












































Monthly Copywriting Genius #62 
 

Copy Comments 
 

1. Secret of Secrets: Let your prospect in on a secret. Secrets are powerful 
motivators. Everyone wants in on a secret. Secrets engage the reader… and 
compel him to read on. 

2. 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. Fascination teasers keep the 
reader engaged in your copy. 

3. Secret of Make It New: Position the product as brand new. 

4. Secret of the Big Story: Let your reader in “behind the scenes,” or make 
them feel they are seeing events unfold before their very eyes. 

5. Secret of Make It New: Position the product as brand new. 

6. 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. 

7. Secret of the Big Story: Let your reader in “behind the scenes,” or make 
them feel they are seeing events unfold before their very eyes. 

8. 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. Fascination teasers keep the 
reader engaged in your copy. 

9. Secret of Fascination Teasers: A way to create extraordinary curiosity 
in your reader by offering a tip, insight, questionor statement that forces 
the reader to read on for further explanation. Fascination teasers keep the 
reader engaged in your copy. 

10. Secret of Secrets: Let your prospect in on a secret. Secrets are powerful 
motivators. Everyone wants to be in on a secret. . Secrets engage the 
reader… and compel him to read on. 

11. Secret of More Than One Reason to Act: Give the reader more than 
one reason to act now. You should, at the very least, give them three 
reasons to act now. 



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

13. Secret of Reason for Urgency: Give the reader a reason (sometimes up 
to three) to act now. The reasons should be tied to product benefits. 

 
 

Design Comments: 
 

1. The headline is done in very large type, which pulls the reader into the 
package. 

2. The image fits the theme of the package and takes up the entire front 
cover.  

3. The well-known, name brand product is also done in a large font. This 
builds credibility for the product from the get-go. 

4. The table of contents uses a nice mix of type and images. The reader can 
scan thru the sections, see what interests him and then go to that page. 

5. The headline takes up a two-page spread. This becomes the focal point – 
or the starting point for the reader to become engaged in the copy. The 
image of the vet and the cat tie nicely to the copy. 

6. The fascinations teasers are set off in their own boxed-in area with a mix of 
type and graphics. All the graphics are “call out” graphics… they relate well 
to the theme and engage the reader’s interest.  

7. The theme of the copy fits the graphics used in this section. It’s easily 
recognized by the reader as “emergency” care tips.  

8. The guarantee copy is set off in its own area. It conveys “this is important 
copy” and builds credibility for the product by not hiding the guarantee or 
making it small. 

 
 
 
 


