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Section One - Introduction  

Never has it been such an uphill battle to get a sales letter read than in 

the homes and businesses of today. Every day we are all bombarded to 

smithereens with sales pitch after sales pitch, advertising message after 

message, businesses selling anything to anybody that will listen, which is 

usually not many as most of us simply tune out even those messages that 

are actually applicable to us. 

 

One of the main reasons why we drown out all of this advertising clutter 

is the fact that the message doesn’t seem to be targeted at us at all. The 

advertisers have decided (unwisely) to go for a huge splatter gun effect 

and spray all of us with the same message.  

 

No wonder we’re not listening if we aren’t hearing a message that 

is aimed at us! 

 

The good news is that there is a way for your sales letters to work, but, in 

your sales copy, you have to overcome this lethargy towards advertising. 

You must break people’s concentration with their own lives. Your letter 

must overcome your target prospects’ obsession with themselves (and 

I'm not saying that as a bad thing.) You also have to break through their 

walls of resistance and get them to take some sort of action too.  

 

That's quite a task ahead of you! 

 

One of the main reasons people like to get recommendations from friends 

and family is because they don't relate the business in an advert or sales 

letter to a professional company; someone who really understands their 
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problems. We will discuss how you can overcome this later on in the 

course. 

 

Also, most sales letters go straight to the bin because they don't address 

the needs of the consumers, and they don't do it quickly enough.  

 

Too many sales letters waste precious space trying to look fancy with 

loads of fonts which simply makes them extremely difficult to read, when 

what they should be doing is exactly the opposite! Still more sales letters 

contain pages and pages of fluff and nonsense, telling the prospect about 

the business itself, telling the prospect when they were established etc 

instead of focusing on meeting the needs of the customer.  

 

Your sales letter is there for one purpose, and one purpose only; 

to get your targeted prospects to do something that you want 

them to do. 

  

To achieve the above aim, you have to overcome many hurdles: 

1) you have to convince the prospect that you are the company to 

trust 

2) you have to convince the prospect that you are qualified to carry 

out the work 

3) you have to overcome their natural resistance towards any sales 

message 

4) you have to assure prospects that your product is exactly right for 

them 

5) you have to reassure prospects that you offer a low / no risk 

proposition 
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By following the strategies in this course, you will break through the wall 

that consumers have put around themselves and ensure your message 

gets through. 

 

This is what it is like in your prospects mind … 

 

Holiday          sex          children          irrelevant, untargeted message          

food for lunch boxes          painting the fence          can I rewire my 

ground floor this weekend?          irrelevant, untargeted message          

Does my bum look big in this?          Shall I play squash or badminton 

this weekend?   irrelevant, untargeted message       I hope AC Milan 

Beats Arsenal          I must get a book on improving my memory but I 

keep forgetting ha ha ha          S**T …  has my passport run out?           

 

… and this is what you have to achieve with your highly targeted sales 

letter! 

 

Holiday          sex          Highly Relevant, Laser Targeted 

Message      food for lunch boxes      children         painting the fence          

can I rewire my ground floor this weekend?          Highly 

Relevant, Laser Targeted Message 

Does my bum look big in this?          Shall I play squash or badminton 

this weekend?            

 

This is what it is like inside your customer’s mind. The top image shows 

how crowded your prospects mind really is, and shows how hard your 

task is. See how it is crammed full of white noise, tasks to perform, things 

to do, where to take the spouse for lunch, romance etc etc. 
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With all this going on in your prospects head, can you see why it 

is so hard to get your prospect to listen to you, someone they 

don’t know and, quite honestly, doesn’t give a toss about? Do you 

see the size of the mammoth task ahead of you? 

 

Your job is to break through the clutter and be noticed above the crowd. 

We will show you in this course how to go from the top brain, where your 

message is lost in the daily grind, to the bottom, where your message will 

be heard. 

 

It is only by focusing on the customer and their needs will you 

break through your prospects pre-occupation with themselves. 
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Introduction Activity: 

 

As you work your way through this course, you will need a heck of a lot of 

adverts, fliers and any other promotional material you can "borrow" to 

measure the ad against what we are showing you in this course. 

So, from now on, keep all advertising, fliers etc and put them all in a box. 

At the end of every section you work through, see how you would rate the 

ads based on what you have just discovered.   



COPYWRITING - FOR PROFIT 

7 
www.businesssuperheroes.org 

 

Section Two - Buying is an 

Emotional Thing 

A little story … 

 

I wanted some nice sunglasses. I had done for ages. There was one 

particular pair I had walked past pretty much weekly, and, I tell you, by 

golly they were a thing of beauty, and every time I walked past it felt like 

I could hear them calling out to me! But they cost well over £250.  

 

So I had this battle going on in my mind …  

 by golly I really want them… 

 do I really need a pair of sunglasses for over £250 ?… 

 think of all the other things I could buy with that money… 

 but I really wanted them…. 

 Can I even say exactly why I want them?  

So I went out and bought them… because I really wanted them. 

 

Now, I like to consider myself a perfectly rational human being, so why 

did I buy these sunglasses, when there are lots of sunglasses much more 

easily available at a tiny fraction of that price? It was because I really 

reeaallly rreeeeaaaallllyyyy wanted them! 

 

But, you know what, after I had bought the sunglasses, I felt great 

wearing them. I felt special. So I justified my purchase after the 

purchase  by saying how much longer they will last, how I won't have to 

replace them every year … hell, in about 20 years I may actually start to 

save money! 
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This is a classic example of how we buy using our hearts, not our heads, 

when we purchase most non essential goods and services.  

 

Part of your job in your marketing materials is to ensure that your 

prospect knows how great he / she will feel, or how great their 

lives will be, after they have purchased your product or service.  

 

You have to make them envisage how much better their lives will be after 

they have bought your goods. Alternatively, you can also make sure they 

know how bad their lives will be if they don't buy your goods or services 

too! 

 

FACT: Most of us buy based on emotions, and then justify our 

purchases later. 

 

All of us buy things for only 2 reasons … Hope (or promise) of gain, or 

fear of loss, of which by far the biggest of those is the fear of loss. 

 

Examples of hope / promise of gain statements: 


