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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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Today’s Special Guest:
Herschell Gordon Lewis



717.627.4528   www.listrak.com

About Listrak
Email Marketing Service Partner



717.627.4528   www.listrak.com

• 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

Presenter
Presentation Notes
There are a lot of people on today’s call.  We will answer as many questions as we can during the presentation and we will follow up via email to answer the rest
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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

Presenter
Presentation Notes
Herschell Gordon Lewis
�Herschell Gordon Lewis is arguably the best-known direct response writer and consultant in the United States and a member of the DMA’s Hall of Fame.
 
He has written over 30 books, including Creative Rules for the 21st Century, Effective Email Marketing, and On the Art of Writing Copy.

For 200 consecutive issues Mr. Lewis wrote the monthly feature “Creative Strategies” for Direct Marketing Magazine. 

He currently writes “Curmudgeon-at-Large” for Direct, “Burnt Offerings” for The NonProfit Times, “Solutions at Work” for The Greentree Gazette, and is the copy columnist for 
Multichannel Merchant (formerly Catalog Age). 

He also writes “Copy Class” for the UK publication Direct Marketing International, and catalog critiques for the UK publication Catalogue & eBusiness.

For years Mr. Lewis conducted the copy workshop at the International Direct Marketing Symposium, Montreux, Switzerland, and he has appeared frequently at the 
Pan-Pacific Symposium in Sydney, Australia.

He also has addressed national Direct Marketing Associations in countries such as England, France, the U.K., Spain, New Zealand, Norway, Denmark, Sweden, Switzerland, 
Brazil, Singapore, and South Africa ... and has been engaged to present copywriting seminars in many countries, including Austria, Mexico, Holland, Belgium, Germany, 
Hong Kong, Indonesia, and Dubai. He is frequently called on to speak at meetings of the Direct Marketing Association, in the United States

Mr. Lewis is a resident of Pompano Beach, Florida. He is a tennis player and scuba diver.
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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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What you will hear…repeatedly
The Clarity Commandment

When you choose words and phrases 
for force-communication, clarity is 
paramount. 

Don’t let any other component of the 
communications mix interfere with it.
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Copywriting Tip
Capturing Your Audience’s Attention

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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What might 
you have done 
differently in 
creating this
email?
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When your 
target’s first 
reaction is 
“Huh?” you 
should know 
your message 
is less than 
professional.
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Repeat: When 
your target’s 
first reaction is 
“Huh?” you 
should know 
your message is 
less than 
professional.
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Repeat: When 
your target’s 
first reaction is 
“Huh?” you 
should know 
your message 
is less than 
professional.
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Your prospect 
doesn’t want a 
lecture. 

Your prospect 
doesn’t want 
generalities. 

Your prospect 
wants useful 
information.
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How would you 
have worded 
this ad (which 
appeared in a 
business 
publication)?
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A solid “Huh?” from trying to be clever: 
What are they selling?
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Even without the 
overly art directed 
reverse against a 
light background, 
the reader of a 
business publication 
is confused. 
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Stock photo 
results in cliché 
concept:

Ugh.
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Another stock 
photo. 
Your choice –
Tourette Syndrome 
or St. Vitus’ Dance.

Ugh.
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See why stock 
photos are a sign 
of creative 
defects…
or worse,
carelessness?

Ugh.
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Also, see why 
stating a 
benefit 
generates a 
motivator.
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Compare the 
message we 
just examined 
with this one.
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A “Huh?” can’t compete with “I get it.”
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The formula for B2B force 
communication:

Clarity + Special Benefit = Motivation

Presenter
Presentation Notes
The formula for�b-to-b force-communication:�Clarity,�plus specific benefit,�= motivation
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All right, quick:

What are they 
selling?
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All right, quick:

What are they 
selling?
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When illustration 
and text don’t 
quite match, the 
reader asks, “Are 
we there yet?
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Pro and con:

Pro – a “grabber,” 
using “no-bs” 
language.

Con – needs a 
more specific 
statement of action 
and benefit.
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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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Questions usually are 
strong involvement 
devices. 

Does this one 
work? 

Do the dominant 
earbuds skew 
perception?
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Your first-time 
visitor has the 
attention span 

of a gnat.

WARNING
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In sync with today’s economy and shrunken attention-spans
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Can you sell directly from an email?

YES!  In fact, that’s the 
trend for 2009-2010

Two rules:

1. Absolute clarity

2. Absolute ease
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And the key absolute
in this era of microscopic 

attention-spans:

Specifics are in.
Generalizations are out.
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Airlines know how to use specifics 
to build image and business. 

Coming up: Three ads from the same issue of Business Week.

Which do you think is strongest?
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No. 1: 
Continental
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No. 2: 
Lufthansa
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No. 3: 
Air France
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Don’t expect the recipient of 
your mail or email to fish 
around for the point you 

should have made 
immediately.
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What if this online marketer had replaced the pitch with a specific?
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“One-click-to-order” email
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This home page works well only for those who have 
been referred here and know the “who” and “what.”
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Casual wording. 
That’s good. 

Why ask for a 
“Click here” to get 
the toll-free 
number? 

Let’s find out.
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Obviously,
it was just an 
action device.

New question:
Does “Download” 
help? Or hurt?
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Arrogance ignores the short attention-span. Unsolicited email:
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Click. Get the whole turnoff menu.
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Good: “Immediate access.” 
Poor: Loose generalities such as “Opportunities”
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New (online) media are the first to 
mirror demographic changes. 

Over the past six months, the U.S. 
economy has slid into tough times.

The smart communicator knows  how to 
maximize response and minimize lost 

business.
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For effective B2B
force-communication in any medium,

imperative will outpull declarative

That means:
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Don’t just describe.

Tell the 
reader/viewer/listener

what to do.
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The seller’s concern:
What it is

The sellee’s concern:
What will it do for me? 
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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 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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Information optimizing…

When should you use
asterisks (*)

in selling copy?
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Information optimizing…

When should you use
asterisks (*)

in selling copy?

NEVER



717.627.4528   www.listrak.com

Information optimizing…

E2 = 0.

When  you emphasize everything, 
you emphasize nothing.
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No. Emphasize the key selling point and subordinate the others.
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Too much CRM
(Customer Relationship Management)

is mismanaged, becoming CEM
(Customer Elimination Management).
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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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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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Depressing Statistic

• 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.

Source: Bigfoot Interactive
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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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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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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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Can you use telemarketing to 
B2B prospects?

Yes…
But only if your caller opens with 
an absolute value-specific, not 
with a loose attempt to open a 

relationship
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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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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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Use the chat 
feature to ask a 
question

Or visit Listrak’s online resource 
center to read our white papers 
on reputation and deliverability

Contact one of our experts
www.listrak.com/contact-expert.asp
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Don’t miss our next webinar
March 4  1:00 EST

From a Whisper to a 
Scream: Marketing 2.0

Guest: Sandy Carter
Register now online: 
www1.gotomeeting.com/register/135521449

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

Presenter
Presentation Notes
 New Web 2.0 technologies are shaking up the lives of your customers and changing their expectations of…you! Virtual worlds, blogs, wikis, serious gaming and social networking sites like Facebook and Twitter – every one of your customers uses at least some of these tools. As a result, traditional marketing channels alone cannot break through the noise to get to your targeted customers. In a climate with increasing focus on cost effective means of reaching customers, how can these technologies be used to generate real ROI for your business? ��Based on her own successful experiences, and selected examples from over 54 customer case studies, Sandy Carter will walk you through how to create a winning marketing mix that fuses traditional marketing tactics with “2.0” technologies for a differentiated and personalized customer experience. Social media tools enable you to listen to customers, participate in a dialogue with them, and cultivate relationships that can be converted to revenue. This webinar will introduce the Screaming ANGELS framework and provide a step-by-step plan that you can act on today. ��You will learn �• Why you should consider Marketing 2.0 now more than ever �• Where the tools and technology fit in your marketing mix �• What to consider when building your Marketing 2.0 plan �• How to drive results that impact leads and revenue ��Sandy Carter is Vice President, SOA & WebSphere Marketing, Strategy and Channels for IBM Corporation, leader of a global marketing organization with over 20 marketing awards, and author of the successful SOA technology books "The New Language of Business: SOA & Web 2.0" and "The New Language of Marketing 2.0: How to Use ANGELS to Energize Your Market." ��We're giving away 50 free copies of Sandy Carter's book "The New Language of Marketing 2.0: How to Use ANGELS to Energize Your Market."  To enter the random drawing you must register and attend the webinar.  Space is limited so register today!  The webinar link will be emailed to you.�
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