Thirty Ideas in Thirty Minutes!

A presentation for Alpha Software

by Ivan Levison

You’ll find many more ideas at 

http://www.levison.com/subscribe

1. Make your letter the right length. That's the lesson you should remember the next time you  have to write (or review) a sales letter: The letter isn't too long if it holds the  reader's interest.

2. Start with a terrific headline. A headline can grab the reader's attention and pull them into  your pitch with a terrific benefit.
1. Begin with "Introducing" or "Announcing."

Introducing a high-performance scanner for just

$49.95!

Announcing a whole new way to edit color images!

2. Start with "Now."

Now the hottest PDA on the market is yours at half

price!

Now you can try our brand new management tools

risk free!

3. Start with "At last" or "Finally."

At last! A network security solution with all the

features you've been looking for!

Finally, a proven way to boost Web seminar attendance!

4. Start with "How to."

How to back up your PC in half the time.

How to slash the cost of managing your network.

5. Start with "Why."

Why you should call for a free Virus Alert Report.

Why we're offering a no-hassle three-year warranty

absolutely FREE!

6. Start with "Which."

Which flat panel display is really the best buy?

Which of these back-up services can you trust with

your precious data?

7. Start with "This."

This tiny chip can double the performance of your

PC.

This half-price upgrade is for DataKeep customers

only!

8. Ask a question.

Are you making these five data-storage mistakes?

Want to stop software pirates once and for all?

3. Use a “Johnson Box.” Sixty years ago, a direct mail copywriter named Frank H. Johnson was looking for a way to increase the impact of his sales letters. He decided that instead of forcing readers to wade through a mass of copy before making the offer, he would highlight the offer in a centered rectangular box placed at the very top of the letter above the salutation. The results were terrific, and the "Johnson Box" has been going strong ever since. And no surprise. The box stands out at the top of the letter, and the eye goes right to the headline floating within it. I have seen claims that adding a Johnson Box to a plain letter can shoot response rates up by 40%. (This seems a little steep to me, but I 

know from personal experience that a Johnson Box can work wonders.)

4. Is it worth dating the letter? If you're going first class, date the letter. If you're going out bulk rate, you  don't have to. The last thing you want is for your letter to arrive way past the  date you've put at the top your letter.

5. Does it make sense to personalize the letter? A tough question. Personalization does improve response rates but there are important cost issues to consider. If you're writing to "C-level" executives,  personalize for sure.

6. How should I start the letter? Jump right in with enthusiasm and for goodness sakes, get to the point quickly. You should always talk about the offer on the first page and start hammering away at benefits.

7. Tell them they're special.

EXAMPLE: As a network security professional, you bear 

a unique responsibility.

8. Tell a story.

EXAMPLE: When Susan Smith walked into her office and 

looked at the ashen face of her assistant, she 

instantly knew that someone had taken her network 

down.

9. Tell them they're facing a difficult challenge.

EXAMPLE: As the person responsible for network 

security, I know you face some extremely difficult 

challenges.

10. Shock them with frightening news.

EXAMPLE: Last month over ten Fortune 500 companies 

suffered intense, repeated denial of service attacks.

11. Soothe them with good news.

EXAMPLE: If you've been worried about hackers cracking 

your system, and inflicting devastating damage, I've 

got some good news for you.

12. Make your offer immediately.

EXAMPLE: I'm writing to offer you a free report from 

Levison Security Services titled "Seven Ways To 

Improve Network Security Now."

13. Cite the authorities

EXAMPLE: In a recent White Paper on network security, 

written by the highly respected Levison Consulting 

Group, a fascinating fact was reported.

14. Use the right tone. Should the tone of my letter be conversational or more formal? It all depends, but generally a friendly, human, conversational tone of voice  does work best. One of the biggest problems that beginning copywriters have is that they get uptight and start sounding pompous. Their work lacks personality  and energy.

15. What graphic tricks can I use to increase response rates?

A letter should be inviting and easy to read. Use short paragraphs and don't be afraid to indent or use bullets. Underlining should be done sparingly. A second  color can add punch, but don't splash it everywhere. A little goes a long way! NOTE: A bullet is a dot, or other symbol, followed by a short sentence 

or phrase that's used to communicate information very quickly.

+ This is an example of a bullet.

16. Use a border around the guarantee. Never, ever bury a guarantee in body copy! That's a great way to lose one of the most compelling elements of your mailing. The guarantee should float as a separate element surrounded by a corny border, or at the least, a one-point ruled line. You want your guarantee to jump out and get read. Many companies ignore this rule and miss out. Don't let yours be one of them!

17. What’s the right way to end the letter?

Go out in a blaze of glory. Feel free to invoke the deities or promise eternal life.  But please . . . don't leave them with a flat: "To order, call 1-800-123-1234 or fax us your order card." That's flat and lifeless. Let's take a look at the ending of an old Quicken 99 sales letter from my file that works much better:

"After all, you've worked hard getting where you are today.

You deserve to have your money work hard for you. And

there's no better, easier way to do that than with Quicken 99 -

the indispensable financial tool that helps you recognize

when opportunity is knocking . . . and opens the door to a

brighter, more comfortable, more secure future!

18. Should I use a P.S.? Absolutely! A postscript gets high readership and is a good place to repeat the offer,  punch up the guarantee, and urge immediate action. I never met a postscript I didn't like.

SOME IMPORTANT GENERAL IDEAS:

19. Make them an offer they can't refuse. As Bob Stone, the dean of the direct response business put it, "The propositions you make to customers can mean the difference between success or failure. Depending on the offer, differences in response of 25, 50, 100 percent and more are commonplace."

20. Sell the offer, not the product! Lead generation is a completely different animal. The object of your direct mail, e-mail, ad, whatever, is NOT to make the sale immediately, but merely to get prospects to raise their hands and identify themselves. Once they make themselves known, they enter the sales cycle and you can convert them into paying customers down the road.

21. Let the prospect know that you “feel their pain” and understand what they’re up against.

WEAK IDENTIFICATION OF PAIN:

“If you want to keep your network safe and secure from  dangerous intruders, be sure to download your free copy  of our White Paper on the Widget FireWall right now.”

STRONG IDENTIFICATION OF PAIN:

“If you want to keep your network safe and secure from dangerous intruders, be sure to download your free copy of our White Paper on the Widget FireWall right now.  Remember, the information contained in this unique  document can help you keep cyber criminals from bringing  down your network. Here's your chance to read it free  before trouble strikes. Don't miss it!”

22. Be clear. Be honest. Your guarantee should spell things out in simple terms and should never scare people away with legalistic clauses or "fine print." You know those T.V. commercials that local car dealers run? The ones with the eight sentences of unreadable type that flash on the screen for a nanosecond at the end? We want our guarantee to do just the opposite and make an unqualified promise of satisfaction.

23. Avoid "manufacturer's copy" In advertising jargon, "manufacturer's copy" refers to the kind of flat-footed copy that clients write for themselves. You know the sort of copy I mean -- the kind that's always larded up with self-congratulatory talk of "passion," "mission," and "commitment."

24. How often should you mail prospects? Until it stops making money! One of my favorite quotes comes from John D. Rockefeller. It's on my wall and reminds me to keep planning my work and working my plan. Rockefeller wrote: "I do not think there is any quality so essential to success of any kind as the quality of perseverance. It overcomes almost anything, even nature."

25. Make high profits from low-volume direct mail campaigns. Direct mail is a numbers game. We send out hundreds of thousands of letters or emails, but only expect a tiny percentage of prospects to respond. One of the consequences of mailing to so many names is that we're constantly trying to cut costs. Obviously, if you can get into the mail for a nickel or dime less per package, you can save a lot of money. This cost-cutting mind-set makes excellent sense when you're doing mass mailings, but it can absolutely kill you if you're mailing to a tiny list of important people. You see, a small mailing means you can afford to spend a lot more per piece and really make a tremendous impression. With a budget of $2 to $15 per package you can instantly cut through the clutter and stop prospects right in their tracks. Instead of being handcuffed by standard envelope formats, you can afford to send creative 3D packages that are guaranteed to get opened. Let me give you some specific examples of how spending a bit of money on low-volume direct mail campaigns can generate fabulous results.

1. A Sybase invitation to a private breakfast briefing.

Back in the mid 90s, when Sybase wanted to tell important

prospects about the advantages of client/server computing,

they decided to hold a series of small breakfast sessions.

At these by-invitation-only meetings, knowledgeable

speakers would make brief presentations in an informal,

relaxed setting.

There were too many prospects to call on the phone, and a

standard invitation letter seemed hopelessly flat.

Instead, I suggested to Sybase that we send their key

clients a small box with a specially designed label that

said:

INSIDE: A special gift and

an invitation from SYBASE

Inside was a handsome coffee mug bearing the Sybase logo.

Sitting on top of the cup was a multi-fold invitation.

On the cover of the invitation to breakfast was the headline:

Sybase would like you

to have this cup.

On October 4th

we'll pour the coffee.

The mailing, which contained additional information, was

a tremendous hit and quickly filled up all available

seats.

26. The line that every marketer should remember: "I've got what you want."

If you’re ever stuck writing your letter, remember this simple rule. If you explain clearly to the prospect that you’ve got something for them that they really want and need, your direct mailing will be successful!

27. Tips for copywriting post cards. There are times when it makes sense to spend a lot of money on a direct mail package. When you really need to make a giant splash. When your mailing list is small and you can afford a high cost-per-piece. When you're doing a one-shot drop and you don't have to worry about saving money for remailings. However, there are times when going with a humble postcard makes a lot of sense. No one knows this better than retailers. For example, if Nordstroms wants to announce a shoe sale, they don't send you a letter in an envelope that you have to tear open. They'll mail you a postcard that instantly screams "Get 15% off on all women's shoes! Sale ends March 15!" Yes. Retailers know that postcards get read. But you don't have to be a retailer to put these easy-to-produce, low cost self-mailers to work. You can use a postcard to:

+ Cost-effectively recontact non-responders to your

previous mailings and urge them to act

+ Create an inexpensive monthly marketing campaign

+ Drive people to your Web site with a special offer

+ Tease prospects -- let them know that they should be on

the lookout for something valuable coming in the mail

+ Announce a private sale for recipients of the postcard

only

+ Thank customers for their business

+ Remind customers to do something: "Get ready for

summer," "Rotate your tires," you name it

+ And lots more

28. It’s time to test copywriting testimonials. One of the most powerful marketing tools you have at your disposal doesn't cost a penny. I'm talking about testimonials. Collect them from satisfied customers and use them in your sales letter!
29. Overcome skepticism: Explain what you are NOT. If you know that your prospect harbors some doubts about your offer, deal with them! Meet the skepticism head on and you can overcome it.

30. Include the word "Free." If you have anything that you can offer the prospect for free, don’t hold back. “Free” is a magic word that has always worked for direct mailers and always will!





















