






























 1 

Copy & Design Comments: Issue #34 
 
Copy Comments: 
 
#1. The Secret of Inflaming Your Reader’s Pressing Worry:  By keying in on your 
prospects greatest worry, you speak to the reader’s core emotion.  In this case, the 
emotion is anxiety…or FEAR. 
 
#2. Secret of Specificity: Here the writer is providing the reader with a multitude of 
specific problems that the product will solve.  The more specific you are with your copy, 
the better the response.  Prospects do not respond to vagueness. 
 
#3 and #4: Here again, the writer is using the Secret of Inflaming Your Reader’s 
Pressing Worry.  In this case…it is the reader’s insecurity of missing out on important 
information or inside knowledge.  
 
#5: Secret of the 4Ps:  The writer is making use of the 4Ps, this one being the promise. 
Notice how right on the first page, the promise is made.  Now the reader knows what this 
product will do for him.  
 
#6: Secret of Credibility:  This is an important element of all copy.  Prospects need to 
know that the person who is writing them is credible and trustworthy.  Remember, buying 
through the mail is a “blind experience” for the reader.  He can’t see, touch or talk with 
the seller.  That’s why credibility is important. 
 
#7: Secret of the Golden Thread: This entire letter makes constant use of the Golden 
Thread:  where the reader’s needs, wants and desires are consistently highlighted through 
the letter.  The Golden Thread is like the sub-conscious part of your mind. 
 
#8: Secret of Exclusivity:  Here the writer teases the reader – letting him know that not 
many people are part of this special group. Everyone wants to feel as if they belong to an 
exclusive group. 
 
#9: Secret of Urgency:  This secret is about giving the reader a reason to act now.  You 
want the reader to take action right away. The longer they let it sit, the less chance they 
will act. 
 
#10: Secret of Curiosity:  The teaser copy on the lift letter is filled with curiosity.  The 
prospect WANTS to know what’s going on. 
 
#11:  Secret of Common Bond:  The lead in this lift letter makes the reader feel that the 
writer understands his concerns.  By stating what it is your reader wants, you form a bond 
with him. 
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#12: Secret of the Bar Stool Test:  This is one of the hardest secrets to conquer, but it’s 
one that impacts response rate.  You are writing to the reader as if you were speaking to 
them in person.  You create a conversational tone in your copy. 
 
#13: Secret of Ultra Specific:  Here again, the writer is using specific, precise examples.  
There is no room for imagination or misinterpretation. And the more specific, the better 
the response rate. 
 
#14: Secret of Drop-dead Dates:  This builds urgency.  You give the reader a reason to 
act now and a time lime in which to act.  They have to make their decision quickly. 
 
#15: Secret of Benefit Statement:  All reply forms should reinforce a benefit.  It’s often 
at this moment that the reader will make their decision to buy.  Stating a benefit provides 
that positive push to do so. 
 
 
 
 
Design Comments: 
 
#1:  The graphic artist is using an image that conveys the same message as the teaser 
copy. The copy and the graphic are working together to reinforce the point.  
 
#2: Right at the top of the letter, the artist SHOWS the reader what the product looks like.  
This builds credibility – the reader can SEE what it is he’ll be receiving. 
 
#3: Important copy points are made to stand out by setting them off in bullet style. The 
first few words of each bullet are set in bold type.  The bold type and bullet offset stand 
out to the reader. 
 
#4: Notice how the artist uses large typeface?  Since this package has many components, 
each fighting for attention, the graphics become visual cues. They reader’s eye is drawn 
to that element.  
 
#5: Here again, the graphics convey an emotion. The puzzle represents being uncertain, 
trying to solve problems.  The chutes and ladders represent the insecurity of loosing 
position or power and “climbing” the corporate ladder. 
 
#6: Using a cover shot of the magazine reinforces the desire for the product.  It’s a 
“show-n-tell” moment.  The reader sees what they’ll receive. 
 
#7: Again graphics are used to convey emotions of the prospect. 
 
 


