
































Monthly Copywriting Genius #52 
 

Copy Comments 

 

1. Secret of Secrets: Let your prospect in on a secret. The secret here is 

getting twice the garden for half the cost. 

2. Secret of Pole Vault Past Obstacles: Inflate the promise, make it bigger 

and bolder. 

3. Secret of Show, then Tell: Show the reader using analogy, stories, 

examples… then tell him about the product 

4. Secret of Reason for Urgency: Give the reader a reason to act now 

5. Secret of the Barstool Test: Write in a conversational tone 

6. Secret of the Silent Usher: The sub-head is a way to bring people back 

into the copy 

7. Secret of Fascination Teasers: A way to create extraordinary curiosity 

in your reader by offering a tip, insight, question or statement that 

forces the reader to read on for further explanation 

8. Secret of the Product USP (Unique Selling Proposition): This is where 

you state what makes the product different from all others. Turn the 

USP into a strong benefit. 

9. Secret of Fascination Teasers: A way to create extraordinary curiosity 

in your reader by offering a tip, insight, question or statement that 

forces the reader to read on for further explanation. 

10. Secret of Accentuate the Positive: Focus on the positive aspects of the 

product benefits. 



11. Secret of Reason for Urgency: Give the reader a reason to act now. 

12. Secret of Value Proposition: Make an almost unbelievable offer… one 

that the reader absolutely cannot say, ”No,” to. The deal is so good, it 

rings of value, either because the price of the product is deeply 

discounted, the premiums given are in-depth and invaluable or the 

guarantee removes any risk. 

13. Secret of Upfront Deal: A direct approach (specific details about cost, 

etc.) that works well if your product is better than others. 

14. Secret of Nordstrom Principle: Make the buying experience easy and 

accommodating. 

15. Secret of Reason for Urgency: Give the reader a reason to act now. 

16. Secret of Value Proposition: Make an almost unbelievable offer… one 

that the reader absolutely cannot say, “No,” to. The deal is so good, it 

rings of value, either because the price of the product is deeply 

discounted, the premiums given are in-depth and invaluable or the 

guarantee removes any risk. 

17. Secret of Audacity: Make an audacious claim or promise but don’t 

explain it right away. 

18. Secret of Audacity: Make an audacious claim or promise but don’t 

explain it right away. 

19. Secret of Fascination Teasers: A way to create extraordinary curiosity 

in your reader by offering a tip, insight, question or statement that 

forces the reader to read on for further explanation. 

20. Secret of Benefit Statement: On the reply device or order form, remind 

the reader of the reasons he should be buying this product by 

highlighting, in a paragraph, one of the product’s benefits 



 

Design Comments 

 

1. The large typeface stands out and forces reader to take notice. The 

colors represent theme of package.  

2. Notice how each picture has a caption that represents an emotional 

reaction.  

3. The font looks like it’s done on a typewriter. It’s very easy to read. 

Good use of margins on each side of the body copy. 

4. Each tip is set off in its own box with a graphic image next to it. Also 

notice how each tip is numbered. This conveys to reader they are 

getting a lot of gardening tips for free. 

5. Each fascination teaser is indented and set off with green bullet. 

This is eye-catching as well as easy to read. 

6. Good use of colors to capture the reader’s attention.  

7. The product and premium are shown. Each has nice cover art and 

looks valuable. 

8. The three important words in the headline are in extra large type 

and in a different color than the body copy. 

9. The action the writer wants the reader to take is not only in its own 

box, but set in nice bold type. 

10. Every aspect of this brochure is done well. Good color throughout. 

The photos used help convey a strong message.  



11. The inside of the brochure is done so the reader can pick and 

choose what to read. The bullets are enhanced with photos. The 

headline is in large type. 

12. The reply device is the last piece the reader touches. Notice how the 

product is shown to reinforce the buying decision. 


