












Copy Comments  
 
 
#1: Secret of the 4 P’s: This lead demonstrates PAINT A PICTURE.  The reader is 
drawn into the copy by the story being told. 
 
#2: Secret of the Barstool Test: Write in a conversational tone. See how the writer 
creates a natural bond with the reader by writing in a conversational tone. 
 
#3: Secret of the 4 P’s: In this case, we’re referring to the PROMISE.  The promise for 
this product is advantageous knowledge.   
 
#4: Secret of Transparency: With this secret, you focus on the benefits of the product.  
Notice whenever the writer mentions a feature, he immediately tells the reader about the 
benefit. 
 
#5: Secret of the Four-Legged-Stool: Show track record, build credibility, have a strong 
idea and strong promise (or benefit).  Here the writer is building credibility for the Wall 
Street Journal by using words such as “world’s most trusted” and “taps the largest staff of 
business news experts.”  
 
#6: Secret of Make it New: Position the product or part of the product as brand new.  
Here the writer is telling the reader about the new features that have been added to the 
Journal. 
 
#7: Secret of Nordstrom Principle: Make the buying experience easy and 
accommodating. 
 
#8: Secret of Pole Vault Past Obstacles: Answer every objection the reader may have 
that would hold him back from responding.  In this example, the writer is offering a 
strong guarantee. 
 
#9: Secret of Show, then Tell: Show the reader how the product benefits them by using 
analogies, stories, or examples. 
 
 
 
 

Design Comments: 
 
D1: Notice how the words are done in very large type.  This is playing off the brand 
recognition and credibility this product already has.  Makes the reader more willing to 
open the envelope. 
 
D2: The logo is used at the top to make the letter look like WSJ stationary.  
 



 
D3: Good margin width is used throughout letter.  Larger margins force sentences to be 
short, making for quicker and easier reading. 
 
D4: Look how each section of the newspaper is shown.  Do you also notice how this 
graphic corresponds to the copy?  This is important.  You don’t want the reader wasting 
time looking for graphics that relate to the copy. 
 
D5: Initials are used to further carry the look of the letter being typed on WSJ stationary. 
 
D6: The pricing is easy to read because the typeface is big and bold. The shading makes 
that area of copy “jump” off the page. The reader’s eye is drawn to that area.   
 
 
 
 
 
 
 
 


