane to the reader

The sane is true for evely sentene you write of copy. That
sentene should contan not only promis . . . not only image
not only logic—bu as much of all three as possible
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Weave togetheryour promise vour logic, vonr emotion vour
image Pad& vour sentencs full of evely one of them Make them
blend into ead other, till its almogs impossibe to pull out the
individua thread of the rich patten of conviction and desie
vou're weaving

For example go badk to the fire injector ad in Chapte 12
and see how promis is interwoven in even sentene of the be-
lievabilitv copy where the injectors are being contrastd with the
old-fashione plugs In these two sentencesfor instance

"With ordinary spark plugs you are using, or should he using
premium gas (disadvantage which costs from 4 to 8 cens more
than ordinaly gas (disadvantage)and despie this (disadvantag
you're getting inefficient (disadvantage) wastefu (disadvantage
gas consumptian (disadvantage).

IIl this first sentence which is part of a logicd sequene of-
fered as prod of superioriy through comparise of performane
characteristics the copv writer has managd to inset six
disadvantage-image for the reade to remembe the next time
he consides buying ordinary plugs

Now the copv writer goes on to his contrastiy sentene
abou the injectors

"Willi fire injectors regular gas (promisg will give i/ou up
to 8 miles more per gallon (promise), upto 31 more horsepower
(promise), plus easie startig (promisg in al weathe (prom
ise).

Five promises in this secom sentence The packirg in of
image upon image to build an overwhelmirg effect

Or, as an even more complicatel example involving the in-
terweavirg of almog evew cops elemen in the book let's look
at this sentence

"And, most important, (a mood-builder indicating the value
to the reade of the promises which are abou to follow) these
experts (referene to authority to build believability) liave dis-
covered (more believabilitv through the use of the scientific
idiom) that i/ou do not haveto he a handyman (the core-promisé
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or « mcc/wnr (restatemen of the core-promisg in order to
coax (promie of eas@ this performance (promise condensig
all the claims of superio receptim tha haw already been de
tailed in the previouws copy) out of i/our set."

Now, is this done consciously/Not at all. But the copy writer
knew the principle of internetin-r . . . iyl experimentd with it
before . . . and had it stored axva in Ins unconscios as one more
tool to be used—intuitiyely-b rin the effed he wanted at the
exad momeri he needda it.

Try it yourself See how mam different emotiors you can
pad into a single sentene . . . paragrap . . . sequence Se2 how
much richer and more powerfd xour cop becomes How much
more you can s& in the same space H.m xou be-m to build re-
inforcement-multipliel impact-ino more and more of your

copy

Sensitivity-How to Give Your Reade What He Demands
Step In Step Throughout the Copy

Now; if you continwe to pile promise upon promise identifi-
cation upon identification documentatia upon documentatia el-
emert upon element where do you stop, Where does it become
too much? Where does the reader become satiated or bored and
want to go on to a new image or new promise, or even the close?

At what point are you starting to oversell? How douou catch
yourself, and switch off?

We hawe alread touche on this problem before in Chap
ter 11. | sugges that vou rerea that discussiom now. even thoudh
we re going to expard on it at this point

Here you are reiving on your own poweis of empatly You
mug be at the same time, not only the writer of your ad but
its reader You mug anticipae tha point in the copy flow--, it
is transformel into a series of impressios in your reades mind-
where he is going to sax: "lI've read enoudr abou this. Give me

this instead"
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And then vou mug shift the direction of the copv to med
his new direction of interest

In other words wha we are talking abou now is the over-
all structure of your ad. Not a sentence or a paragraph or a se
guence but the architecture of the ad as a ichole.

Every ad has an architecture as I'm sure YOU know. This is
the over-al patten of the ad including when and where and how
mam- times you shift from one t\pe of copy to another It is the
ability to recogniz thes shift points and to chang when YOU
encounte them from—sa\-—promis copy to mechanism copy to
documentatia copy to promise copy again tha make vour ad
stick together or fall apart

This is an almog impossibe skill to communicate since it
relies so much on the fed of ead individud situation However
I can show it to YOU after it's occurred in a series of four ads
on the same generé& type of product—books—ad how ead dif-
fers from the othess in the way large blocks of copy elemens are
blendal in and out of the oyer-al sell

As IYe sad before | use mai orde as m\ exampk becaus
mail orde is the longes generd& form of copy, becaus it usu
ally sels the hardest and becaus the techniques I'm talking
abou are usualy outlined mog clearly in this type of copy.

Let's look at our four ads and see how ead approachs the
bastc tak of selling a similar produd in a different way and with
a different blend of elements

Sample Ad #1

This is the friend-winning ad we looked at in our lag chap
ter. 1Ye indicated eadh maja block of copy, in sequencgby a
letter of the alphabet and ead of the shift points b\ a number

| am using as example al direct-promie headlines The
promise in this headlire is almog universa (A): tha vou can
make anybod like YOU. (See page 208)

Instea of intensifying the promise immediately however as
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mary othe ads in this categoy haw done this copv stars out
by restatirg the origind headlire promise (making anybody like
you become popularity) and by defining the previousy unrec
ognized fadt that this popularity can be taught (B).

Why was this done? For two reasons (1) becaue this novel,
almod paradoxich redefinition iCan popularity be purchased?)
establishd an immediat point of difference betwee this book
and the dozers of similar titles tha had come befor it __
always a critical problem And (2> becaus this ads subje¢ was
a teacher and the ads whole believabilitv restal upon the fact
that so mary large and respectd corporatiors had paid this
man so much mone to readh thes technique to their em

ployees
This is establishd by the ads first shift point and first tran
sitiond sentene (1). This has hernproved by . , . leads directlv

into the first documentatia block (.. in which the corporatiors
are named

Thus we hawe the developig patten of the ad as

Promise

Definition

Documentatia . . .

Right up to the nex transitiom sentene (2), which brings in
the first detailed promise block iD). and which then echoes agan
the documentatia (E) and price comparison

Now, after a brief transitiond promise (F), the ad defines
agan the importane of the over-al promise (G), back it up
with a third restatemen of the documentatia (H), and then
states directly the price comparism and monev-bak guaran
tee (1).

Then, with the classc transition (3), it goes on to devoe the
reg of the ad to a detailed cataloguim of the promie (f). A
recitation of promises that are far stronge now—becaus of the
preparatimm of definition and documentatia that has been laid
for them than they would hawe evea been had thev simply been
put at the beginnirg of the ad without such preparation



Sie

A

™

.

Can popularity be purchased? The answer is yes.
And the cost is two to three hours of your time.

Popularity can be learned. Just as

B
driving a car can be learned. And it can
be made just as automatic. and just as H

Teliable,

@—)(Thls hat been R{rmred ‘ﬂ thousands of com-
munity leaders Men and women who were

C

Q@

F (m:t ‘weekend, wilhgut risking a penny. Here's

gant to learn popularity such corgorations
as Genergl M%?ors, DuF'g‘I"lt Sears Roebuck,
ASP, Eastman Kodak, Ford éorue% Coca-Cola,
Goodyear, Standard 0il, General Electric and |
over a hundred more,

These corporations paid over one mitlion
dollars 1o a single man o feach their sxecy-
tives the secret of pozpularsty‘

They paid up o $22.50 a person to leam,

iceless technigques like these:

How to make pedple want to soe you again
from the very tirst moment they mest you.

How to aveid the everyday blunders that
Automadically antagonize psople.

Haw to handie embarrassing situations
without losing the other perscn's respect.

uuu;: 10 get other pecpie tg listen 19 no one
u.,

but
ow 1o get othér peaple 10 do what you
want them to do—and love deing it
o hundred of America’s largest cor.
porations paid up to $22.50 a person ¢ ac.
Guire these techniques. They are still paying
Hp 1o $22.50 & person to acquire them.
¥ou can learn them all, in your own home

how:

The Book That Took
Forty Years to Write

in the entire United States, only one man
teaches these techniques . His name is Paul
P. Parker, LL.D. He has concentrate d his

! entire lifetim e in one fietd—discoverin g the

best method s of winnin g people over to your
way of thinking , without anugomrin g them.
Or. Parker believe s that that* method s are

tism can be learned. ko spproximatety two to
three houss,

Owvar 250,000 men and woman agrea with
him. Thess are the people who took his course
in person, in every farge city In America.

For aver forty years, this $22.50 personat
Caurse was the only way you could tearn these
techmiques,

But starking today, with Lthis announce.
ment, you can have every word of this $22.50
course in your own home, in book form, for
only $4.98,

And you ran read it through from cover to
cover, and then decide wheiher you want to
Keep or return it,

Here is the information you will find in
this hook.

What You Want Them to Dol
How to introduce yourself to others so thay
can never forget you,
How to make immediate contact in a con-
versation—establish an emolional rapport.
How 10 win the friendship, toyalty and
support of the people working with you,
ow ta rivel others’ atiention o your re-
marks, Direct & discussion in the right path,
without ietting it be sidetracked.
How to make your point of view slick ins
detibly in your listeners’ minds.
ow to persuade without argui
orders without arousing resentment.
others without hurting their feslings,

( How to Make Pecple Do

. fRive
riticize

How to Reach People 1 {
Who Really Count

How to present your ideas to superior s in a
way that automaticall y wins acceptance .

How to overcom e favoritism .

How to handl e objections . Stop people from

sayin g no. Make it eaty. for them to say yes.

How to make
nybody like

ou!

-

Paul P, Parker, L.L.D., has concen.
trated his antire litetims in one fleld:
Discovering the best methods of han.
diing people—and sharing this witsl
knpwl with othars, He s America®s
outstanding authority on the subject,
having lectured before more than 5,000
“standing room only” atudiances, He hes
coached “over 250,000 peopls in the
Parker Maihod.

It I» estimated that Dr
been paid over a million do
the executive s of such out
poration s as National Cash
Sears, Roebuck & Co., The
& Pacific Tea Co., North Am
tion, Inc., General Motors C
Kodak Co., Crane Co.. DuPo

tal Bakeries, General Mills
Co., Borden Dairies, Coca-
Co., StAndnrd Oil fA, Gor
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Incidentalh’ notice how the negative promise (K), ard the
full list of documentatio (L), hawe been placel out of the man
strean of the ad where they can be read or not read by thos
that are interestd in them

Sample Ad #2

An ad for a bodk on improving the powe of vour mind.
Again the promise-headlia (A), intensified by—this time—an
elaboratim of this promie (B). (See page 212)

Now, usirg its first transitiond sentene (1), the ad moves
into two paragraph of negatie (C) ard positive (D) redefinition
And then with a singke transition-wod {Simph/—2), agan elab
orates the promise makirg it stronge ard stronge ard more
and more detailed and at the sane time giving it the believabilitw
tone of definition

This definition-tore is unchangd throughot (F), where
promis is agan interwoven with fact leadirg immediatey into
a transiticm (3) in which the tone is tha of proof, but the con
tent is straigh promise (G).

Then this prod is connectd (4) with the entire promie
catalag (H) which fills the reg of the ad

This ad—enormousi successful—d one of the bes exampls
of interweavingwe have Ther is so subtke a blendirg her of
definition, documentatio and promise tha evew word of the
copy som takes on the aum of pure fact

Sample Ad #3

Now we mowe on to the straight-promie ad This is the
rock-em sock-en type dominatel by promie ard mechanism
promise which gairs its powea from the shee momentun ard
relentlessnes of its claims (Ses page 216)

It agan stars with the over-al promie (A), which it im-
mediatey follows up with a second elaboratig promise (B).
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Then it moves directly into its fundamenth definition (C),
which it equats in & single phrag (then t/oti could—I) with a
greatly detailed promise (D), and then follows up with a beautt
fully condensd paragrap which consiss of a transitin in (2) to
a restatemen of its fundamenth redefinition (E). and out agan
(3) to the remainde of the ad (F> which is shee promise and
promise-mechanm from then on.

Here, documentatia is disregardd entirely. The full weight
of the sak depend on the powe ard momentum of the promise
train.

Sample Ad #4

And finally, we hawe a beauy book Here the main promise
headlire (B) is precede by the critical authority-referene (A)
which: first, ses it apat from the othe similar producs it mug
erae from the prospec$ mind: and second brings in immedk
ately the key persuade of its author (See page 220)

(C) block, while promise copy, al® serves the simultaneos
purpos of being a momentum-builder—a techniqe we will dis-
Cuss in a moment

Using the different type faces and sizes as transitiond ele
ments the copy then introduce its crucid concentratia copy
(D), in which it redefins wha the woman can now exped from
her appearanceand in which it outdate othe approache to giv-
ing this fulfilment to her

After (1) Because. comes the first promise-elaboratio
block

But there is no piling up of claim upon claim here There is
too much ingraineal skepticisn in this prospect—to muc aware
nes of other previows claims tha hawe disappointd her in the
past This skepticisn mug be anticipated and answered This is
done first (F) by agreeim with it, and then (G) bv shifting the
entire stoly onto the docta for twelve paragraphs—b far the
longeg referene to authoriyy of ary of our four sampé ads



I'LL MAKE YOU A MENTAL

Yes! Here of last Is yowr chance to gain the THINKING-MACHINE MIND
you've dreamed about ... so easily and quickly thot you'll be aﬂouldod ve. ond
B do ¢ withowt risking a penwny!

ke L#t e explain! 1 dun't care how

poorty orgamized your menlal powets
are today — how difculn i1 is tor you
10 concentrate . . . how bad your

metngry may be .. how much a pris-
anet you are of crippling menial habils

. how kong i takes you eath more-.
img to gar youtr mind goiag wilth
siding-maching wpeed and cerabnty?

1 BELIEYE THAT YOUR MIND
I8 WORKING TODAY AT ONLY
5% TO 10% OF ITS TRUE POWER
— STMPLY BECAUSE YOU DON'T
KNOW THE RIGHT WAY To
FEED iT DIRECTIONS! &

Simply because you don't kngw the
right way 1o feed your mind prob-
tems — 3o clearty mnd Jogically (hat
ibose probiems hatf-solve themselves
before you evem louch them?

Simply because you don’l Xnow the
right way 10 feed your mind facts,
figures and names and faces — 1o they

bars lln-nlus a1 that mind in such
E plet hat you et them
Torever!

Shoply becawse you don't know 1ha
right way (0 fved your mind 3 FULL
CHARGE OF ENTHUSEASM — 50
thad it rrvs g ImETAMLY c¥ery moming
o 80 thet B optrates mt full power,
o for Jusl a few brkel minuies each
day. AUT FOR AS MUCH A5 $ TO
19 FULL HOURS AT A STRETCH!

Mind Pewer Is A Trick!
"M Teach it To Youln
One Weehend!
Yes! Prodlem-solving is a trick!

Cancemration i & Lrick! Memory is
F a 1rick! Habit-breaking is a2 trick?
And, above all, generating the will
pawer that means success 15 A

c

D

O—

TRICK? Mind power can ba made 10
ordet ~— you don's have Io be born
with ii! The secret of a fast-scting,
full-power, THINKING MACHINE
MIND is as simple as tying your choe-
Jace! And ['m willing #o prove il o

withoul your risking = peany!
@-—;ﬂm'lhwl <

The Yery First Hour AHer H
You Pick Up Thls Book, frpm
You Wil Parferm here
A Fout Of Mind Power 0

@.,( All 1 ask from you is this, Let me
Mod you — st my rhsk —one of the

Whal you are going (0 do in that
very frst hour you receive the book,
is this. Turn 10 page |44 RBead three
short pages — oo moze! And then, pul
down the Book. Review in your own
mind the one simple secret I've shown
you — how to feed Iacts imo yowr
mind 3o dhat (hey stay dhere — perma-
wently — m§ long a3 you wish!

Then pul this simple trick (0 woik
tor you -— that very same howr!

Call in your family oz friends, Ask
hem to make 2 kst of any TWELYE
fz¢ls, names o objecis they wish, a1
fast a3 \hey wish. Have them write
down 1he litt s0 they won's [orget it
But, as (hey glve you tach fact, YOU
are golag to perfons s slophe meminl
triek ow that fwed, dhad will bers Ji inio
your mind, IN PERFECT GRDER,
A5 Jong a5 yow wish!

Aud them — INSTANTLY AND
AUTOMATICALLY=you wre going
ta reptal (kat Ust, bachwards apd
forwards, In perfect order, exacily as
JE you were rendiog that 1t In your
(riewil’s hand! And you are golng 1o
have one of the Moy excliing woments
of your Life, n2 you waich sthe sxpres-
skon om ibose people’s facer a5 you
vye) off those Facts ns thoogh they were
Wnshlng o8 & screes on dbe dbaslde of

OUF EEIery}

Thrlling? ¥es! Bt 2lso ome of i
most profiisbie secrers yow will ever
bearn. For that list of twelve facts can
just a3 ¢auly be an appaintmen
schedule — with each appoinimenm
Rashing amomatically into your mind
81 jusi the right ume and place Lthat
you need it! Or a shopping Jist — or
whe outline of a3 speech — or a aales
Presenialion =— or the highlights of an
imporiant article — or a bist of thmngs
1has have Lo be done in perfect order!

Any ont of chem -~ they fash into
yowr mind aviomaiically, as though
You presied a button? And s m3tos-
ishing meats] gift — which will rerve
Fou gvery doy for the rest of your e
= ig yours from fhe vary frvt hour
that youw phl wp this book!

And yet it's only the beginningl

Which Arvas OF Your Mind
B¢ You Want Te Streagthen
in A Single Weskend?
Concentration, Will-Power,
Self-Confidence,
Hablt-Breaking!

Yes! From 1his moment on, in by
than one thriling hour a day, you
bagin testimg ihe wondee-working 1ech.
niques of Avlomatic Organitalion on
evary unlrained cocner of your enind!
You tegin breaking through memal
barrigry=—menlal limiiations that bave
beeh blotking you for yean!

You butin tappitg the

o

2r3 of your owe wisd . . . powern daat
you bave ghmpisd befors In bl
Mty | ., now brongiy 1o the surfacy
aas i gairad with simple formelag
double thelr poierscy — and  pisewd
forever sl youwr bick amd call, ready
io g6 to work for youw ui the bllsk of
ol ayeingh!

Foi caample —

M YOU WANT TO DEVELOP
“S5TEEL-SHUTTER CONCENTRA.
TION" — OVERNIGHT?

Then turn 1 page 85 . . . masied
ane simple execcise ., . and (hnll 1o
your abilay to absorh huge amouris
of infarmanon — easily and ywifily
— even in & room fiked with kalt »
dozen kowllng cHlidren!

DO YOU WANT TO DEVELOPM
“X-RAY EYES"—POWERS OF
OBSERVATION THAT AMAZF
YOUR FRIENDS?

Then tum to page 136 . . . play
three fascinating games . . . and 1hen
starle your friends, ume and timec
again, by your ability (o spot reveal
ing details —puy (ogether hidden
piecer of evidence — ibat ibey Baver
even dreamed were there 3t all!

DO YOU WANT TOQ SEE HOw
EASY 1T 15 TO RAEPLACE BAD
HABITS WITH HABITS YOU CAN
BE PROLID OF?

Then get ready for Lthe revelation
of your life on page 103 . . _ ha
reptaces agony with fun . . . thad sew-
ally bers your bad habits bresk thim-
stives whihowt your hardly Souching
yout will power.

YES! AMD DO YOU WANT TO
GENERATE ENTHUSIASM .

FREENDLINESS . | . PERSON.
ALITY AT AN INSTANT
COMMAND?

Then read every word sasnilng on
page 1651 Learn how (o overcomw
shyness and fear, auomatically . . .
make anyone like you . ., digsolre
opposilion with s Lile u a singhe
word . . . earn both trest and respect
from everyons you mueet — il ey
1hedn — for goodl

Rewd it For Ten Days —
Entirely At Qur Risk!

And thix sUHl i3 Just the beginning'

What Harry Lorayne has described

lomonllmpmu]m & pnadl

of ow i packed

into his amazing new book, SECRETS

OF MIKD FOWER — now avnitabie
ounly through this arvicie!

Here &t lagt i & practical, fascinar-
Ing, essy-(o-read book o Improving
the powers of your mind thav rmlly
works! Its suthor, Herry Lorayne, bas
bern called by experu “the Dhaa with
the mowt phenoena) wimory in the

T3



WIZARD IN ONE EVENING!

world!™ He Bas already shown over
250,000 men and women, atl over
America, hovw they can schieve stan.
ling lmp In thelr
oversight, with it a Few smiautes
work!

But ihls fabulous Push-Rution
Msmory Technigue Ix only ooe amall
eart of Harry Lomyos's grest aew
book! Hers — ln addiios o Memory
— ara  compltie "Pusth-Burton See.
foms” an Observalion, Concenimaiion,
Eathmytasm, Wili-Power, Iéta-Creal
(ug, Repld-Learning, Time-Savier,
Chrar-Thinking, Parcooaldy, Prissd-
Makiag, Pvbiic-Apanking, Werry
mol, Conquesi of Fenr, amd many
more!

Yer! Here sre dozens of simple
techniques that enable you 10 overs
come ¢rippling emotioas, and keep
your thoughts keaded straight for
exch goal’ Showing you how to thi
clearly and ¢flectiveiy in any sityats

MEET HARRY LORAYNE

“The buman being with the most phas
oomenal memory in the world.” Marey
Loraytm hax b 4 in front of th L
of Americansy Rotarians, Elxs, Masons,
Chamber of Commerce graups have all calied
on this amaziog man W prove the bysinem
and sotinl powser of & Thinking-Mackine
Mind! Lorarar’s mind is 00 well organized
that he cno remember the names, fuces, ads
dressrs and occupaiione of over 760 differant
people im o gingie eveaingalicr medting
sich one of them only once?

Mr. Locayne's firgt book “HOW TOQ DE-
YELOP A SUPER-POWER MEMORY" has
already shown over 250,000 men and women,
all over Amerlca, how they can schisve stars
uing improvements in thele MEMory, ovee-
night, with just = few minuute work, Nuf
this fabuiows Push.Buitom Memory Teche
wigua i¢ only one amati port of this greml
mew work! Now Harry Lorarne gives you
sacrets that powerfully strenglhen EVERY
AREA of your mind - Concentestion, Wil
Fower, Problem:5oiv) ldea-Crenting,
Rapid-Learning, Ctear-Thinking Worey-
Contrgl, and doxena mocs ! Secrets !10! work
avermiyht ! Secrete that can change pour en-
tire life in o single week — OR E‘V.!.‘Rr
CENT OF YOUR NONEY BACK!

Raad the thrilling detsite on this pags!
Try this grest work — ENTIRELY AT
QR RIKL

what It you laugh of worries and
fears — make your own good luck =
keep other people from taking advane
tage of you e=tyrn bad breaks lwo
OpPOrlUNilies — ¥#s, e¢ven shirpen
your sense of humor and improve
your abiity 10 speak well, whether
in private conversation of before a
&rowd of hundreds!

B Must Work For Yo —
Or Yeu Don't Pay A Pesny!

The price of this fagcinaling, one--

rolums Mind-Power Encyclopedia is

$4.98 = far less than simitar books
st $o 10t do ils fob as weil)

st wven more mportast & My
unconditions) guarasie! We sealie
that this Book Ls of ma yalwe o You
waleig [ dows evaesihiag we bava
promised you! Therfors, we allow
you to read I et owr risk,

AF ut i ond of thal fime you ww
aot dellghbied In every way, thin
stmply return thw Dok for ¢very conl
of your perchasn prica dach! Them
"4 e comditions! Yow are the oaly
Judge! Sand la the No-Ruk wrder
bhak — TODAY!

PROVEN TO THE COUNTRY'S TOP LEADERS!

Just o few of the oatlonally.l
b wh

of ihe power of

— make dechrions without agonkzing
delays — Jearn vilal facts and figures
at & plance —wodk 30 Kall penisd
powet, alt day long, for Weeks anyg
«ven monihs an end!

Here afe tesed, and proves
*Thought-S1lmulaten™ that srream.

Uve imagination—iocrease your dalty
QuipYt = heip You make Lims for
everything you have 1o do?

Here are “Coafd O »

wl wrry 1 ‘s o
an orgaslied mind:! The power you can deveiop — parting with your st
£ == withost risking & peany!

Amvtrican Crsnnmid Co. Merrifl Lyweh, Flerce, Plzir Lalny
fell Telepbone Co Fepaer A Smith hg::cm&umm
Bordens Muslssippl Fress Axsoc, N
o o O Matual Life Ias. Co,  Rifimay Express Co.
New Maedicad So,
L, P Sabry Execwtive Clab
Gaseral Elecirie, N.Y.C. :“ 33 g:f;‘;.m o Rosduck
l'.“ £ Ll w-‘ mls 3
ioh Jnmmm FeAm O Bobber Co
] ..
Ind. md'm an-Am Managemesd u )
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214 THE FINAL TOUCHES

Then a transitim (2) bak to promise (H), which fills out
the req of the ad

See How the Structure Differs

Let me sa this. Although | hawe not pointed out evew tran
sition, nor evew blending of different tvpes of copy, | have 1
hope given you enoudh materid to see cleari how ads differ in
overal structure as they differ in content as the demand of
their materid differ.

They range from the simpled promise-elaboratio (exampé
3), to the mod subtlk blendirg of all the various elemens$ of de-
sire, image proof, definition and what hawe vou (exampé 2), to
the mog complicatel promise-and-proaf. . promise-and-profo
reinforcemen (exampé 4).

Each problen demand a different structure Eac signals
as you write it, that here—a this preci®e point—your copy has
left your reader. You hawe gore on straight when lie wants to
turn left. You are piling on promise after promise when lie no
longer believes you. You are burving him unde a sea of statis
tics, when he is convinca you are telling the truth, and wants
you to make those delicious promises all over again

This is what you fed when you are writing the ad ProbabV
a kind of irritating confusion A blockage A sen® tha the copv
has suddeny gore dead and all you are writing now is words

So you stop and think, and look for a new direction | hope
in this section that | haw given you a faint indication of what
sonme of these directiors might be

What, on the othe hand can vou leam from analvzirg the
structue of your ads (or othe writers) after vou hawe finished
them?

Primarily—what kind of ad you have written. Is it straight
promise€? Too much documentatio Too little definition of the
new world of possibilities vour produd has create®

Does it still sourd too much like evervore elses copy, Or
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produc®? Could you put anothe brand-nare on it, ard nat make
ary difference

Have you left anything out? Will this bare promie earw the
sale? Or could you increag its impad bv pavirg its wav with
sone mechanim or believabiliv copv? How abou a prod sec
tion? A use photd? A fuller descriptim of the wav it works?

Mind you, this is not content alone that ice are discussing.
If you take the sanme conteni ard give it a new structure you
are going to creat a new ad Trv it. See for yourself If vou're
studk sometime throw away vour headline throw awas vour rough
copy flow, ard stat of agan ISO degres awag from where you
startel before

| wart to repea this again A newstructureis a new ad. It
brings out new ideas Gives vour promises new sharpnessnew
flavor, new believabiliv and even begirs to creat whole new sec
tions tha you neve dreame were ther in the produd before

So we've cone full circle. You stat vow ad bv creatirg your
headline You devel@ your copv stow from tha headline But if
the copv story doesn't develop— vou gradualy find tha the
headlire isnt really tha goal afte all—then perhapsthe very
elementsthat are begging tocome outof your 6-point type should
be at the top of your ad.

This is wha makes this cops writing so interesting You're
always being surprised—wilh ideas from the mod ungody places
Jug male sure you've ga vou eves open wide enoudn to catdh
all of them

Momentum—How to Draw Your Reade Deepe and
Deepe Into Your Copy

There are two othe devices we shoud discuss Both of them
help tie your ad togethey thoudh thats nat their primaly function

The first is Momentum How to drav your reade into vour
copy . . . ke him readirg . . . makirg sure he doesrt' quit vou in
the middle
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YOU ARE TWICE AS

{...reund anything yew wish,
fwite ws fast w3 you can resd
today, ..

++s albserk focts like & sponge,
and repeot them almast word
for word yeurs loter. .,

.. fMlash thesugh math, b finan.

( This announcement is going to shock the
lite out of you—hecause it flatly says
“bunk” te every idea you have ever had
about how "difficult” it is to learn!

This announcement says that if you could
only liberate the exact same talent and in-
telligence and ability that you have tied up
\ inside you today—then you coulcl:)~®

books in thitty minutes! Burn a maga-
zine article Into your memory In five
minutes! Master the hearl of a busi-
nesy repart [ three minutes!

And you'll file these facts away in
your mind in guch perect order—
automatically—ihat Yoo can puli them
tight out again at sn instant's notice!
So you can back wp every polns you
make In convérsation with dozens of

cial problems that have you stopped
<old today , ., .

.. hold people spelibound with the
oo:-:r of your speech and your written
word . . .,

- - out-think olhers when you have to,

from
here
on

@
E

o, memorizing useless thearies—but sim.

\rour over them in judgmend, cutshlne
them completely in imagination.

And do it alt—not by strugsling

through dreary textbooks . . . not by

ply by pusing your LOCKED-LIP
LEARNING POWERS io wotke
today—as easily and logically az this:

¢ Learning Action 31

Leis you skim through »
book Im a5 Iithe a5 thirty myba-
wies Dugzle aibert with your
fuslghan Inbo It that very same
night!

This action ic literally a brand-new
way to read the printed page! Yet it
requites nothing more than an ordi
nary pencil!

Once you ate shown i1, you will
never read a3 book from cover 10 cover
apain® Tntiead, you will flash right
through it-—automatically skipping thwe
boring  detailb—automatically scoop
ing up the main ideas as Tast as your
eyes can travel down the pagel

You'll abyorb the key jdens of mon

overwhelming facts . ., fit ¢very one
of your piaiements wirh authority and
cenviciion . . . win other people to
your views 1o completely that no one
eite could ever jure thew awoy!
And this is just the beginning!

Leamming Actlon 31

Glves you a “Taoe-Reverder
Mamory" for the spoken word!
Lets you hanr hiddem pecrets
 peopht's comveriation that
iney don't evem know they're
revenlingt

This second action requires you to
sk yourself four simple questions
e\rer'y time someons beging to nalk o
you!

These rivet your
on that other person's words . . .
ketp your mind from wandering . . .
bet ¥ou stare up his thoughis as though
they were engraved in Your memory!

They automatically atlow you to
amage your frieads by quoting—al
moat word by word—from conversas
tions you bad with them months
before!

They allow you to win new friends
by remembering details ordinary peo-
P pletely forger? 1 Tour
superiors by repesting back 10 them
thelr most casual orders, step by atep!

Arrd, 21 sxacuy the same time, they

B-{ And these seven simple actions will prove it to you in

enablc you to “red Serween the Hnes™
of whatever that other peman sy
Give you such incredible concentra.
tion when you want it, that you almou
penetiate inte that other persoe’s
mind! Discover facts MWt trying o
hide! Goals he's trying to conceal!
Exaggrrations he's irylng (o raake you
balicve!

Youll be amazed at how clearly
these qQUEsHIONs 0PN UP CINET Propie’s
thoughts 10 you! And they're pill s
ihe brginning?

Learning Action 23

Bullds you 8 pewer-pached
vocabulary! Gilves you e
words you Secd—overnighl=
to lond yowr thoughis wirk
verbal dynamire!

This game 1akes two minutes a day!
You can practics it soywhere—while
dressing in the moening . . . driving
Your cal . . . dining with your febendsy
of family!

And every tlme you iry h—you
aulemalically Searn new words: Emo-
tor-packed words, that make people
stop and listen o yeu! Color-packed
words (hat make your ideas and
sories  crkie  with  excifement!
Fower-packed words, thar moke peo-
Plt pex and feel and do exacily what
these words tell themt 1o dot

Think of it? The next time you prk
up 4 book, you'll automatically under-
stand hundreds of new words, withous
even looking at a dictiooary! The neal
time you start 10 speak in & business
discussion, or a privale conversatlon,
of & club meeting-—twary eye in the
toom will be focustd on you in
stantked sdmication! And sMs s Jurt
the beginnjeg!

Learming Action 34

Doubles your problem-saly.
Ing abltiy! Makes math prob-
o+ + « finsucial problems HALF-
SOLVE THEMSELYES be
fore you even touch them!

This action i3 an ingenlons little
trick used by every professional math
tutor lan the couniny!

You use It Sefore you start to work
on & probl It rakes o
4ppiy! It sequires absolutely no math
background!

And It works miracies! It turos you
into & marhematienl wirerdl IL shows

EXECUTIVE RESEARCH INSTITUTE INGC. §
119 FIFTH AVENUE, NEW YORK., N.Y. 10002 QQ—"
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SMART AS YOU THINK!

a single weekend—by doubling your power fo learn!

EUGENE M. SCHWARTL

For the past six year:, Gene
Schwarly has wouked wolh some of
the country's leddipg pinneers in
deutro-fearning, the modern sci-
ence o bearming Mow 1o I4arn. As
wriktr, Bditor O publither, he hag
been anslrymenial o bringing 1o
the amengan pubiic baoky on
Mamory improvemeni, L[awculive
Teaming Techmigess, H:gh Speed
Learning, Crealive Tmnh.-nf. Frog-
iem Salwing, T:me Crganitalion and
ary Mmook

But wity nol tane ail these in-
credibly powerfy! |earning break.
Ihroughs—and pach them iniy ome
great Sesi—that ean oo uied by
ARy man of wormen bt show dwved-
might resylls in tnelr learning
POwRr ARt EMThIRE POwWElr — 48
slarting that they may hierally
take thair breath away!

This 15 the goat of this book!
"The job was teo imporfant to
leavs 1o someane  else””  Mr,
Schenrl) says, 1 couldn't rest un-
11 did 11 myselt?

you the answers 10 dozens of problems
before you can even pick up your
pengil!

it gives you 3 “fecl fer Fgures”
that will ltave your [riends gayping at
work! It 1¢ts you “Lalk the Janguage of
business —itatisiics, balance sheeds,
p1ofit and Joss—that compleiely mysti-
fits most people!

It ghves you incredible new powers
of making and handling money! Pre-
dicling the stock markst . . . TURRIng
a business . . . setiing up a budga
. . making one dollar do the work
of a hundred—all rhese skilly are
yours, pncd you fearn the pecret af
making figures work for you ar the
srap of yvour fingers!

And it's still just the beginning!
Wait 1l you read thise

Learning Actions 45, 6 and T

Lets you burn facis, figares,
whole books loto your Mem-
ory! Wrlie simple, clenr, com-
ptlling Engtish—almost as fase
25 you ¢an move your hand-=
without & single misiake in
spelitng! Whiz right ikeowgh
thve dogens of “make-or-break™
teHs~License tesls . . . Promo-
HOR tesis . . . par-raise destc
~{hsl 354 your gaiewny (o 1he
big money!

iz Ja 1he pay-oft! Now you jroef
turning your knowledge into the kind
of Hfie you've always dreamed off

Example, would you ihe to make

thousands of bonts dollars with your
pe’ Write  businesi  reports and
memas that hit you head and shout
ders abowe the crowd! Or write the
slory or novel pouve always wanted
9 put on paper’ Or dash off sales
letters that set new recordst Of open
vp i part-hime mail ordes Business
from your home, that has the orders
pouring in!

Ther try thig one prime seciet ol
all professional writers—Mow ro make
Four ghis organize themyelvar, o
you can copy them right down on the
paper’ And see [or yoursell how casy
it is 10 wrlte Powerhouse English~
1w open up a whole new world of

e —— e u .

new book. HOW TG DOUBLE

A L L LT P Y

MAIL NO.RISK COUPON TODAY!
EXECUTIVE RESEARCH INSTITUTE, INC., DEFT. 4 - G0
119 Fifth Avenue, Mew York, N.Y. 10003

Gentlemen: Without obl.i;uion.yplnse Tush me
QUR POWER TO LEARN.

enclosing only 3599 complete. | understand this book is fuily guaran-
teed. Ef this book does not de everthing you say . . . |
piezellv delighled within 10 days, | will return it for my money back.

3 1t you wish your order sent C.G.D., check here. Enclose only $1
good-wail deposit. Pay postman balance plos C.O.B. posiage and han-
diing charges Same moncy-back guaraniee of course!

© Eazcutive Resesrch Iastitute [nc. 1965

accompli with one simple ac-
uon!

Or—and this is the most importapt
wreak-through  of abl—would you
reallty ke 10 earn thal extra diploma
you have always dreamed of!

Wauld you like thal bluechip pro-
mation that has always seemed just
two or three steps out of reach!

Would you Hke a itk afler your
name . . . a litense on your wall . .
the respecl and admiration thal tested
knowlcdge—praven knowiedgs brings
in its wake, every single umel

Then prepare [of one of the most
rhrilling evenings of your Hic! When
you pul itis "Tes-5olver” Aclion o
work! When you're shown a simpls
five.minuie titual-before you take a
test—Ihat breaks that test wide ofen!
That drains fear and nervousness oul
of your body like magic! That puis
every fact you've tearned right al the
nps of your fingers—ready fo 20 fa
work for you at an instani’t wolice—
ready to give you advanrcement rcores
o Righ thal you mave chead faster
rhan you kave ever dreamed!

PROVE IT YOURSELF=-
ENTIRELY AT OUR RISK!

Let me be perfectly frank! These
seven simple actons are literally e
difference belween being frst (v Line
tor life's Ireasures—ar being savisfied
with other men's leavings!

They are all yobrs—and more—in
1he revolutionary new book, HOW TO
DOUBLE YOUR POWER TO
LEARN—yours for onfy 3595 com-
plete.

Fully guataneieed, h opens a whole
new world of accomptishment to you.
Send in the No-Risk Coupon to read
it from cover Lo cover at our yisk—
TODAY!

our revalutionary
1 am

L if Fam not com-

[

[ L L L L L L T L L Y
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Copys first job, of course is to be read If its not read it
cant sell. And if you take some time to make your points—b in-
tensify your desire to build and rebuild vour believability, to re-
inforce one claim with another—tha youd bette make dam
sure that you've put plentv of momentum-buildersinto vour copv

There are two types

1. Actud momentun phrases and

2. Incomplee statements or teasers that draw the reade
further into the copy in orde to complee them

The first type, the momentum-phrasesare time-honored
They are useal in almog ary sott of persuasie or educationh
writing. You inset them in your copy primarily in your transition
sentences to keep interes from flagging to indicat to vour
reade the generd type of materid thats going to follow. They
are "addy," but they work. Here are a few examples taken from
the four bodk ads we looked at in the lag section

"They pad up to $22.% a persm to leam priceles
techniqus like these:"

"You can leam them all, in your own home nex week
end without risking a penny Here's how"

"Here is the information you will find in this hook."
“Let me explain."
"All 1 ak from you is this."

"What you are going to do, in the very first hou tha
you receiw the book is this."

"And yet it's only the beginning."

"THEN put this simple trick to work for uou—that
VERY SAME HOUR"

"For example-"
"Read the thrilling answer below."
". ¢ to startwith..."

"Just wait till you try this."
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And so on. Thes are actua invitations to read on. H YOU
write long copy, thev shoull be spottal throughot it.

The secom categoy of momentum-builde is much more
subtle and giyes YOU thousand of waYs to keep drawing vour
reade along after vour developirg thought It's base on the
simple principle that if YOU make a statemeh that interess vour
reader and if vou purposeV and skillinllv do not complee that
statement so that there is a question of how it can be dong then
he will read on to find out more.

In othe words YOU are continualv throughou the copwv.
1. Creatirg intered in a specifc point

2. Raisimg a question in his mind abou that point and
3. Implying an answe to that question later in the copvw.
Here are some examples of this technique

"And YOU will do it often using nothing more than or-
dinawv tap water vour own ten fingers amd the contens
of vour garden ard vour refrigerator:

"But now. when vou tum on the ignition, a modem
miracle of engineeringsciencecomesto life underneathyour
hood!"

"Yed Here a lag is the Engineerig Miracle vou Ye
been hearirg rumors abou for months The fantastc Power
Booste tha Continentd millionaires use to sowyp up the
performane of .812,00 card The revolutionav new Gas
Save tha actualll gives compact-carecononv to Fords
Chevrolets Plvmoutls ard dozers of othe American cars
now driving in Europé The sixtv-secod attachmen tha
HAD TO BE BANNED from the grea Europea race
ways—becaus it gawe so much addel power so mud
addal efficiency to ary ca tha usel it—that the officials
wereforced to rule that it gave these carsan UNFAIR AD-
VANTAGE over those drivers who couldn't obtain it!"

"How to Grow Thousand of Flowers—Withou Dirty-
ing Your Hands"

"Here it is a last Authoritative medica prod tha
men in therr forties ard fifties and sixties can enjor a se
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From this moment on, forget every-
thing you have evetr héard of read
aboul what “age must do” 1o your

e

Hollywood plastic surgeon's amazing
new book shows how any woman over 30 can

| Look Years Younger,
in 10 short days!

ROM Holtywaod, Calltornla,
comes what is perhaps the mont
thrilting beauty news of our gen-

¢. Forget hing you have
believed about how *ald” you “‘must
B3

took* ut thirty . . . forty ., .
qF even Hxly.
Becavge—atarting with thiz moment
—¥au ate about to entes into w Dew
wotld of beauty! A world where ordl-
nary fruits are transformed jnto antis
wrinkle cosmetics, Where a simphr
daily motion with your chin could
take yeary off the appearance of your
throat and jawline. Where & six-sec-
ond trick with your breathing may
¢tase Lp {0 ene inch from your hip
measurement. and your waist measure-
merd in those fiest six ceconds alone.
You have probably never ¢ven
dreamed that these wonder-working
1wchniques—and over sévenly more—
ever exisied af all. But now they are
given 1o you to prove without risking
a penny. Given to you by 1he very
man who has spent over [wenly yeats
of time deveted exclusively to helping
pome of America’s most glamorous
women foresiall nawre . . . conrrol
aging . . . stay young fat beyond the
commonly accepted years of youth!

When an Aging Movie Star
Mokes You Plead: “How

Does She Look So Young?' H
Why Not Ask Her Doctor? &

L

The name of this man is Dr. Robert o8
Alan Franklyn, inreroanionaily known
COSMElic surgeon.

Although you may never have heard
of him by Rame before, you may Me
hig Fosules often when you go to the
movies or swich on your (elevision
sers,

That magnificently beautlfu) sing-
ing star from World War I days, who
now is seen olen on TV—you know
she must be getting old. How can her

ful. How can ber face be 30 ublined
and glowing? How does ghe seem 1o
laugh &t the wery years that deyroy
other women?

Read the thrilting answer belew

That world-famous sctor and ath-
ieie, who didn's seem to have aged a
day over many years—inat seemsy only
o have grown more handsome, mors
virile, more atiractive with cach pasg-
ing year—how did he defy the wear
and tear of time?

Read the thrilling saswar below

Or that ravishingly kvely mationat
beauty comiest winnesr you're watched
in the pages of your newspaper fos
almost as long as you can L

Hats by providing vitsl motatnre tha
the skin would otherwite Ineviably
loss when you pass 30 or 35,

Thes= cosmetics are made Jrom pa-
ture’s own flowers and feults. They
cost practically nothing. You can maky
thern to perfection o minutes with
any househokl blender, And s b
whal fhey cam o for yoo!

They can ckan your akln withown
Setetgents—Increase the bemefil you
gt out of your cleansing cream st
Aight In seconds,

They cann invisibly guaed your shin
against sun and wind and other ew-
ments in the aic—help give your en-
tire skin, all day, that Jovely, healthy
glow it would tormerly, take on anly
after a brisk walk or a full day in the
open.

They cats glve you glorlous shine (o
¥our halt without ope extra mocion
in your tegular shampoo—can make
tieached or

How does she maintain her fgure?
What does she do thal prevents weight
from forming on her body? And what
prevents age from etching her skin?

Road the thrilliag answar belew

Yeywdozens upon dozens of orher
celebrities whom you would recognize
at & glance—sesk out these secrels of
Jong-tived beauty and youth?!

And 00w Ihis bock glves you koowh
edge thay these men and wowmen tray-
eled the world to leacn. Over deveaty-
£ SEYED ways thal you can use towsrd
sofiening the effects of time . , . free
your appearanct {rom the prison of
your calendar age , . . help bring bavk
e cxnbarant glow of yeuth fo every
inch of your few and bedyl

For Example: To Stort With—

In the very irst hour alone, you are
brought inlo an entirely new wocld of
nplural Cosmetics — oMMt whose
incredible ingredients have been c-
wally used to kelp heal woundst

Here, for perhaps the firit 1lme, are
cotmetics 1hal use the true, beauty-
restoring powers of nature itsell 1o
combat wrinkfe-causing dryoeas . . .

bady be 30 young, 30 slim, so grace-

lthp cosodh Goi that skin apd ereass

h bair kok radient.

They can give you a nature-pure
besuty mask that will completely e
lax you o just Blteen minutes—thas
will help draw oul Impurities frem
your skla, snd help refroshen it in just
Afteen minutes.

They can give you an entirely new
way 10 take & Jun barh next sommer—
spending less time 1o ger moce tan—
& wn that Janis fonger « and that's
¥oury, without ugly peeling, of Mak.
Ing, withowd freckles, withoul wrin-
kies, without pigment spocs,

And this It Just the begioning of
what hese cosmetics can do tor yoas
face slone=Ia thie privacy of youwr swn
A PRy,

Just Wait Tilt You Try This—
5 Simple Face-Soving
Exercises That Affect the
Same Areas That Go inte
a Face Lift

MNow this unigue book gives you in-
formacion concerning amazingly sim.
ple Tagial movements that 1ake a2 litte
a8 thirty secands esch, that help to
bring thet tired chindlee back into
shape . . . help glve you » firm Jaw

220
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line . . . & well-defined and smocther
throatline . . . even, tr neceswary, may
help 10 imp tha o

that plagues 30 many women as they
Frow older!

Pluz professional Hollywaod makes
up secretd that may have your hushand
gasping with delight the firse Lime you
uss them. How {0 blot cot shadows,
ecpecially under the eyes. Marrow 2
thick nose or wide Jawline. Create
fascinating high cheekbores. Look
supkissed and natural.

Plus a brand-new way 10 lzke a
bath ihat soothes your nerves . . .
makes your skin feel silken and
smooth all over . . . avem sovooihes
thase wnplensant rongh spois ou the
soler and heels of your feel.

Plus—and pechaps the most impor-
tant of &ll—a complete section om Lry-
ing to bring back the slim, young,
graceful body you had 25 a bride—
Heht down o genting rid of those
wragic litite ridees of Joose flesh thay
may be developing on yout hips, waist
and thiphs today!

How o Toke Years OF the
Appearance of Your Figure
in a3 Little as 10 Days

The brand:oew NATURAL Crash
Slei—thy simple secrer of how many
a Hollywood Fgure slays that way.
That virtually eliminales hunger pangs
+ + 4 SLATEA ¥ou in & few Lhrilling days
beautifully oa your wey 10 figure re-
uging,

Flus incredibly dellcious, health-
packed “Hollywood diet mesls™ you
may never have drcamed exisied. The
pew meat Joal, vegetable brown rice,
suffed grape Jeaves . . . n compleiely
mew kind of beef Stroganoff, sreak-
¢tres Hoog Kong, Potpourri Hoss
d'Oeuyres . ., cheese and walnui Soal
desserts and others — more mouth-
watering fullaized dinners that ace
spectally designed o aid your body
and Agure,

Plus the ten-zecond lummy-tightents
—ihai builds your own natural giedte
—that may stun your husband Lhe
very ficst week you use it

Plus “swealer girl" exercises. Exes.

cltes that you use o shim down hips
¢+« [0 help contour the limbs, espes
clally those soit lmpide thighs ket
M:ld ruin your figure Sn 2 baibing
sulr,

Flus entire sections on how ta sit,
stand and walk as youthfully and
gracefully a5 2 top fashion mode! . |
tricks of Hallywood voice coaches,
foc putting tlecteicity into every word
¥OU say . _ . over 250 fasclomting
Dages—jam-packed with thrilling new
ideas on beauty, vitality and yauth—
yours to read from cover to cover in
your own home without riskfing a
penny!

Read t at QOur Risk!
Prove M at Qur Riski

Ovﬂ twenty years \vent into the de-
of these The
great majority of them are prabably
completely onfamitisr to you today.
OGnoce you put them to work, the re-
sults may te $o stariling — that you
may find it hard to believe the differ-
ence in your appearancé alone!
The name ol Dr. Frankiyn's baok
Is, of course, THE ART OF STAY-
ING YOUNG. Iis cost is anly 3498

Starting today this unique boghk
by an internationaliy-known plastic
surgeon will show you 77 ways
towards making your face and
bady look youngar, slimmer, lar
more beauliful than you have ever
draamed?

And you will do it often using
nothing more than ordinary tap
water, your own Len fingers, and the
contents of your garden and your
refrigerator,

complete, T is sent 10 you without the
slightest visk on your part. You read
H for ten full days. [f you arc net de-
lighted at the end of 1hat time, simply
returm It for every ceni of yowr pur-
chase price back,

You have nothing to lose. A whole
new world of beauty to gain. S¢end in
the No-Risk Coupon below TODAY.

EXECUTIVE RESEARCH INSTITUTE, INC.

your risk

= MAIL NO-RISK COUPON TODAY! ]
EXECUTIVE RESEARCH INSTITUTE, Inc. PRE-D ]
119 Fifth Avenue, Méew York, N, Y. 10000

Gentlemen: Yes, [ want 10 try & copy of Dr. Robert
amazing neIw baok THE M{T%F S‘F, el st

AYING YOUNG—eniirely al
price of only $498

am not camplelsly delighted .

SI good-will deposic. Pay

complets. [ will use this hook Ior 2 full ren d’ays al your risk, If 1

you u{ I will siimpty return it far every cent of my money hack.
You wish (o, your order sent C.O.D., Check Herc' Enclose
d

. it this book dots not do sverything

han-

diing charges,

p]
ame money back guarantes, of course.
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life in mary ways as satisfyig as when thev were in their
twenties—if they are only shown how to combat the hid-
denforces within their minds and bodies that literally drive
them into impotent!/!"

"Caught 120 Fish in One Hour!"

"Jud picture the scere as thes college horticulturiss
began this amazimg flowering teg of roses Fo her gath
erad in a teg field were al the highly-prized queers of
rosedan . . . ro®e blends tha today sel for as high as 83.5

for a single plant Row upon row of roses . . . prize-winnes
in internationd competition . . .the beg the world has to
offer . . . AND THEN, NEARLY-WILD STARTED TO
BLOOM!"

And so on. The objective here is to keep lite reader going—
for one more sentence one more paragraph one more sequence
Notice, of course that every one of thee examples not only pro-
duces momentum not only raises questiors in the readers mind
that he virtually mug read on to answer—bu is alsq at exacty
the sane time, loadal with sell Again, interweaving—makig
eadh elemen in the ad accompli® two objectives No wase

words

Mood—How to Padk Your Copy With Drama, Excitement,
Sincerity or Any Other Emotion You Wish

Now we come to the matte of words—aml the color which
words create

| hawe given you dozers of different example in this bodk
of selling copy. All these exampls had certan elemens$ in com
mon—they were strong successfuyl convincig and so on. But,
at the same time, ead of thee copy blocks differed from the
others in one immediatey appareh way—in the mood that ead
set simply by the rhythm and words that the copy writer usel
to expres his thoughts

Words and rhythms They are to the copy writer what line
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and color are to the painter They sa the mood of your story—
carry the emotion so subtly tha vour reade neve really realizes
where the excitemen or the image or the conviction is actually
coming from.

For example here are severé of the passage we've looked
at before Now let's italicize the mood-builderswithin them that
make eat so different from the others

Objective to emphasie color, beauty excitement visud
image

And when tha third preciousingrediert reachs those
buds—tha that very morning vou will open the door to
vour house—AND YOU WILL BE BLINDED BY THE
EXPLOSIONOF COLOR THAT GREETSYOU IN YOUR
GARDEN! . . . You will see roe bushes weighteddown by-
massesof blossoms, of a richness ard perfume ard color
you hawe neve imagined beforé You will walk past solid,
blazing rows of chrysanthemum so thick tha you can't
evenseea leafin between.. . .

Notice that you dont even distinguish mary of the separag
images until they are called to vour attention Notice al® that
some of the words are primarily visud image-sharpenergweightel

down . . . solid, blazing rows . . . so thick you cant even see a led
in between) While otherls convey not image but emotion (pre-
cious . . .tha very morning. . .blinded...grees...you neve

imagined before)

Thes words are emotion-definers.They tell the reade what
to feel abou the images and ideas you are presentilg to him.
Their very essene is that they are so subte that he does not see
them . . . that thev do not cal attentio to themselvesbut simply
flavor and evaluaé the images your copy is forming in his mind.

Certan classe of reades will notice these emotion definers
When they do, your copy becoms eithe questionald or corry to
them, and vou hawe lost them Therefore vou haw to know al-
ways whom you are writing for. What their levd of sophisticatio
is—in tone as well as product-awarenessAnd vou may haw to
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chang your tone when you take the sane ad from one clas of
media to another—dow as well as up.

Of course when everybo@ sees vour emotion words then
you've got a bad ad and you'd bette rewrite, fast

And dont forget the rhythms Rea the ad out loud. See
how you can almod scan it, as thoudh it were close to blank
verse This richnes of rhythm paralles the richnes of image—
helps build the excitemem and sensuousneasof the mood

Now let's look at anothe piece of poundirg copy, and se
how words and rhvthms add to the powa and momentun that
are put behind its staccad strean of claims

"This letter says tha if you could onl liberate the
exactsametalert ard intelligene and abilitv tha vou hawe
tied up inside you today—then you could

"read anything you wish, twiceasfast as vou can real
it today..”

"absorb facts like a sponge,and repea them almost
word for word yeas later . . .

"flash throudh math, business financid problens tha
hawe you stopped coldtodav. . .

"hold peopk spellboundwith the power of vour speeb
and your written word . . .

"out-think othes when you haw to. tower over them
in judgement outshinethem completelyin imaginatian . . ."

Here again there are two types of emotion-definers The
power words (liberat . . . hold spellbour . . . out-think . . . tower
over . . . outshire completely) which build a subconscios currert
of poteny that permeate ead individud claim as it occuis in
the copy. And the frankness man-to-man lets-let-our-hair-dow
tone-buildes (this letter says . . .tied up inside vou . . .like a
spong . . . stoppal cold) that s& silently that theres no nonsens
here no high-faluting phrases—jus common-senes which can be
absorbé bv anvone

And, of course the machine-gn rhvthm. Short choppy
sentencesVerb .. .verb .. .verb Claim.. .claim...claim. Pro
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pelling the reade throudh the copy Piling promise upon prom
ise, image upan image in an attemp to overwheim him.

Notice especialf the vag differene betwea& thes two
highly-successfu pieces of copy. Ther vocabulary the type of
emotiors they strive to arouse the images they use the modeb
of speeb they borrow, the lengh of sentene ard paragraphthe
ratio of adjectives to nours ard verbs etc

We could go on, of course Go badk to the Volkswage copy,
and see how the emotion& tone of sinceriy is conveye by the
absenceof adjectives in al the places youd ordinarily expet to
find them As well as whimsey a continuos self-kidding which
builds, first, a sot of corporaé affection ard then trust

Try the fire injecta ad again Notice how the long, rathe
clumss sentence give a feeling of ingenuousnes ard reasm to
the copy Try to real them out loud. You can't They dont scan
they hawe no definabk rlrythm: they dont look like a “copy writer"
wrote them a all. And, of course ther is the sane straight
from-the-shoulde phraseology to reinfore this feeling of hon
ed appraisal

All this, | repeat is dore unconsciously You do nat see it
unles vou look for it. And sometime you hawe to dig very deg
indedd to ge evely pieae of it.

Mood-building is deliberagé on the part of the copywriter—
unnotical on the part of his reader As with so mucd of the
res of the ad it lies undernedt the surface to do its work
imperceptibly



EPILOGUE

A COPY WRITER'S
LIBRARY

| haw now given you wha I've
learnal abou writing copy. It has taken mary yeas to leam it—
three more to sd it down to my own satisfaction | hope it will
help vou in the onlv way tha really counts to do a bette job
and male a little more money
There are of course marv mary men in this industy who
know far more abou the® techniques ard who can produe far
bette copy than I. Mv excu for writing this bod is tha they
dont seen to haw included—a leag to my preseih knowledge—
marnv of the specifc technique which I've discussd with you
here
Some of them haw written books on the subject—greh
books—anl I'd like to list them here for you | think you shoutl
buy ard read evey one of them ard then thumb throudh them

agan evew yea or sq just to catdhh wha you may hawe forgotten
Here they are

Indispensable of course is Julian Watkins gred anthology
The 100 GreatestAdvertisementsMoore Publishing 1949
227
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Clauce Hopkins wrote a greda book My Life in Advertising,
Harper 1927 Make them dig it up for you And see if vou cant
get sone of the old Hopkins ads

Jom E. Kenne@ (nat F) wrote a little pamphlé marv years
ago called IntensiveAdvertising, which has just been republishe
by Printer's Ink. Get it. It'll be the mod profitable evenings read
ing you've eve done

J. K. Lasker who worked with both thes gred writers neve
wrote anythirg himself But he did give a series of talks before
his staf one week ard Printers Ink has agan captur@ them
They're called The Lasker Story.

Robet Collier's Letter Book is publishel bv Prentice-Hall
It's a gold mine

David Ogilw wrote Confession®f an Advertising Manwhich
you can bw as a paperback Charmirg and wonderfully prof
itable.

Rosse Reeves vely shot book Reality in Advertising, is
publishal by Knopf, ard mug be real sever& times before vou
get everythirg out of it vou should

Milton Biow's book Butting In, is marvelows in the first half,
repetitive in the second

And dont forge Campbelt book Writing Non-Fiction. Or
thoe by Caples Young Glim ard Bedell Or the motivation re-
searth books bv Dichter and Martineau Or the greda bodk on
layout Visual Persuasion,bv Baket

Then ther are the books on American society todav—ty
Mills, Riesman Fromm Karding ard al the rest And the ar
ticles on the emergimg trends in the media And the meda them
selves And of course—you primat source—tle ads themselves

Keep reading Keep analvzing Keep writing. Keep looking
for the new idea—tle million dollars hidden somewhee in tha
typewrita of yours Always shod for the moon—its one of the
few red thrills left today



