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Thank you for joining us.  

You must dial in using the phone numbers on the right of the screen in order to hear the presentation.
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• For audio – dial in using the numbers on the right

• To ask a question – use the chat feature on the right

• This webinar is being recorded – you will receive a copy within 
the next two days

• You will also receive a copy of our complementary white paper

• DMA08 attendees – visit our booth #317 or email Karen at 
knuss@listrak.com to set up a one-to-one consultation

Sorry - toll free #s aren’t 
available for this broadcastWELCOME!

Over 400 attendees

Motorola

CVS

QVC

Harvard

McGraw Hill

Hoovers

Pet Food Direct
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Before we get started…
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• For audio – dial in using the numbers on 
the right

• To ask a question – use the chat feature 
on the right

• This webinar is being recorded – you will 
receive a copy within the next two days

Sorry - toll free #s aren’t 
available for this broadcast
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The presenters
Contact us with questions

Matt Elliott
Director, Client Services

717.627.4528 x313
melliott@listrak.com

Herschell Gordon Lewis
www.herschellgordonlewis.com
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Sorry, you won’t hear them during this 
diatribe

Paradigm
Proactive
Win-win
Game plan
24/7
Fast track
Customer-centric

At the end of the day
Core competency
Think outside the box
Knowledge-based
On the same page
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New (online) media 
have shortened our targets’ 
attention-spans, considerably.

Effective 21st century copy 
differs dramatically from 
20th century copy.
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Example

Print and mailed offers that 
include the means of 
responding by mail may 
actually reduce response.
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Trends for the 21st Century

1. Increasing informality.

2. Increasingly emphatic persuasion.

3. Inclusion of validation.

4. Promise of fast action.
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The Internet is primarily 
responsible for all four trends. 

They apply to both email and web 
site copy and have bled over to all
media.

NOTE: The dynamics of email and web site differ because email 
arrives unannounced and web site copy usually is the result of a 
search mechanism.
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Adjustments in marketing

1. Acknowledge tough times.
2. Emphasize sincerity and rapport.
3. Wallow in statesmanship – “You 

don’t have to give up your 
lifestyle.”

4. Specify apparent proof.

For “difficult times”
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Logical copy platform for the 
downscale 2009-2010 
marketplace:

“If you think these sudden tough times are 
going to force you to give up (whatever)…”
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…”you’d better take a 
look at this.”
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Two demographic market types

A. Those who don’t want to admit 
their buying power is in peril.

B. Those who make a point of their 
buying power being in peril.

During difficult times
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Adjustments in marketing for difficult times

1. Specify exclusivity of offer.

2. Emphasize expiration date.

3. Stroke message recipient.

4. Take an Olympian posture.

Demographic A
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A logical copy approach for 
Group A

Emphasize “You/They won’t believe you
got this for such a low price.”



717.627.4528   www.listrak.com

Adjustments in marketing for difficult times

1. Acknowledge tough times.

2. Emphasize sincerity and rapport.

3. Specify apparent action.

4. Wallow in statesmanship.

Demographic B
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A logical copy approach for 
Group B

Transform image from unaffordable or 
beyond budget to “Bargain.”
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Your first-time 
visitor has the 
attention span 

of a gnat.

WARNING



717.627.4528   www.listrak.com

Arrogance ignores the short attention-span. Unsolicited email:
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Click.  Get the whole turnoff menu.
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New (online) media are the first 
to mirror demographic changes.

Over the past two months, the U.S. economy 
has slide into tough times.

The smart communicator knows how to 
maximize response and minimize lost business.
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Interesting 
study

Note who issued it
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Note the difference in thrust, impact, and (vital 
for us) selling power.

“One in five Americans will 
experience identity theft.”

“One in five people will be hit 
with identity theft.”
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When is superior to If
for suggesting something will
happen.

If is superior to When
for suggesting something will 
not happen.
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Stay OUT of passive voice unless you specifically 
want to avoid the suggestion    of involvement.

No: “A reply from you would 
be appreciated.”

Yes: “We really do want your 
reaction.”
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The difference isn’t trivial

“Just $24.95 per month.”

“Just $24.95 a month.”
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The difference isn’t trivial

“You can complete your Acceptance 
Form in less than one minute.”

“You can complete your Acceptance 
Form in less than a minute.”



717.627.4528   www.listrak.com

Never draw a cosmic conclusion

“You can complete your Acceptance 
Form in less than one minute.”

“You can complete your Acceptance 
Form in less than a minute.”
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Benefit in force-communication

Not - “What will it do?”

Instead - “What will it do for me?”
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Prospective buyers always will 
interpret an unclear statement 
in a way that’s most beneficial 
to themselves.
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What is 
wrong 
with this 
email?
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The Law of Tenses:

Present tense outsells future tense 
because the present is now, and 

your prospect wants benefits now.
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Present tense is more relevant than either future 
tense or past tense.

Use present tense to establish a 
historical base.

Use past tense to establish position.
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"If you think that..." is a more 
potent opening than "If you 
thought that..." because present 
tense implies an immediate change 
of current attitude; past tense 
suggests that whatever follows will 
be a revision of history.
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Tying future to present tells the reader:
"This will be for all eternity."

Compare the meanings of these two approaches:

This is the seventh notification we've sent you.  
It's the last one.

This is the seventh notification we've sent you.  
It will be the last one.
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Emotion outsells Intellect...

Benefits are more emotional than 
features...

So benefits outsell features.
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Information optimizing:

Directing or changing the reader’s or 
viewer’s or listener’s perception 

without changing the facts.
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One-to-one, a disappearing art.
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What could be more basic than this?

If you want to “manage” the 
customer relationship, don’t 
allow the customer to realize 
he/she is being managed.
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One way online has damage the credibility of direct.  Note “unsubscribe”
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Results of attempting to unsubscribe
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The rocketing expansion of 
Web advertising has brought 
a flood of half-trained and 
sometimes half-literate 
“creatives” into the direct 
response universe.
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Note the first sentence
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We’re more 
important 
than you 
are.

(How would 
you have 
worded this?)
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Depressing statistic
Source – Bigfoot Interactive

• Nearly 60% of U.S. Internet users delete 
requested newsletters.

• More than 60% of U.S. Internet users 
delete marketing or promotional 
messages they asked for.
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Erosion of trust, which adds a negative 
leavening of skepticism even as the 
individual sends a request:

“This probably is a scam, a come-on, a 
phony. I’ll check it out, but I expect the 
offer is fake in one way or another.”

Why
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Idiotic
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Yummy.  Pigskin for breakfast.
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For more than 200 years, the 
key word in customer 
relationships has been YOU.

In the wild and frantic post-
civilization Internet era, the 
imperious YOU! has replaced the 
supplicating you.
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This was a marketer’s opening line is 1998:

Same company, 2008:
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Increasing 
informality?

Never heard 
of it.

(Let’s take a 
closer look)
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Never heard of careful grammar, either.
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Typical ho-hum advice:
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Rather suggestive email
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What’s wrong with this instruction?
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ALWAYS TEST
by sending yourself
a sample message.

Otherwise, you could have
stupid results such as this:
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Dear $Firstname$,

I was just reviewing our client list when suddenly a vision flashed into
my minds eye!

I nearly dropped my cup of tea it was so powerful and concentrated. We understand you're going 
through some difficult times and want very badly to find or keep your true love. 

We also know that you may be struggling financially and need MONEY desperately. Well, your time 
may soon come! However, I must warn you that to get what we most want in life we sometimes need to 
find courage and walk a hazardous path. 

$Firstname$, at these times we need to walk through fire and take chances! 
Are you up to the challenge? 

$Firstname$, Are you ready to take the risks you need to transform your life? 

We must read your Tarot cards to clarify this intense vision! That's why I'm giving you a FREE Tarot 
reading! Call now! 

Begin to take some chances for your dreams! $Firstname$, call toll-free 1-800-526-4317 immediately! 
In your future, $Firstname$, you may be confronted with a decision that could very well lead to wealth, 
health and happiness. You may be rich! One caller claims to have won money with her psychics' 
advice!You could you be next!

Love & hope,
Miss Cleo
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NEVER
Send a message to 

AOL subscribers that 
begins with a picture.

Why
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Because 18 million people (used to be 30) will see this:
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Requiring downloads 
can damage email 
response severely.

Why
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The danger of a total download message:
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Alternative to total download:
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Send yourself a sample message to avoid stupidities:
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Adding the recipient’s 
name to the subject 
line usually increases 
response.
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An oddity worth testing

Moving “click here”

UP
in the text usually increases response. 
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A subject line in all 
capital letters will 
UNDERPERFORM a 
subject line written as 
conventional text.
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In actual tests

Text outpulled HTML when the 
message was URGENCY.

HTML outpulled text when the 
message was ARTISTRY.
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YOUR hand is on the trigger. Don’t fire blanks.
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As often is true when technology 
trumps psychology…

Literacy is not high on the list 
of requirements for too many 
“experts”.
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Count the errors.  Inexcusable.
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Dey spelt da namm rong.
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Forget it, Charlie.  YOU try entering this password.
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Testing

Never has been as 
significant to the success…

or for that matter, to the 
survival…

of a marketing business
as it is right now.
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Tough Times challenge all marketers.

Those who know how to 
maximize the effectiveness of 
new media have a huge 
competitive edge over those who 
are guessing.

USE THAT EDGE AND BEAT TOUGH TIMES.
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Don’t miss our next webinar
Dec. 3 1:00

“Secrets of Social Media 
Marketing”

Guest: Paul Gillin
Register now online:  
https://www1.gotomeeting.com/register/122466190

Attendees will be automatically entered to win one of 50 copies 
of Paul Gillin’s new book “Secrets of Social Media Marketing”
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