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Makepeace in Action: A Practical Lesson 
in How to Grab Your Prospect 

by the Eyeballs 

… Where we examine not one, but THREE 
headlines and covers written by the titanic tag team 

of Clayton Makepeace and Bob Bly!

Can YOU pick the winner?

Dear Business-Builder,

When it comes to direct response marketing, Rule #1 is: Test Everything. 

And I mean everything – headlines … deck copy … envelopes and packaging … order 
devices … price points … premiums … guarantees … you name it. If it’s a part of the 
promotion, chances are there’s some way to manipulate it to improve response. 

I’ve seen a five percent lift in response come from something as (seemingly) trivial as 
switching the color of the order button … or even a single word – that’s one word – in the 
copy. Together, that’s a ten percent lift in response just from making two minor changes!

So the possibilities of improving response are virtually limitless. 

You just pick one element and test it … make the winner your new control … and pick 
something else to test. Repeat the process often enough, and even one or two percent 
lifts can add up to big boosts in your bottom line.

That’s why Rule #1 is the only inviolate rule in direct response. You can break pretty 
much any other rule there is to try any hare-brained idea you have … just so long as you 
TEST to find out if your idea improves response. 

If it does, great! Congratulations on thinking outside the box.
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And if it doesn’t … no problem. It’s not the end of the world. After all, you didn’t roll out 
your idea to your entire universe – you just tested it on a segment of your file. 
Remember what you learned, and go find something else to test …

Let’s take a look at Rule #1 in action …

I first learned about Direct Rule #1 from Bob Bly, author of The Copywriter’s Handbook 
(which belongs on EVERY copywriter’s bookshelf) and one of the living legends of 
copywriting. Bob has contributed a lot to my career through his articles and inspiration … 
and for introducing me to another of the industry’s living legends, Clayton Makepeace. 

One day I received a pitch from Bob for an online event he was co-hosting with Clayton 
on how to write powerful headlines. And during the event, they were generous enough to 
feature three headlines they’d teamed up to write for a health promotion. 

Even better, they shared the results of the split test!

So here they are – three red-hot headlines co-written by two legends of copywriting for 
your swipe file. Download them … study them … heck, you can even print them out and 
frame them for inspiration. 

Just make sure you study them to see what tricks these two masters of the craft used 
that might work on your next promotion.

And while you’re at it, why not see if YOU can pick the winner? Cast your vote below, 
and on Tuesday I’ll post the winning headline right here in the blog!

Best wishes for success,

 
Len Bailey  
Makepeace-Trained Copywriter 
Supplement to THE TOTAL PACKAGE 

Looking for resources related to this article? Try some of these.

Looking for more of Troy’s articles? Check these out.

Looking for past issues of The Total Package? Click here for our archives.

Want to share or reprint this article? Feel free. Just give us full attribution and a 
link to our Home Page when you do.

Attribution Statement: This article was first published in The Total Package. To sign-up 
to receive your own FREE subscription to The Total Package and claim four FREE 
money making e-books go to www.makepeacetotalpackage.com.

26 Comments » 

1.  Comment by Alkaline Water Guru — April 2, 2010 @ 1:22 pm 

I appreciate this information. I love swipe files.  Since I’m in the alternative health 
field this is very helpful for me to create the best above-the-fold copy I can. Where is 
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the voting for the top one? I didn’t see the link.

Thanks - Brad

2.  Comment by William — April 2, 2010 @ 1:37 pm 

I think the “How to make your body heal itself 35 times faster” is the winner. My 
rationale: “heal itself” sounds easy…”my body heals itself!”. 35 times sounds very 
dramatic and scientific. “heal itself” sounds natural and organic which is in vogue. The 
headline makes me curious as to what this is all about and makes me want to open it 
up…part of me wants to de-bunk it and the other part makes me hope its true!

I swiped the entire piece and read it. Very powerful copy.

Bill

3.  Comment by Karen — April 2, 2010 @ 2:14 pm 

Between the three, “Throw away your spectacles” gets my vote. It shouts a benefit that 
is impactful to everyone wearing glasses. It also immediately attracts the attention of 
readers who have some eye-health issues, which is the only audience that is likely to 
take action. It commanded my attention because I am beginning to need glasses in 
more instances and I hate it. The Eye-Q was my least favorite headline because I 
didn’t think it presented a compelling reason to read further, unless you happen to be a 
trivia buff and you are always intrigued by the quiz-challenge thing. — Karen

4.  Comment by Debra — April 2, 2010 @ 2:32 pm 

My vote…Throw Away Your Spectacles! It speaks directly to the emotions of any 
reader burdened with wearing glasses. Thanks for all the great swipe material!

5.  Comment by Joao — April 2, 2010 @ 3:20 pm 

Number 1 or 2. But I’m also more inclined to number 2. I think the headline “Throw 
away your spectacles” hits one of the primary frustrations of those who begin to see 
badly with age.

But number 1 is very specific - might have worked very nice as well.

I discarded number 3 because, although it does grab attention, I don’t think it grabs the 
attention from the ideal prospect as strongly as number 1, or even 2, does - but then 
there’s the “subhead” (or how you call it) to do that job, to qualify the prospect. So yes, 
I see why it might work great as well. 

My conclusion? If the masters decided to put these 3 to the test then there’s obviously 
a chance for anyone of them to be the winner. Let’s find out.  

6.  Comment by Max Kazen — April 2, 2010 @ 3:24 pm 

“Throw Away Your Spectacles” gets my vote…eyeball to eyeball. The graphics pulled 
my attention… immediately…followed by the compelling copy. 

I really liked the copy for “How to Make Your Body Heal Itself 35 Times Faster” so it 
gets my “2nd place vote.

Thank you for the great swipe files and all the blog posts that provide so much great 
material.
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Max

7.  Comment by Eric — April 2, 2010 @ 5:22 pm 

In my opinion, all three pieces are excellent, each in its own right. My pick is #3 
however, because it piques the insatiable human curiosity with a test and does not 
give too much away up front. It draws the reader in through a test and then does the 
selling in the body copy on later pages. #2 leads with a huge benefit, but is almost too 
good to be true and gives too much away on page 1. #1 is just trying to get too much 
done in one page…too many different fonts, colors and information for the intended 
audience.

I absolutely love these swipe file tests…Please keep them coming!!

Eric

8.  Comment by Sid — April 2, 2010 @ 5:39 pm 

My vote is for “How My Enlarged Prostate Kept me from Going Bald”

A bit weird, but that’s why I think it pulled the best.

Sid

9.  Comment by Eric — April 2, 2010 @ 6:11 pm 

Also, who, unless you’re in your 70’s or older even knows what spectacles are? #2, 
because of the picture and wording automatically limits the eyeball appeal to seniors. 

Even though I’m in my late forties and suffer from poor eyesight, I would flip past a 
seemingly “geriatric” ad like this.

#3 all the way!

Eric

10.  Comment by Eric — April 2, 2010 @ 7:53 pm 

Last time I heard the word “spectacles” used in casual conversation….(circa 1967-68 
between Great Grandparents)

“Ethel…Ethel!! Have you seen my dadburned spectacles lately? Lawrence Welk is fixin 
to come on!!” 
“Well, Elmer…they just might be beside the checker board where ya left em last!! I 
reckon you’re gonna make me go after ‘em aint ya? 
Yep…Please?

11.  Comment by Alan Paterson — April 2, 2010 @ 9:03 pm 

I prefer the “Throw Away Your Spectacles” which is number 2, I’m forever cleaning the 
little sods so throwing them away is a preferred option. 

I do like the way that number 3 has “Fuzzy” written when you look throught the specs - 
not so happy whith the scary horror film eye in the first one.

Why are some people voting for the headlines of previous swipe files? Did I miss 
something?

�❍     Interview 

●     Search
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12.  Comment by Bob — April 2, 2010 @ 11:42 pm 

I believe headline#1 was the winner.

It was very specific - 18 sensational sight savers for folks over 40 draws anyone 
approaching 40 and older in.

Headline#2 is cute. However as has been pointed out, not that many people anymore 
know what spectacles are. The headline is just to vague.

13.  Comment by Jeff — April 3, 2010 @ 12:05 am 

#1 - “18 Sensational sight savers” gets my vote. It’s ultra specific, offers a benefit from 
the beginning, pre-qualifies your prospect and the second subhead using the phrase 
“named inside” almost forces me to open it just to find out what they are. And placing 
part of the offer on the front only makes it harder to not at least check it out.

Jeff

14.  Comment by Ken — April 3, 2010 @ 12:18 am 

I think the Prostate and Going Bald headline pulled the best !

Sure has the curiosity factor!!

Ken

15.  Comment by Jill — April 3, 2010 @ 1:46 am 

I’m going for ‘Throw away your spectacles’ - it’s the ultimate gesture of rebellion 
against poor eyesight. It’s much more emotional than the other two, which is why I 
think it strikes home.

16.  Comment by Mike — April 3, 2010 @ 2:08 am 

My two pence worth….

All 3 are very very good. However my choice would be 18 Sensational Sight-Savers…
for a number of reasons.

1) The piece is soooooo targeted. I’d imagine as a marketer you’d be posting it or 
placing it exactly where you know people 40 and over will see it. The add ‘speaks’ 
directly to, an only to that demographic – and that’s the target. As a 40 plus year old, 
how could you possibly ignore it?

2) The use of the ‘eye’ graphic really draws you in. It’s almost hypnotic and very clever.

3) In a world full of sceptics the weaving in and use at the beginning of Harvard 
Medical School really gives the piece an air of authority and therefore believability. 
People today want proof…Prospects reading the piece will be thinking - ’if this has 
come directly from Harvard Medical School, then it’s good enough for me’.

4) There again I could be massively wrong about all this and I can’t wait for the 
results…but it’s a fascinating subject isn’t it? Losing my sight scares the bejesus out of 
me and I’d literally devour any information that shows me how to protect it. I bet they 
banked a heap load of cash on the back of this campaign. Great stuff.

Mike, South Melbourne, Oztralia
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17.  Comment by Steve G — April 3, 2010 @ 4:53 am 

Surely it depends on which list this was mailed to?

The first piece says “over 40″, the second has a picture of someone who looks to be 
around 65.

From 40 to 65 is a big difference. I’m 41 and I don’t connect with the experience of the 
guy in the photo in version2.

Also, version2 says “Throw away your spectacles”. That calls out to people with 
spectacles, not people who have deteriorating eyesight but don’t yet need glasses?

(But they know it’s coming.)

So was “wears glasses” part of the definition of the list?

I don’t like piece #3. I suspect that came 3rd. I get the curiosity angle. I just don’t think 
it’s very strong.

Moving onto #1, there are a few things I’m not keen on:

* The creepy picture of the eye - what’s that all about? 

* The proof is above the headline (Harvard etc). Is that a good location?

* No testimonial.

* “The 18 safe…” could have been “These 18 safe…”

On the other hand, I like the “free gift certificate” element and the list of “if you suffer 
from…” at the bottom.

And, of the 3 headlines, it’s the one I like the best.

So, to people in their 40s, I’d expect #1 to be the winner. For people in their 60s and 
older, I’d expect #2 to win. The crossover point might be around 55. 

The winner?

Whichever group is more heavily represented in the mailing list.

Steve

18.  Comment by Rezbi — April 3, 2010 @ 10:29 am 

This one simple yet essential rule is one that seems to be broken all the time. I’ve seen 
so many examples within the last 2-3 weeks of it.

You see someone asking a question about certain way of writing… whatever… in the 
copy, and you get a ton of responses.

Some say something along of the lines of “I think…”. or, “It doesn’t feel write to ME…” 
or “that’s so old”.

My response is always that personal opinions are irrelevant. What counts is results.

And the way to know what works or not is by TESTING.

But that just seems to be ignored.
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I can see why there are so few A-list copywriters around. I feel this is one BIG reason.

19.  Comment by Len — April 3, 2010 @ 2:50 pm 

Hi everyone — Looks like there’s a little confusion over which swipes are the ones 
from the split test. Just to clarify, the three headlines in question are:

#1: 18 Sensational SIGHT-SAVERS For Folks Over 40

#2: Throw Away Your Spectacles!

#3: What’s your Eye-Q?

So be sure you’re looking at the right swipes. You’ll find all three headline & cover 
swipes in the file labeled “Swipe File for Friday, April 2, 2010.” (Just click the image 
showing the “18 Sensational SIGHT-SAVERS” cover.) Sorry about any confusion — 
the other swipe files on the page are from previous weeks. 

Those of you who have already posted your guesses, great detective work! You’ve 
done a great job spotting the strenghts (and weaknesses) of each piece. Keep up the 
good work!

If you haven’t already cast your vote, be sure to do so by leaving a comment here in 
the blog. And on Tuesday, I’ll post the name of the winning headline for all to see!.

Len

20.  Comment by Barnabas Ng — April 4, 2010 @ 2:17 am 

Since I am going to post something here, I give it a shot in picking out the winner.

As these 3 promotion has been TESTED, I THINK the winning promotion is promotion 
#2, “Throw Away Your Spectacles!”

Here’s why…

The picture of an elderly man reading a book without straining his eyes and looking 
comfortable, helps to support the headline and sub-headlines.

In addition, with his right hand holding onto his spectacles, it shows that he can finally 
throw his spectacles away. 

Any person who…suffers from age related vision problems…glances through this 
promotion will take notice of this elderly person because…

1) For any person who starts to wear spectacles at the age of 40s might find that there 
is a solution for him. He might have this floating in his mind as he glances through the 
promotion, “If this elderly man can read a book without spectacles, surely there is 
solution for me.”

2) Any person who has been wearing spectacles all his life, might also find that now is 
the chance to break free from wearing spectacles for once.

The big testimonial “cleared up my cloudy eyes without surgery” helps to support the 
sub-headline “Halt the heartbreak of age-related vision loss” (A smiling John P Walton 
in #3 promotion helps to put in more punch to the testimonial)

It is promotion #2 for me

Barnabas Ng, Singapore
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21.  Comment by Stephen Cameron — April 4, 2010 @ 4:43 am 

My vote goes to #1. The headline ‘18 Sensational Sight Savers’ is an attention 
grabber. I also think the red copy on the black background looks fantastic and the use 
of the naked eye graphic just reinforces the message that you can save or improve 
your eyesight.

22.  Comment by David Graska — April 4, 2010 @ 9:41 pm 

I’m voting for the intrigue of how my enlaged prostate saved me from going bald. It has 
a sharp focus and dissonance to cause it’s targeted audience to stop dead and start 
reading. The other two offer too much of a laundry list to really turn heads.

23.  Comment by Dave Stephens — April 5, 2010 @ 8:38 am 

“Throw Away Your Spectacles!” grabbed me right away…

24.  Comment by Sharon A. — April 5, 2010 @ 6:18 pm 

Definitely #2, “Throw Away Your Spectacles”! 
It’s short, hits the important points right away, and is the easiest to read. I’m not in the 
same age group as the guy in the promo, but it still hit home for me. I’ve wanted to 
chuck my glasses for years.

25.  Comment by Len Bailey — April 6, 2010 @ 8:39 am 

DID YOU PICK THE WINNER?

OK … you’ve had time to study the three test panels, and you’ve made some strong 
arguments for the your favorite headlines. And it’s clear some of you have really done 
your homework.

So, as promised, it’s time to reveal the winner. But before I do, let’s take one last look 
at the three competitors:

PANEL 1: 18 Sensational SIGHT-SAVERS

This cover is plain, simple, and to the point. You get a list of benefits … a burst 
promising some free goodies, and a list of medical problems to help prospects connect 
with the piece. Plus, as some of you noted, there’s a pre-head (also called an 
“eyebrow”) that helps establish the qualifications of the publisher. The cover uses 
“Nazi” colors — red, black, and yellow — which typically does well and has been used 
many times in Boardroom pieces. And finally, there’s the graphic of an eye looking 
through the hole at you, to draw the reader’s attention. True, it’s a bit like something 
from a horror film … but it does grab one’s attention.

PANEL 2: THROW AWAY YOUR SPECTACLES!

This one is among my all-time favorites. As many of you noted, it gets right to the heart 
of the prospect’s desires. And it does a great job showing the prospect enjoying the 
promised benefits. You’ve got a credibility statement … some teaser statements … a 
powerful testimonial … and last (but not least), an action statement telling the reader to 
look inside. 

A few of you questioned the choice of the word “spectacles,” and here’s what Clayton 
had to say:
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“I used ’spectacles’ because ‘glasses has two meanings — ‘Throw away your glasses!’ 
is not quite as clear. And secondly, ’spectacles’ is a spectacular word. What is a 
spectacle? You think of the Roman Colosseum. I thought it had more drama, and had 
more power than the word ‘glasses.’ It’s an old-fashioned word, too — and the guy 
looks old fashioned.”

PANEL 3: What’s Your EYE-Q?

This one breaks many of the rules: The headline asks a question … there’s not much 
of a benefit statement … it DOES make use of the same great testimonial as Panel 2, 
though — and the fuzziness is a great effect. They might have made the letters viewed 
through the glasses fuzzy and the rest sharp, but that would have distracted from the 
headline, and might have been confusing to the prospect.

So which headline won?

Well, here’s the kick — all THREE panels were successful. Each one could have been 
rolled out as a control and made money. But the winner was Panel 2: Throw Away 
Your SPECTACLES!

Actually, it was a statstical dead heat between Panels 2 and 3, with only about a 15% 
difference in ROI between them. But if you have to declare one a winner, it’s Panel 2. 
So if you picked either of these, good job! 

And if you voted for Panel 1, don’t be too hard on yourself. It’s still a solid, successful 
headline worth adding to your swipe file.

So that’s it for now — great job everyone. Until next time …

Best wishes for success!

Len

26.  Comment by Tobin — April 8, 2010 @ 1:22 pm 

I thought “What’s Your EYE-Q?” was too hokey and predictable…I would have been 
all, “PFFT” and went right by it. Guess that’s why we test.

Join the Discussion!

Let us know what you think. Or ask us anything. Or offer your own sage advice.

The only rule: RESPECT THIS HOUSE! Postings that contain abusive language and/or 
personal attacks will be cheerfully VAPORIZED. One cross word and – POOF! – your well-
thought-out post will be gone in a puff of smoke.

– Clayton

RSS feed for comments on this post. TrackBack URL 

 Name (required)

 Mail (will not be published) (required)

 Website
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Posted by: Len Bailey  
May 14, 2010  
Issue #928 

Gin-Soaked Raisins, Cookie Cures,  
and Much, MUCH More! 

Here’s a smorgasbord of swipes for your collection 
… courtesy of Million-Dollar Copywriter 

David Deutsch

Dear Business-Builder,

Sometimes treasure is right where you least expect it. 

Oh, sure – sometimes it takes a metal detector, a map, and a whole lot of patience. But 
sometimes it’s literally right there staring at you … waiting for you to notice it.

Like this week’s Swipe for instance.

I was tidying up my office to make room for some friends coming in for the weekend, 
when I happened to find an old USB Jumpdrive. I hadn’t seen this thing in months, and 
had absolutely no idea what I’d find when I popped it into the laptop.

You could almost hear the heavenly angels singing high notes when I realized that what 
I’d found was my long, lost electronic swipe file!

I couldn’t believe my luck. Here were ads by Ogilvy, Schwartz, Schwab, and Sackheim 
… letters by Conroy, Halbert and Rosenthall … even magalogs and bookalogs by 
Makepeace and Rutz.

It was almost overwhelming. How was I possibly going to pick one to share in this 
week’s column? But then one in particular jumped out at me – one that’s a veritable 
smorgasbord of mini-swipes all by itself.

This treasure trove was written by million-dollar copywriter David Deutsch for Bottom 
Line Books, and it’s almost as much fun to read as it is worthwhile to study. Because in 
its sixteen jam-packed pages, you’ll find everything from "cookie cures" to "Russian 
Rogaine" … which food is most likely to save your life … even how to unclog your 
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arteries with orange juice.

No matter which page you turn to or where you look, David’s done a superb job of using 
intriguing copy to capture his prospect’s attention. He reveals some of the secrets 
contained in the book, giving the piece real and immediate value.

But of course, David doesn’t stop there. He teases you with dozens … hundreds … even 
thousands of more simple secrets you have to buy the product to discover. 

I don’t know for certain how this piece performed, but I’m willing to bet it sold like 
gangbusters. Every time I read this package I want to buy the book – if only to have lying 
around as a conversation piece when company stops by.

Which reminds me … I better get back to cleaning the office before our friends show up 
with suitcases in hand. But while I’m turning it into a guest room, do yourself a favor and 
click here to download our Swipe of the Week … then be sure to study it from cover to 
cover. 

Observe the headlines and phrases David uses … along with the images and layout by 
the designer. You’ll notice the piece has an almost catalog-like feel to it, offering 
something for just about every prospect. 

Which is perfect for a product with nearly two thousand secrets to reveal.

Best wishes for success,

 
Len Bailey  
Makepeace-Trained Copywriter 
Supplement to THE TOTAL PACKAGE 

PS - Want to know how top copywriters like David Deutsch come up with million-dollar 
copy ideas? So did we – and Daniel Levis was recently fortunate enough to score an 
interview with David. In case you missed it, click here for Part One or here for Part Two.

Looking for resources related to this article? Try some of these.

Looking for more of Troy’s articles? Check these out.

Looking for past issues of The Total Package? Click here for our archives.

Want to share or reprint this article? Feel free. Just give us full attribution and a 
link to our Home Page when you do.

Attribution Statement: This article was first published in The Total Package. To sign-up 
to receive your own FREE subscription to The Total Package and claim four FREE 
money making e-books go to www.makepeacetotalpackage.com.

2 Comments » 

1.  Comment by Rezbi — May 14, 2010 @ 9:45 am 

I look forward to your articles. I can’t believe some of the free swipe material you’re 
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giving away.

Keep ‘em coming.

2.  Comment by Christopher — May 19, 2010 @ 12:17 pm 

Len just for your information those sales letters worked on me! Found two of the 
bottom line books on my book shelf. As I recall the reason I bought them was for only 
a couple of the answers that got me curious enough to buy.

Join the Discussion!

Let us know what you think. Or ask us anything. Or offer your own sage advice.

The only rule: RESPECT THIS HOUSE! Postings that contain abusive language and/or 
personal attacks will be cheerfully VAPORIZED. One cross word and – POOF! – your well-
thought-out post will be gone in a puff of smoke.

– Clayton

RSS feed for comments on this post. TrackBack URL 
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Posted by: Len Bailey  
May 28, 2010  
Issue #938 

Getting Direct Response 
Down to a Science 

Dear Business-Builder,

You know those bundles of flyers that arrive in the mail each week?

I always make it a point to sit down and read them … usually as soon as they hit my 
mailbox. Because sometimes, amidst the pizza coupons and satellite TV pitches, I’ll 
stumble across a great swipe for my collection.

Like the swipe I have for you today.

Chances are, you’ve seen this ad before. Or you’ve seen one like it – because this baby 
has been running in one form or another for pretty much ten years straight. And that 
means one thing: It works.

Now, I happen to know a little bit of the background on this particular piece. The 
company running the ad is Littleton Coin, where I spent a couple years cranking out 
copy for their catalogs … website … direct mail packages … and plenty of ads like this 
one.

Back then, this was one of their best performing ads for bringing in new customers. 
They’d been running it for years, testing (and re-testing) virtually every element of the 
piece from the headline and layout to the premiums, "Yes!" copy and guarantee.

Each time a coin in the series was released, we would add the new coin’s photo and 
tweak the copy to make it as strong as possible. But for the most part, once we had a 
winner, we left it alone.

So needless to say, I wasn’t the least surprised to find this ad still running. Because 
unlike most advertisers, Littleton Coin understands two great truths in advertising:

Test everything … but if it ain’t broke, don’t fix it!
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Littleton has direct response advertising down to a science.

The company was founded in 1945 by Maynard Sundman, who previously ran a 
successful mail-order stamp business from his home from the mid-1930s until he was 
drafted in 1941. And while it originally occupied two second-story rooms above the small 
town’s Main Street, today the industry icon employs more than 300 people in its 85,000-
square-foot headquarters.

Maynard was one of those businessmen who really got advertising. He wrote ads that 
spoke directly to his prospects’ desires, with results that spoke for themselves. And 
although Maynard passed on a few years ago, you can still feel his spirit, enthusiasm, 
and experience in his company’s advertisements.

That’s why I urge you to study this week’s swipe in detail. And don’t rush, because 
there’s a lot going on in this ad – all of which represents hundreds of thousands of 
dollars in testing.

Take in every word of the copy, from the headline to the last word of the continuity 
program disclosure.

Notice how the layout showcases product and premium … and how the order form is 
both straight-forward and contains an upsell that perfectly complements the main 
product.

From the burst shouting the 67% savings to the placement of the guarantee, this ad 
covers the essential elements with one exception: it has a noticeable lack of testimonials.

And since I happen to know Littleton has binders overflowing with letters from delighted 
customers … it’s a safe bet this is not an oversight at all, but rather the result of testing.

So click here to download the Swipe of the Week … and enjoy!

Best wishes for success,

 
Len Bailey  
Makepeace-Trained Copywriter 
Supplement to THE TOTAL PACKAGE 

Looking for resources related to this article? Try some of these.

Looking for more of Troy’s articles? Check these out.

Looking for past issues of The Total Package? Click here for our archives.

Want to share or reprint this article? Feel free. Just give us full attribution and a 
link to our Home Page when you do.

Attribution Statement: This article was first published in The Total Package. To sign-up 
to receive your own FREE subscription to The Total Package and claim four FREE 
money making e-books go to www.makepeacetotalpackage.com.
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1.  Comment by Rezbi — May 28, 2010 @ 9:42 am 

“pizza coupons and satellite TV pitches”

You get them, too?

Gosh, who would’ve thought.

Seriously, though, why aren’t I receiving things like this? I used to get them all the time 
when I didn’t want them.

2.  Comment by Jon — May 28, 2010 @ 9:55 am 

Your article reminds me of a mental light bulb, Len!

DING! There! And ON it goes again!

A few years ago I was trying to get a handle on ’sales’ materials. I looked at my old 
notes on sales techniques, at my old product brochures, I read sales books, I 
discovered ‘long copy’, and ’short copy’, and testimonials, and psychological triggers. 
Somehow it all seemed so.. ..complicated!

What I didn’t connect though was that anything that ’sells’ in a written format is sales 
copy.

It was one of those Homer Simpson ‘DOH!’ moments. I felt like DiNozzo after a Jethro 
Gibbs slap on the back of the head.

Just how many times a day was I actually looking at ‘Sales’ materials without actually 
realizing that they were ‘Sales’ materials? How many times a day was I flipping 
through adverts without considering how the writer was directing my thought 
processes?

Sometimes, we don’t see the wood for all those blasted trees in the way!

Len, you’ve given us an excellent slap on the head!

Jon

3.  Comment by Bill Henthorn — May 28, 2010 @ 11:48 am 

Len,

Fantastic article and using a 10-year offline winner to boot in this day of focusing 
online.

Len: I want to get some good benchmarks / rules of thumb for direct response, so …

Quick question: What do you consider to be a decent conversion rate: for OFFLINE 
promotions like the swipe file / for ONLINE promotions like those Clayton and others 
discuss and also promote? 

Thanks kindly,

Bill Henthorn 
Ripper Marketing

4.  Comment by Gail — May 29, 2010 @ 3:16 pm 
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I really look forward to these swipe files and although I don’t have time to read every 
issue during the week, I always read the weekly review. I can then pickup what I need 
to help me with current projects.

I particularly resent someone like Mark taking up space and time to add worthless 
comments to a valuable post.

5.  Comment by Emette Massey — May 29, 2010 @ 10:24 pm 

Hi Len,

You are certainly putting more “total” in the Total Package. Great lessons for all to be 
had. Thanks for sharing!

Emette

6.  Pingback by A Boring Ad That Sells Like Crazy — May 30, 2010 @ 4:00 am 

[...] I just read one of the most boring ads of my life – but incidentally, it’s a very 
successful ad that has been running for around ten years straight. [...]

7.  Comment by Ray — June 1, 2010 @ 3:53 pm 

“Quick question: What do you consider to be a decent conversion rate: for OFFLINE 
promotions like the swipe file / for ONLINE promotions like those Clayton and others 
discuss and also promote?”

Bill, the conversion %s don’t matter. All that matters is whether the promotion makes 
money or not.

If a client got 5% response but lost $1000 he would be far less happy than if he 
got .1% response but made $10,000. (Unless he was just going for names.)

8.  Comment by Len — June 1, 2010 @ 7:49 pm 

Sorry for the delayed response, everyone. In response to your comments …

To Rezbi - Pretty much the only time I haven’t received these types of mailings are the 
two years I spent in the USAF on remote tours in Korea. Otherwise, they show up 
every 7-10 days like clockwork … with a bump in quantity every time I fill out a “change 
of address” card…

To John - Thanks for the feedback. And I know what you mean — I had a similar 
revelation about back in 2005 when I switched from technical writing to copywriting!

To Bill - Again, thanks for the feedback. And to answer your question, your conversion 
rate is going to vary depending on a number of factors — such as the size of your list, 
the quality of names, and the price point of your offer. So as Ray points out, it’s the 
total final result that’s most important. If you’re running a lead-acquisition effort, you 
want to bring in as many names as possible while breaking even … if it’s a sales 
promotion, your goal is net profits. 

Of course, there’s room for improvement in just about any piece. So it IS important to 
know your conversion %. But rather than shooting for a percentage that’s working for 
someone else, I recommend the following 3-step plan:

1. ESTABLISH YOUR BENCHMARKS. Find out your numbers for your open rates, 
conversion, cancellations/returns, etc. 
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2. PICK AN AREA TO IMPROVE. Rome wasn’t built in a day, so don’t try to fix 
everything at once. Just pick one number to improve to start with, then work out your 
action plan for making it happen.

3. TEST AND REPEAT. Test your idea and see what the result is. If your numbers 
improve, implement the change across the board … then pick another area to work on 
and do it again.

That’s exactly how Littleton Coin kept this week’s Swipe running for so many years. 
Sure, the copy isn’t as exciting as it could be. But it’s not bad given the space 
restrictions (which are pretty tight in order to have room for the standard continuity 
program disclaimer) and sheer number of elements in the ad. 

And to quote Ray …

“All that matters is whether the promotion makes money or not.” 

Hope this helps!

Len

9.  Comment by Bill Henthorn — June 3, 2010 @ 2:41 pm 

Ray and Len,

Thanks kindly to both of you for your quality answers & comments on my Conversion 
Question — I appreciate them.

Bill Henthorn

10.  Comment by Rezbi — June 7, 2010 @ 8:37 am 

When’s your next article due? I’m getting withdrawal symptoms.

11.  Comment by Len — June 8, 2010 @ 5:01 pm 

Don’t worry, Rezbi — I’ll be back on Friday with another Swipe for your files! Until 
then…

Best wishes for success,

Len

Join the Discussion!

Let us know what you think. Or ask us anything. Or offer your own sage advice.

The only rule: RESPECT THIS HOUSE! Postings that contain abusive language and/or 
personal attacks will be cheerfully VAPORIZED. One cross word and – POOF! – your well-
thought-out post will be gone in a puff of smoke.

– Clayton

RSS feed for comments on this post. TrackBack URL 

 Name (required)
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Posted by: Len Bailey  
June 11, 2010  
Issue #943 

Buy Volvos. They’re Boxy 
(But They’re Good). 

A Crazy Lesson on Truth in Advertising

Dear Business-Builder,

Ever see the movie Crazy People? 

I love that movie. Not because of the actors (although Dudley Moore, Daryl Hannah, 
Paul Reiser, and the rest of the cast all put in solid performances). Rather, it’s the 
premise I love – the entire movie is about Truth in Advertising.

In the film, Dudley Moore plays an advertising executive going through a breakdown 
after his wife left him. Except he doesn’t see it as a breakdown – to him, it’s an 
epiphany. The guy gets so fed up with "traditional" ads that try to trick consumers, he 
works up a bunch of ads following one simple rule: Total honesty in advertising.

Of course, nobody agrees … and before you can say "meltdown" he’s sitting in a psych 
ward so he can "get better." But when his radical ads are accidentally put into 
production, they work like gangbusters. And by the end of the film, the patients have left 
the asylum and formed their own agency.

In a nutshell, the ads are hilarious … 

Metamucil: We help you go to the toilet so you won’t get cancer and die.

AT&T: You may think phone service stinks since deregulation, but don’t mess with us, 
because we’re all you’ve got. In fact, if we fold, you’ll have no damn phones. AT&T - 
We’re tired of taking your crap!

Paramount Pictures: Paramount Pictures presents The Freak. This movie won’t just 
scare you, it will #$%@ you up for life.

And then there’s my favorite, an ad for Volvo …
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I apologize for the quality of the image – I wasn’t able to find a better one. In case you 
can’t read it, the copy reads:

Buy Volvos. They’re boxy but they’re good. We know they’re not sexy. This is not a 
smart time to be sexy anyway, with so many new diseases around. Be safe instead of 
sexy. Volvo – Boxy but good.

Maybe it’s just me, but I chuckle every time I read that …

First, I laugh because I can just picture car dealers and ad managers alike having fits 
were that ad to actually run. Mostly, it’s because this ad isn’t much of a stretch from 
Volvo’s traditional ads. The company has always emphasized its cars’ safety features in 
their advertising.

As you can clearly see in the copy of this week’s Swipe.

I’m not sure who wrote and designed this week’s Swipe. But if you compare this classic 
Volvo advertisement to the Ogilvy ad we featured a while back, you’ll see it incorporates 
some of the same principles.

Notice the size the photo featuring the product – and its placement above the copy. 
David Ogilvy stressed again and again how this placement catches your prospect’s eye 
and makes him or her much more likely to read your copy.

And while the copy is arranged presented differently, the copywriter – like Ogilvy – 
reveals interesting features not usually seen in ads of the time. Such as the subhead 
focusing on both acceleration and braking.

Finally, the copy in the ad does a credible job presenting the Volvo 164 as the perfect 
car for the consumer who’s counting his pennies but still wants a touch of class. The 
price is justified … the quality of the product highlighted … and there’s a great balance 
of copy focusing on the excitement the product delivers and the practicality of the 
purchase. 

So be sure to study this one carefully. You can download it now by clicking here. 

Until next time …

Best wishes for success,
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15 Comments » 

1.  Comment by Edward Krupp — June 11, 2010 @ 9:28 am 

I like the photo you added. It is a 1988 or 1989 740. Which is what I drive. Even the 
dark blue matches. After spending 5 weeks in a coma from an accident in the previous 
car, the safety aspect really hits home with me. The car is the most solid and easiest to 
work on I’ve ever owned. 
The humor was a nice touch to the lead in. 
Very good points. 
Thanks.

2.  Comment by Robin — June 11, 2010 @ 10:19 am 

“Buy Volvos” (plural). Love that. I think I’ll get three right away just to be on the safe 
side.

3.  Comment by Loren Woirhaye — June 11, 2010 @ 10:50 am 

Less well known, I think, is “How To Get Ahead In Advertising”, made by George 
Harrison’s film company. It deals with an adman going out of his mind. The humor is 
fairly black.

4.  Comment by Tony — June 11, 2010 @ 11:09 am 

The Volvo swipe file ad contains very good copy. Does anyone know why Car 
Manufacturers stop using direct response copy in their advertising? All I see on TV or 
in print is image style advertising. How do ad agencies get away with this 
unaccountable crap year after year? Are they just hypnotic sales people or have the 
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car manufacturing executives become dumb? 

Tony O

5.  Comment by Dan — June 11, 2010 @ 11:35 am 

I think car manufacturing executives have made poor marketing decisions by focusing 
almost exclusively on image style advertising. Their ads are so easy to mentally tune 
out. Look at the state the car industry is in. Obviously, that form of advertising doesn’t 
sell cars! Maybe car execs will revisit benefit driven (no pun intended) advertising. It 
could only help them!

6.  Comment by Angelo — June 11, 2010 @ 3:09 pm 

That last comment (5) hits the nail on the head. The same lack of vision, mental sloth 
and fundamentally irresponsible administration that drove the US car industry into the 
ground (starting with GM, which has now become a nationalized company - thus 
sealing its fate, as this is a preamble to a disastrous finale) is the what drove the 
foolish, simplistic and superficial marketing decisions. Image advertising is appealing 
to the superficial of thought. Perhaps this tells us a little not only about the decision 
makers but about their perceived audience.

7.  Comment by Charles Waugh — June 11, 2010 @ 4:06 pm 

Here is the classic of truth in advertising: 
http://www.milk.com/wall-o-shame/dish.html 

This ad ran for decades and tells you EXACTLY what the product does:

* No cable box necessary–uses “RF” technology to capture signals right out of the air! 
* Brings in every local VHF and UHF channel from 2 to 83! 
* Legal in all 50 states! 
* No wiring or installation! 
* Works like ordinary pair of “rabbit ears”! 
* You pay NO cable fees because you’re NOT getting cable!!! 
* You pay NO satellite fees because you DON’T use satellite signals!!! 

I love it!

8.  Comment by Gabor Wolf (marketer from Hungary) — June 12, 2010 @ 4:50 am 

Len, thanks for the reminder - this “boxy” ad has been in my mind since I saw this film 
a thousand years ago!

And you know what?

This sort of honesty today could become big in advertising. Hm.

9.  Comment by Shana — June 13, 2010 @ 2:32 am 

I’ve never heard of this movie,but sounds interesting. I’m a subscriber who found your 
site yesterday. 
I used to think I didn’t want to go into advertising because of it being too materialistic 
and artificial. But as I am exploring how to make a living from writing, I do think I find 
copy writing interesting - I want to see whether I can bring out appeal in what actually 
exists, rather than misleading people with tall claims and exaggeration.

I’m glad I don’t have to Google copy writing tips for a while..your site has a lot of 
material to explore!
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Thank you.

10.  Comment by Len — June 13, 2010 @ 2:44 pm 

Hi Shana - you’ll definitely find plenty about copywriting (and marketing in general) in 
the Total Package archives — just click the link below the masthead at the top of the 
page.

Copywriting can be a great way to make money as a writer. Especially if you enjoy 
helping people — because the best way to write powerful copy is to: (1) Find out what 
your prospects desperately want or need; then (2) Show them how the product/service 
you’re promoting will fulfill that need. 

It’s what I like to call a Win-Win-Win situation. Your prospect wins, because they’re 
enjoying the benefits of your product. Your client wins, because you’re boosting their 
sales. And you win, because you’re getting paid — often handsomely — for helping 
make it all happen.

For anyone just starting out at copywriting, I highly recommend the following articles … 

Answers to Your Most Pressing Questions - http://www.makepeacetotalpackage.com/
clayton-makepeace/direct-response-marketing-and-copywriting-questions-answered.
html

How I Get Rich; How I Make My Clients Richer - http://www.makepeacetotalpackage.
com/clayton-makepeace/how-i-get-rich-how-i-make-my-clients-richer.html

What Every Dream Merchant Knows - http://www.makepeacetotalpackage.com/
clayton-makepeace/what-every-dream-merchant-knows.html

The Single Most Powerful Response Boosting Tool I’ve Ever Shared With Anyone - 
http://www.makepeacetotalpackage.com/clayton-makepeace/the-single-most-powerful-
response-boosting-tool-ive-ever-shared-with-anyone.html

The Heart of a Champion - http://www.makepeacetotalpackage.com/clayton-
makepeace/the-heart-of-a-champion.html

The Art of the Irresistible Offer - http://www.makepeacetotalpackage.com/clayton-
makepeace/the-art-of-the-irresistible-offer.html

and last (but not least) …

Make Your Product’s Benefits Sparkle - http://www.makepeacetotalpackage.com/
clayton-makepeace/make-your-products-benefits-sparkle.html

Frankly, I highly recommend anyone even thinking of trying to make a living as a 
copywriter, marketer, or entrepreneur should sit down and read every article on the 
site. Or better yet, print ‘em out and store ‘em in binders. Because they’re nothing less 
than 24-karat pure marketing gold!

Best wishes for success!

Len

11.  Comment by Rezbi — June 14, 2010 @ 9:34 am 

Does anyone know how well this advert did? It would be good as a comparison, 
although it’s nowhere near as good as ogilvy’s.
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Best, 
Rezbi

12.  Comment by Len — June 15, 2010 @ 8:42 am 

Hi Rezbi - I don’t know how the ad performed, but I’ll try to find out. If I learn anything, 
I’ll let you know.

- Len

13.  Comment by Len — June 17, 2010 @ 1:59 pm 

Hey, folks… I have some more information about this ad. And while they weren’t able 
to tell us the results, they were kind enough to share some insights into the thought 
process behind their advertising…

Here’s what Dan Johnston had to say:

“There is no one here from that era, except me, and I wasn’t doing advertising back 
then, nor now. In those days, what we needed to do was trade off our Swedishness, 
that what we do is about value, durability, quality, gosh something IKEA does today. 
Swedish design mentality is one of building something that lasts, even in terms of 
styling. In those days square box design crushed very well, good accident protection, 
again very Swedish to have a belief that whatever we do, it is about protecting people. 
In 1927 our founders wrote that concept as our charter for what we will be doing. 

“Not certain if that particular advertisement single handedly increased sales on 164’s. 
What it did do and all our advertising was toned for, was value and safety. As you can 
imagine the kicker was we had to deliver. Funny, when a Swede makes a promise, 
99% of the time they keep it. With truthful advertising, product that supports our claims, 
we have delivered what customers expect. 

I know this isn’t what you were looking for but there are no people around who would 
remember is that ad was effective. I’d say that all our ads in those days were clever, 
support a brand promise, and helped up sell Swedish cars to Americans. 

“Marketing is about branding. Keeping a promise. Few believe corporate advertising 
these days, they look to media to judge products. 

“If you want an automotive example of how to ruin a brand, look at Nissan. In the ‘60 
Datsun was a cheap, fun to drive, throw away car. Toyota was well built, Honda 
quality, Subaru cheap awd wagons. Datsun was forced to change their name to 
Nissan and no one knew what a Nissan was, they had to start all over. In fact, even 
today, you would be hard pressed to find from consumers what Nissan stands for. 
Brands are not made, nor changed over night. All too often marketing people stray 
from what the brand is about, in an effort to modernize a brand, they loose the equity 
of whatever was before their changes. Just like when MB tried to sell entry level cars, 
to capture more market share, buyers just would not accept that change, MB is all 
about my arriving in life, my ability to afford a prestigious car. Marketing people really 
need to understand what a brand is about, at very deep gut level, take away the icing 
and what is that cake made from kind of research. Tough for marketing/advertising 
people who don’t live the brand to understand all its funny little sweet spots.”

Hope this helps!

Until next time…

Best wishes for success!

Len
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PS - Dan was also nice enough to share another classic Volvo ad with us. You can 
view or download it here: http://tweetphoto.com/27687825 — Thanks, Dan!

14.  Comment by Len — June 17, 2010 @ 2:01 pm 

Whoops — in my post above, I forgot to mention that Dan is the Product 
Communications guy for Volvo Cars of North America. Sorry for any confusion!

15.  Pingback by The Single-Page Sales Letter That Was So Amazingly Successful … They Had to 
Build a Bigger Bank! — June 25, 2010 @ 11:33 am 

[...] seems I owe you an apology for my article two weeks [...]

Join the Discussion!

Let us know what you think. Or ask us anything. Or offer your own sage advice.

The only rule: RESPECT THIS HOUSE! Postings that contain abusive language and/or 
personal attacks will be cheerfully VAPORIZED. One cross word and – POOF! – your well-
thought-out post will be gone in a puff of smoke.

– Clayton

RSS feed for comments on this post. TrackBack URL 
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Posted by: Len Bailey  
June 25, 2010  
Issue #953 

The Single-Page Sales Letter 
That Was So Amazingly Successful … 

They Had to Build a Bigger Bank! 

Dear Business-Builder,

It seems I owe you an apology for my article two weeks ago.

Somewhere amidst the meetings, phone conferences, and general chaos that comes 
with launching a business, I overlooked a perfect opportunity to present you with a must-
have Swipe for your collection – as well as pay tribute to one of the best the business 
has ever seen.

I’m talking about the late, great Gary Halbert.

If you’ve been a copywriter or marketer for any length of time, you probably don’t need 
me to tell you who Gary Halbert was. Like Clayton, Gary is a legend in direct response 
marketing. He created some of the most well-known sales letters and advertisements 
around. And he befriended and mentored many of the people considered masters of 
Internet marketing today.

Sadly, Gary passed away a few years ago. But were he still with us, Saturday, June 12th 
would have been his 72nd birthday.

I had originally planned to make one of Gary’s most famous sales letters the Swipe of 
the Week … but forgot all about it until I’d already written and submitted my article.

So even though we’re now a couple weeks late, I still want to share with you …

Gary Halbert’s Legendary "Coat of Arms" Letter

If you’re a Gary Halbert fan, you’ve no doubt seen this letter before. After all, it’s one of 
his most famous – and most successful – pieces.

But depending on your name, there’s also a good chance you received it in the mail at 
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some point … because this little single-page letter mailed over 600 million times.

Let me say that again: This little, single-page letter mailed over six hundred million times.

Needless to say, it was profitable. Smart marketers – and Gary was one of the smartest 
– don’t keep mailing something that doesn’t turn a profit.

Gary mailed this baby for over 30 years. At its peak, he sent out one million copies 
(1,000,000) each week. And this magic letter pulled in conversions as high as twenty-
three percent with an average order of $3.00.

So how much money are we talking?

In terms of today’s dollars, this letter was pulling in a third of a million dollars every 
day. In fact, Gary had to hire a staff of 40 women just to deposit the checks that came 
pouring in – as many as 20,000 in a single day.

There were so many deposits to make, the bank had to dedicate its third floor entirely to 
processing them. And before long, it opened an entirely new branch … just to handle 
Gary’s business!

Now THAT’S what I call a successful sales letter!

So make sure you study this gem in detail. Pick up the nuances in the copy. Count the 
number of times the prospect’s name is used. Notice how everything about it is designed 
to look and feel like a personal letter and NOT a piece of marketing "junk mail."

This impression was only heightened by the way each letter was delivered – mailed first 
class from the Bath, Ohio Post Office in a plain envelope. No teaser copy or address 
labels to break the spell … the envelope (like the letter) looked to have been banged out 
on a typewriter.

And it worked like gangbusters.

As I said above, at its peak this letter was mailing 1 million copies a week – and bringing 
in a third of a million dollars a day.

Before the Internet.

So you can easily see why I consider this a must-have Swipe for every copywriter and 
marketer. If you don’t already have a copy, click here to download it now for your 
collection.

Until next time…

Best wishes for success,

 
Len Bailey  
Makepeace-Trained Copywriter 
Supplement to THE TOTAL PACKAGE 

Looking for resources related to this article? Try some of these.

Looking for more of Troy’s articles? Check these out.

Looking for past issues of The Total Package? Click here for our archives.
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8 Comments » 

1.  Comment by Bob Duke — June 25, 2010 @ 10:50 am 

Len, 
That is a great letter. Your intro is short and to the point, too, reinforcing your views 
about how a short and to-the-point marketing piece can do wonders.

And I loved your incomplete sentence making up your 3rd from the bottom paragraph. 
That probably did more than anything else to drive your point home.

Thanks, 
Bob

P.S. Thinking about coats of arms caused me to remember that we had a couple of 
those reports around our house or I saw them at my grandparents’ home. My sister 
made a punch rug with the coat of arms on it for my folks. I also realized that your last 
name is the same as my mother’s mother’s last name. Good people from East Texas!

2.  Comment by Sid — June 25, 2010 @ 12:36 pm 

Hi Len,

I’ve been a fan of Clayton for a long time and I’m pleased to say I’m now a fan of 
yours. Great article…

But, somehow I missed the “swipe”. Gary Halbert’s Legendary “Coat of Arms” Letter.

I fee certain I received the original letter years ago. 

Who would have thought I’d be asking to read it again.

Your new fan, Sid

3.  Comment by Sid — June 25, 2010 @ 12:40 pm 

My Apologies Len, 

The link was right in front of my tired old eyes all along but somehow I missed it.

Your fan, Sid

4.  Comment by Omar — June 25, 2010 @ 1:02 pm 

I loved your headline for this article! I put it inmediatly in my swipe file. 
Thank you!
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5.  Comment by Len — June 25, 2010 @ 2:54 pm 

Thanks for the kind feedback, guys. This letter has been one of my favorites for a long 
time - especially once I learned some of the story behind it. 

One thing I forgot to mention…

Gary spent 18 months working out the kinks on this promotion before it took off. Oh, 
the sales letter was pretty much final right away. But sometimes they’d mail and pull a 
15-20% response while other times, they’d get nothing. 

It drove Gary nuts until his wife, Nancy, pointed out the answer wasn’t complicated at 
all. Gary just couldn’t see the forest through the trees.

The more people with the last name, the lower the response they got from the mailing. 
People with last names of Smith or Jones were just too common — they either didn’t 
believe the letter or didn’t care.

However, if your last name was Halbert, Bailey, Clapton, or Makepeace … there was a 
pretty good chance you’d find the letter interesting and the offer worthwhile. 

Once they worked that out, the promotion took off like a rocket. And that just reinforces 
one of my favorite Marketing Maxims … 

Copy is king — but you still need to put the right offer in front of the right prospect if 
you’re going to succeed.

6.  Comment by Clarke Echols (Resident scientist and rabble-rouser) — June 25, 2010 @ 11:02 pm 

Yep.

I remember that letter well. He said they’d found an Echols coat of arms. But working 
on and knowing family history (some on my mother’s side back into the 13th century), I 
smelled a rat. So did a lot of other genealogists who were *really* up in arms about it.

I’m thinking the genealogists were trying to get the FTC or somebody involved, but 
Gary covered his tracks pretty well by never claiming any accurate family tree 
connections.

Classic P.T. Barnum. Give ‘em what they want, and they’ll willingly dump dollars in 
your hands. And since it’s only a few bucks and something you can frame, why not?

But I didn’t order one.

Still, I’ve always wondered what it would look like…

Now that’s effective copy when somebody remembers it 35 years later!

I don’t know any other junk mails from that era that I specfically recall…

Except one my dad and I responded to when I was in high school about 50 years ago. 
Now as an engineer I can see it was an effectively promoted hoax — a gadget to 
replace the rotor bug in your car’s distributor that would increase gas mileage. Can’t 
happen unless the one you have needs replacement anyway.

I like his soft-sell “I’ve had a few extras made up” routine. I wondered how many 
Echols households got that letter, and that’s decades before I’d heard of copywriting 
as a profession — much less names like Makepeace, Bly, Carlton, et al.

Nice swipe!
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Clarke

7.  Pingback by Copywriting Blogs Roundup – 26 June 2010 | "Maximum Results Copywriting" — 
June 26, 2010 @ 4:06 am 

[...] One other thing.  At Clayton Makepeace’s “Total Package” every week there’s a 
“Swipe Of The Week”.  This time it’s the classic “Coat Of Arms” letter from Gary 
Halbert (“The Single Page Sales Letter That Was So Amazingly Successful…They 
Had To Build A Bigge…). [...]

8.  Comment by Mark — June 26, 2010 @ 4:46 am 

I always liked Gary…he was a true maverick in the business…even with his ups and 
downs.

Many of his ideas were original…he was a true “artist” when it came to convincing the 
reader to act.

…most people who want to be a good copywriter never will be…even if they spend a 
fortune on courses…you need the ability to be creative and innovative…I guess it’s the 
promise from the “Guru’s” of quick fortunes…if only you know how to say the right 
words in the right order…

…funny how millions are made from books that break down every aspect of past great 
sales letters…

Good copywriting as you know is sales in print, the basics are always the same…
people are and always have been vain…they want to look good and feel good…and 
have everyone think they look good and are a somebody…

and if you can convice them you have a way for them to achieve those simple 
concepts you have a winner

…be original…

Join the Discussion!

Let us know what you think. Or ask us anything. Or offer your own sage advice.

The only rule: RESPECT THIS HOUSE! Postings that contain abusive language and/or 
personal attacks will be cheerfully VAPORIZED. One cross word and – POOF! – your well-
thought-out post will be gone in a puff of smoke.

– Clayton

RSS feed for comments on this post. TrackBack URL 
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Posted by: Len Bailey  
December 24, 2010  
Issue #1083 

Falling in Love All Over Again …  
Thanks to the Late, Great David Ogilvy 

Dear Business-Builder,

A funny thing happened to me this past week. Amidst the deadlines … client meetings 
… and other chaos, I rediscovered how much I truly love direct response marketing.

All because a book literally fell off my bookshelf.

My family and I recently moved into a new house, you see. And in the interest of 
unpacking as quickly as possible, I had simply shoveled books on the bookshelves. No 
rhyme or reason to the placement – my wife would no doubt reorganize them anyway 
(and do it much more sensibly).

However, she hadn’t gotten around to it just yet … and while placing a new book on one 
slightly-too-full shelf, several others tumbled to the floor. And when I reached down to 
pick them up, I found myself holding a book that belongs on every marketer’s bookshelf: 
Ogilvy on Advertising.

This tome is nothing less than pure 24-karat direct marketing gold. And though I’ve read 
it at least a dozen times, I once again found myself turning the pages … devouring the 
stories … discovering and rediscovering invaluable lessons …

And falling in love with this business all over again.

So today, I thought I’d share 
one of David Ogilvy’s all-time classics …

And not just any Ogilvy ad, either – this week’s Swipe just might be the most famous 
automobile advertisement ever written.

To create this ad, David first did his homework. He spent three weeks reading about the 
car, soaking in every piece of information the client provided. And eventually, he came 
across a single sentence that he turned into one of the most memorable headlines of all 
time.
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Then he followed that headline with 607 words of factual copy that showcased the 
product’s benefits and a simple, but effective call to action.

So whatever you do, do NOT just admire this as a piece of advertising history. Take the 
time to study the piece as a whole, and each component individually.

Observe the big, colorful photograph to catch the eye. And how the placement of the 
copy below the photograph eliminates the need for "reverse-color" fonts and makes the 
copy easy to read. 

Soak in the headline and deck … the way they grab your attention while providing the 
allure of insider knowledge delivered by an expert.

Note how the copy is organized into thirteen short and interesting facts about the 
product – each of which more interesting than the one before. 

Finally, consider the simple, almost understated call to action that’s so different from the 
"shouted-in-your-face" ones so common in advertising today (when they aren’t left out 
altogether).

Click here to add this Ogilvy masterpiece to your swipe file today – and see why it has a 
permanent place in my own. 

Oh, and in case you wondered … this ad ran in just two newspapers and two 
magazines. The cost? $25,000 – nearly twice the price of the Rolls-Royce Silver Cloud it 
was selling!

Best wishes for success,

 
Len Bailey  
Makepeace-Trained Copywriter 
Supplement to THE TOTAL PACKAGE 

Looking for resources related to this article? Try some of these.

Looking for more of Troy’s articles? Check these out.

Looking for past issues of The Total Package? Click here for our archives.

Want to share or reprint this article? Feel free. Just give us full attribution and a 
link to our Home Page when you do.

Attribution Statement: This article was first published in The Total Package. To sign-up 
to receive your own FREE subscription to The Total Package and claim four FREE 
money making e-books go to www.makepeacetotalpackage.com.
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