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#1: You Never Know Who is 
Watching… or Listening… 
 
This subject line seems like a setup to talk about some political conspiracy…but it’s not. 

It’s actually my way of sharing some important “lessons from Mom” we all have tucked 
away somewhere…since last Sunday was Mother’s Day and I first shared this story on 
Mother’s Day three years ago. 

I think the only people in my “online family” reading this stuff back then were blood 
relatives anyway…and I’m not sure their open rate was all that high…so let’s consider 
this post brand new! 

And the lessons are eternal. 

One constant over the last three years is that my Mom’s computer was not plugged in 
then…or now. 

But even though my Mom will probably never get to read this, I will prove to you 
through today’s recollection that we should listen to our Moms when they say things like: 

“Treat everyone like you would want to be treated” 
“Always give of yourself first and don’t be selfish” 
“Be a mensch.” 
 
And if you will allow me, this week’s post is dedicated to my Mom who turned 92 earlier 
this month. 
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However, another inspiration for this post is from the Titans Mastermind meeting I just 
held this past week…it was incredible…and today’s key lesson was originally triggered 
by one of our guest speakers, someone you may have heard of before…and if you have 
not, you need to know about him. 
First, a little more setup… 

In past blogs I have spoken about one of the greatest events ever, “The Bencivenga 100,” 
which was the high bar that was set for “Titans of Direct Response” in 2014. 
 
And before “The Bencivenga 100” there was another powerful event I attended in 
January of 2000 which is where today’s story originates. 
 
That event in 2000 was hosted by one of my mentors, Jay Abraham–and it took place 
right after what was supposed to be the end of the world according to many…I remember 
reading the promotion for it from my bunker anticipating the end of the world in 
December of 1999. 

I came away with three big lessons from that event: 
1. The world did not end on December 31st 1999 and the Internet caught on…AND… 
2. The internet really did catch on…AND… 
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3. Always be consistent and congruent in all you do, all the time (see subject line) 
On January 1, 2000 my clock and computer still continued to work (miraculously)…and 
later that month I traveled to Los Angeles for Jay’s “all superstar event” dedicated to 
some new marketing medium called “The Internet.” 
 
Jay–along with fellow rock stars Audri and Jim Lanford–created an event like no other at 
the time called the: “Billion Dollar Internet Strategy Setting Summit” 

Not a very big promise but sounds kind of interesting, doesn’t it? 

A friend was able to find the link to the promotion and you can take a look at it here. 
 
I made some lifelong friends at that event…who also became important people that I’ve 
followed and learned a ton from over the years including: 

Audri and Jim Lanford, Paul Hartunian, Dana Blankenhorn, Jim Sterne, Corey 
Rudl…and of course Jay Abraham who was one of my earliest mentors from the 1980’s 
and I still consider him one today. 

And unbeknownst to me, there were people watching me back then I wasn’t even aware 
of…future superstars…who became life changing to me much later… 

But before I get to that part of story, I wanted to share a quick takeaway from one of the 
speakers, Paul Hartunian, which has been with me every day since that conference in 
2000 and I have to share it with you: 

“Money doesn’t buy you happiness; money buys you freedom and freedom buys you 
happiness.” 
 
Just to show you how early in the online game we were then, Paul delivered this quote in 
a speech about how to make a living as a seller on eBay from your RV traveling the 
country…just giving some context to some of my younger readers. 

Another lesson from that event came almost 13 years later…in the form of a LinkedIn 
request, out of the blue, from a guy by the name of Jeff Walker. 



 6 

If you don’t know Jeff you may know his product, “Product Launch Formula” (PLF)–
which at the time I first shared this story 3 years ago, was responsible for over half a 
billion dollars in online sales of products and services. 

He’s on version 4.0 of PLF. He’s a marketing genius and one of the real good guys in this 
business…he’s got a heart of gold to go along with being a “marketing badass” (and to 
me, “badass” is at the top of the marketing food chain). 

I don’t believe it is hyperbole to say that PLF is now responsible for over $1 Billion in 
sales of products and services online. 

Jeff also wrote a New York Times bestseller, Launch, which should be part of every 
marketer’s library. I was proud to give it away at my Titans event in 2014 and I gave it 
away last week to Titans Mastermind members. 
 
Jeff is a hero to thousands of entrepreneurs worldwide genuine and giving to everyone. 

But if not for the “Abraham-Lanford event” (and my philosophy for how I respond to 
LinkedIn requests which is outlined here), Jeff would have simply remained just one 
more amazing person I looked up to in this fantastic industry… 
 
My response to the LinkedIn request from Jeff: “Is this THE Jeff Walker?” 

And to my surprise, I received a response back from Jeff saying he had followed my 
career for many years and he was a fan…imagine that… 

Who knew? 

I surely didn’t. 

And where did Jeff initially meet me? 

I had known of him for many years but at the time of his Linked In request I can’t say we 
ever truly “connected” …so when I asked him, he told me this story: 
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He scraped and clawed his way to Los Angeles to the event in 2000 I described earlier 
(and he also told me he had no idea how he even was able to pay for it) to learn for 
himself how to create a billion dollar Internet strategy. 

Or I guess that was the reason…but looking back on that now, he is one person who 
actually accomplished that! 

He said he watched me moderate a roundtable discussion on something at that 
event…and was impressed. 

He couldn’t believe how much I was sharing without any expectation of anything in 
return, since I was a paid attendee, and not technically a speaker. 

This certainly sounded like something I’d do but I had little or no recollection of it at all. 

I also told him that he clearly must not have known much at the time since he was so 
impressed! 

And thankfully it wasn’t simply dumb luck that I was on my “best behavior” when Jeff 
was observing me. 

This re-connection to Jeff on LinkedIn (yes, social media being used for good and not 
evil!) led to Jeff inviting me as a guest to his “Platinum Plus Mastermind Group” in 
January of 2013 where I met and interacted with 30 of the most successful folks in Jeff’s 
tribe…and I fell in love with all of them. 

They all just gave and gave…and still give and give…Jeff attracts the best of the best 
marketers with the biggest hearts. 

In addition, despite most of them being a lot younger than me, they knew as much or 
more about direct response marketing (and how it drives all marketing regardless of 
channel) than I did…and I probably had 20+ years more “experience” than most of them. 

I was by no means the smartest person in the room so I knew I was in the right room. 

Remember: 
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“If you are the smartest person in the room you are in the wrong room” 
My experience in Jeff’s mastermind led to me to joining the group as a paying member 
and I have never looked back. 

Being a member has been equivalent to studying for my PhD in online marketing (and 
entrepreneurship). 

I’m thinking I will have my degree in a few decades… 

I have also made friends for life in that group, many of whom are like family to me now. 

Fast forward to this past week when Jeff came to my Titans Mastermind as a guest 
speaker and shared his knowledge and expertise for hours…and participated for 2+ days, 
interacting with the group that I have formed and which is, in many ways, inspired by 
watching him run his Platinum Plus Group. 

The lesson is obvious. 

I decided well before 2000 (especially because I thought the end of the world might be 
near) that my life was 100% about contribution and connection…and by staying 
consistent to that philosophy then (and now), people noticed then (and now). 

I’m reminded of a wonderful quote from Winston Churchill: 

“We make a living by what we get, but we make a life by what we give.” 
And the purpose of sharing all of this with you today is not to brag or pat myself on the 
back…it’s about the importance of being true to yourself, always being congruent, and 
never having to talk about “being authentic” because your authenticity is a given. 

Be scared…very scared…when you hear people teaching and preaching about “being 
authentic”…it’s really not something you can “learn.” 

It’s simply you being you…all the time…without ever thinking about it. 

Tip of the week (and for the rest of your life): 
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Keep giving. Never stop giving. And if you have to think about “being authentic” or 
being the same person in your “front stage life” as your “backstage life,” please re-think 
that very carefully. 

It pays to be the same person all the time because you never know who is watching… 

Warmly, 
Brian 
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#2: Fish Oil and a Direct 
Marketing Rule of Thumb… 
 
I recently asked a doctor who is not a true believer in taking nutritional supplements this 
question: 

Is there ONE vitamin or supplement that you could recommend to your patients that you 
feel has no downside but also has clear upside for most people? 

He replied, like many others have (including skeptics), that the ONE he would 
recommend to almost everyone is fish oil…the best source of Omega 3’s…and a 
supplement with more scientific data than most to back up many of the claims regarding 
how it makes us healthier. 
 
Of course he excluded people who are allergic to fish or soy…and I am not going to give 
you all the exceptions…we will leave that to the folks who sell the stuff… 

But this idea of the “one thing above all” got me thinking about direct marketing…as 
most things do…and how we can all be super healthy with all of our marketing efforts. 

I asked this question out loud: 

What is the ONE fundamental every marketer needs to know, regardless of the medium 
they work in, that is “the fish oil of direct response?” 
 
That is, what is that one thing that everyone can apply to everything they do when selling 
or marketing any product or service that will steer them most powerfully to their best 
customers, now and in the future? 
 
And it came down to three simple letters: 

RFM 
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I wanted to talk about RFM today to make sure everyone in my online family 
understands that this “vitamin” is the one everyone needs to take…digest…and unlike 
fish oil, there is no chance of an aftertaste and there is no chance that you will ever be 
allergic to it. 
 
If you know all about RFM already, you can stick around for a refresher on the most 
important principle in direct marketing (in addition to its kissing cousin “Lifetime Value” 
which we can talk about another day). 

I’ve been shocked how many people practicing direct response marketing today are not 
even aware of the term–or that analyzing RFM on their customer list might be the most 
critical and basic thing to do over all else. 

While at its most sophisticated level on multi-million name databases you may need a 
statistician figuring out RFM formulas and models for you, it’s actually a pretty simple 
concept accessible to anyone–and much of it can be done by observation and “tallying” 
(or tagging) your prospects and customers this way. 

Let’s break it down: 

1) “R” is for Recency: 
What this says is that a suspect/prospect/customer who interacted with you more recently 
is far more responsive (and immediately more valuable) than someone who responded 
less recently. 

I remember when I entered the direct marketing industry in 1981 how much this didn’t 
make sense to me logically…thinking that if someone just bought from me, they now had 
less money to buy something else from me right away. 

I even remember an old time legacy publisher who did not rent their mailing list of book 
buyers to other mailers offering books because they foolishly thought that, “every person 
has a set budget to spend on books per year and we only want them to spend with us.” 

I guess it’s no surprise that this company is no longer in business, failing to understand 
that no one has unique names, only unique lists…and also failing to understand that all 
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boats rise when we keep the folks on our list active and happy with all kinds of relevant 
offerings. 

Thank goodness I discovered how naïve I was within days of entering the world of direct 
response and that I didn’t fall into the trap that many others did at the time. 

It still astounds me when I think about the companies who considered themselves direct 
marketers back then didn’t understand the power of recency. 

Fortunately, most marketers today know the importance and value of recency…when 
have you NOT received a pop up or immediate cross-sell (or up-sell) offer immediately 
after buying (or even inquiring) about something online? 

In direct mail, the names of more recent buyers are called “hotlines”–and list owners still 
charge a premium for those names. 

I have been lucky that I have been able to see firsthand–over decades of mailing millions 
of names and almost always selecting hotlines on lists–that is more often than not the 
make-or-break whether a list pays out. 

The importance of recency should never be lost. 

And this is as true today as it was in the past. 

2) “F” is for Frequency: 
Man cannot live on recency alone… 

Frequency pushes us to combine the most recent buyers (or inquiries) with the most 
frequent buyers or inquiries (what we called “multibuyers” in the direct mail list 
business). 

Recency and frequency gives you a one-two punch that will enable you to segment any 
list, no matter what the size, in order to focus on the people who will be your best 
customers for subsequent products or offerings. 

Again, for many of you, I know this sounds basic. 
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Of course someone who bought from you multiple times is a better customer than 
someone who bought from you once…or never…right? 

But let me add creative and copy into the mix here: 

Are you communicating with a “multibuyer” with different language based on their 
relationship with you as opposed to communicating with them as a one-time buyer or 
inquiry (for example)? 

Or are you sending the same message to the “3 time buyer who bought their third product 
from you today” that you are also sending to the “one time buyer from 6 months ago?” 

The first group is “family”…the second group are invited “guests.” 

And there are even cases where frequency trumps recency…based on the direct 
marketing rule of thumb that your “expires” (or previous customers or buyers) are usually 
your “best list.” 

Example: If you had a subscriber to a publication who renewed multiple times and then 
stopped subscribing 6 months ago, mailing them again with messaging that speaks to 
them like “family” (e.g. “We want you back!”) rather than messaging that speaks to them 
as a “guest” (i.e. like any other new prospect), you are clearly missing a huge 
opportunity. And this would apply if they stopped subscribing a year ago…or more. 

While recency of when they expired is still important to know and select by, I have had 
experiences in my career where I was able to mail expires who have not been active for 3 
or more years and we could still revive them–and make them active again–by knowing 
their real value as previous, frequent customers. 
 
I know most of you know this instinctively…however, I have consulted with too many 
marketers and heard too many horror stories from folks who use “one-size-fits-all copy” 
to all segments of their audience; and even something as simple as “we want you back” to 
a segment of frequent, former customers (who may not even be recent) can double your 
response rate…or even more. I’ve seen that happen. 
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They know you know them already…you know them much better than you might be 
acknowledging…and you also (I hope) once loved them. 

Why would you want to hide that? 

3) “M” is for monetary value: 
Now round out this RFM formula by making sure you know the total amount of money 
every person on your list has spent with you…and create “tiers” that make the most sense 
based on the price point(s) of your products. 

The amount of money spent by each customer, in isolation, can be deceiving 
however…but combine it with recency and frequency and you will see the power of 
segmenting your list in this very basic way. 

And making sure you don’t have “one size fits all promotion” as I mentioned before 
(emails, letters, anything)… and that you talk to your customers based on their 
relationship with you…all “calculated” through RFM…can be a game changer. 

I want to share a quick story to bring this home: 

I have a friend/client who has 18 different products…and she does an incredible job cross 
selling and upselling to her existing customers the products they have not bought 
previously. 

But when I saw a breakout of her buyer list, something like 80% or more of the folks had 
only bought one product while most of the others had bought 2 or 3 at most…and it 
seemed that with some “RFM segmenting tweaks” there was huge potential to get more 
of those “1 to 3 time buyers” to buy much more given all of the related offerings 
available. 

We got religion on this when I noted that there was ONE person on the list who bought 
ALL 18 products (and no, it was not a relative!)…and I asked the question: 

“When did you invite this 18 time buyer to dinner?” 
Of course I was being a little sarcastic…but I was also trying to make an important point. 
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Yes…”lists are people too!” 

From that question we started surveying the most recent, frequent and high dollar 
spending customers, finding out why they bought multiple products and also in what 
order they bought them to look for trends in buying behavior. 
 
That led to what I call a logical (and much more successful) “contact strategy” where we 
started offering products to previous buyers in a sequence that made more sense than 
simply making random offerings. 

This strategy was rooted in addressing the needs and buying patterns of existing 
customers…and of course with copy and creative that spoke to why their recent purchase 
leads perfectly to the next purchase…with customized copy to different segments. 

I am only scratching the surface how something as basic and fundamental as RFM can 
change your entire marketing strategy in terms of which offers to offer when–and how to 
speak to different segments of your family when making those more targeted offers. 

I admit that talking about RFM in a little less than 2,000 words doesn’t do it justice…but 
I needed to get this out there just in case there is even one person in my online family 
who doesn’t look at RFM as the most important, basic segmenting tool at their disposal. 

It’s the one thing that always needs to be in play when doing any kind of direct response 
marketing. 

However, that doesn’t mean you should forget to take your fish oil either. 

Warmly, 

Brian 
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#3: Where Babies Come 
From… 
 
I’ve been thinking about “original source” a lot this week with the release of the “Titans 
Marketing edition” of Breakthrough Advertising by Gene Schwartz. 
 
Gene was one of many “originals” who paved the way for everything we do today in 
marketing, copywriting and the study of human behavior. And as mentioned above, Gene 
is the man responsible for the most important book ever written for marketers and 
copywriters, Breakthrough Advertising, which is now available to everyone. 
 
Why is knowing the original source of things so important? 

Why do we need to look at the past in order to create a bigger future? 

The reason is summed up in the Picasso quote (which I have shared with you multiple 
times in the past): 

“Learn the rules like a pro so you can break them like an artist.” 

Gene Schwartz in particular is one of those pros who, because he learned all of “the 
rules” first, became one of the most prolific “artists” in so many areas of his life. 

I talk about that in detail in the afterword in the new edition of Breakthrough Advertising. 
And now we can all pay it forward by learning the rules from him; and then making it our 
goal to become the next generation of artists. 

I know Gene is smiling down on us right now since he was as much a teacher as he was 
an artist. 

Inspired by those thoughts of Gene’s smile (he had a magical one), I began to think more 
about this idea of “original source”…or what I am calling today, “where babies come 
from.” 
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I recalled the interview I did with one of the smartest and most insightful marketers 
active today, Perry Marshall, talked about this idea in detail. 

Perry’s track record of successes–based on his application of this principle in everything 
he does–makes him the perfect person to bring into this conversation. 

This interview was released last year…but given its relevancy to the new edition 
of Breakthrough Advertising, I wanted to send it to you again today. 
 
But before I do that, I want to talk more about this critical concept. 

Perry called the interview, “6 Dead Guys and One Marketing Legend” referring to my 
new book at the time, The Advertising Solution)…but for today’s purposes, I like my 
updated subject line about where babies come from much better: I finally realized that it 
was NOT “the stork” who brought us direct marketing fundamentals. 

Hopefully your Mom or Dad told you that as well.  

I think this interview is a must listen for anyone who plans on being a world class 
marketer over the next 50 years. 

Of course I am not objective… 

More background about today’s interview: 

Hopefully you know by now that my new book (which is not so new anymore!) profiles 6 
of the most legendary advertising men of all time…all no longer with us…and all 
pioneers of everything we consider sacred in direct marketing today. 
 
I guess you would define them as some of the original “Mad Men” (i.e. the most prolific 
general advertising minds of their eras). 

However, I believe they were all actually direct marketers trapped in the bodies of 
general advertisers. 

What I have learned by diving into their work, thanks to my amazing co-author Craig 
Simpson, has been game changing for me–and the thousands who have already read it. 
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I hope you will buy it, read it and also grab all of the free bonuses at: 

TheLegendsBook.com. 
 
“Rules from pros.” 

Back to Perry: 

He wrote a blurb for the book, calling it “the make sure we don’t miss anything 
checklist.” 

That gave me an idea: 

I would have Perry interview me for his list…maybe sell a few books…and then in that 
interview, talk about what he is currently involved in with the incredible Richard Koch 
and HIS new book, Simplify. 
This was inspired by the fact that I kept seeing Richard’s new book popping up on 
Amazon next to mine. 

I told Perry that we also needed to talk about how The Advertising 
Solution and Simplify overlapped…but then something else happened. 
The surprise element that came up during the interview was a discussion of the 
importance of knowing the “original source” of the techniques we use and deploy today. 

The punch line: 

Knowing those fundamentals…where they came from…and how they were “invented”… 
makes us better at everything we do today…and not simply to take a stroll down memory 
lane. 

Case in point: 

I was on a podcast not long ago and the interviewer decided to take a deep dive into the 
topic of “regression modeling.” 
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This is the technique used to statistically predict response rates before mailing names 
(using direct mail) on large databases and individual lists, sometimes modeling millions 
of names at a time with incredibly predictable results. 

It’s a technique I used throughout my career (with the help of a top notch statistician 
since I was an English Major in college!)…and a technique that has been around a very 
long time…yes, even before the Internet! 

And it still works. 

Imagine that. 

I was surprised the interviewer decided to go down this path in our discussion since I was 
getting the sense we were getting a bit granular for his audience…and I was afraid we 
would lose them. 

But it was an interesting discussion and a topic so few people in the online world today 
ever ask me about so I went with the flow…and then he posted the interview on 
Facebook. 

One of the responses was both flattering and telling: 

“Wow! This interview with Brian Kurtz is fantastic. In it he talks about this incredible 
modeling technique he used earlier in his career. And I thought Facebook invented 
lookalike models. Mind blown!” 

I am not sharing this with you to make light of anything or anyone…but it illustrates an 
important point. 

That is, having a deep understanding of the modeling techniques that came before 
(including “lookalike models” which are far less predictable than “regression models,” a 
topic for another day) can only make you better as you buy ads from models created on 
Facebook. 
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Knowing “where babies (i.e. modeling on lists) comes from” will enable you to ask 
different (and more probing) questions of your Facebook agency/media buyer (using this 
example); and it will lead to ideas you never would have thought possible. 

And I have to tell you, stuff like this happens every day with my own clients and with 
some of the greatest online marketers I know and love. 

We regularly see examples where having a historical perspective on fundamentals of 
direct marketing will always lead to new insights (and higher levels of success) using a 
current, state-of-the-art technique. 

So below is the interview with Perry which talks about this concept…and much more. 

I am sharing it today in honor of Gene Schwartz–and to serve as a reminder the power of, 
and never forgetting, the value of re-learning the fundamentals–and everything that got us 
to where we are today. 

I regularly say that this is absolutely the best time in the history of the world to be a 
marketer…and having as much knowledge and information of what has worked in the 
past will only make you bigger and stronger using the incredibly effective tools and 
methodologies being developed every day…many through advanced technology, many 
through advanced logic, but ALL based on direct marketing principles of the past. 

The interview with Perry 

Warmly, 

Brian 
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#4: Branding Without Getting 
Hives… 
 
I will make the assumption that if you are part of my online family you are “one of 
us”…a serial direct marketer…and marketing terms like “branding,” “public relations,” 
and “publicity” give us the creeps, right? 

Our favorite question: 

“How are you going to measure THAT?” 
 
I recall a case of those “creeps” turning into a case of hives early in my career when an 
advertising sales guy suggested I try some advertising for “brand recognition.” 

My response: 

“If you can’t guarantee me a Nike swoosh, I’m not interested.” 

The hives then disappeared…as did the agency guy… 

However, I have become somewhat of a hypocrite over the years. 

While recalling some specific case histories and successes of the past and present, there is 
a version of “branding” that can be incorporated into a strict direct marketing 
environment…one where measurement and return on investment on every media buy is 
paramount. 

Having said that, I am not going to work on Madison Avenue anytime soon for a general 
advertising agency…nor do I yearn to be one of the “Mad Men” who lived in a world of, 
“If the advertising looks good and it is catchy, it must be working.” 
 
The story that I want to share with you this week is about a major breakthrough at my 
former company Boardroom that could be traced to a “new branding strategy”–and I 
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realized I carry this one with me in all I am involved with today when it comes to 
branding without getting hives… 

The reason I find this story so educational (and applicable today) is because while it has a 
“branding” component to it, it also teaches to never throw 
advertising/marketing/promotion dollars at anything without an expected, measurable 
return…and I hope you find the lesson valuable. 

Hint: Messaging and how that messaging relates to list makeup/segmentation played a 
huge role. 
I guess that comes as no surprise. 

Boardroom Inc. was launched in 1972 with a newsletter called Boardroom Reports which 
taught small business people how to run their businesses better…it was a publication all 
about the practical and useful…and subscriptions were sold almost exclusively through 
direct mail. 
 
In 1980, the company launched a newsletter called Bottom Line/Personal (BLP) which 
essentially appealed to the “consumer side” of that same executive who subscribed 
to Boardroom Reports. 
BLP focused on things like health, personal finance, home, auto, taxes, personal 
development…practical and useful too but it was all ”non-business information” that an 
affluent executive would want to know about in order to create more abundance in all 
aspects of their life. 
Not surprisingly, Bottom Line/Personal grew rapidly and soon eclipsed Boardroom 
Reports in circulation and overall responsiveness—especially to other company offerings 
including consumer related books. 
 
Clearly this new consumer focus engaged a much wider audience and one that was easier 
to reach through direct mail (i.e. there were many more responsive lists available on the 
consumer side). 

Our audience was telling us what they wanted most and we were ready to deliver more of 
what they wanted. 
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Furthermore, as Boardroom got into consumer publishing in a bigger way, it was clear 
that the category of “health” was huge by itself despite looking initially like a niche 
within BLP. 
We didn’t have to guess about that either…our customers told us…and while on the 
surface it looked more like a branding strategy than anything else, it was really about 
results, note guesses. 

The company exploded (in a good way) and REALLY got busy: 

Health newsletters followed and dozens of health books too…and it led to a product line 
where 80% or more of the product line focused on health…with the rest of the editorial 
being in the areas of finance, consumer information and the like. 

Business information had taken a back seat. 

So what happened to poor Boardroom Reports? 
 
Well, the core audience interested in “business information,” while enthusiastic for the 
newsletter, shrunk quite a bit due to attrition and lack of available outside lists. 

And of course the house (internal) list was not responding all that well to the business-
related newsletter with the new focus on consumer-related editorial, especially health. 

That is, attracting new subscribers to Boardroom Reports was hard while new customer 
acquisition in our new consumer categories was easier and more lucrative. 
 
But it was difficult for the company to let go of its “first born”…and Boardroom 
Reports chugged along, albeit very marginally. 
 
Then we had an innovative idea for a test (although it is sort of obvious). 

Here was the logic: 

The database of existing customers–after the explosion of Bottom Line/Personal–had 
huge identification and affinity with the “brand” called “Bottom Line” –so instead of 
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giving up on the consumers who still might want business information, we met them 
where they identified with us the most: 
 
Boardroom Reports was re-named Bottom Line/Business. 
 
It was also re-designed to look like a true sister publication to Bottom 
Line/Personal…and we created promotion that looked and sounded more like what our 
customers were used to seeing for our rapidly growing consumer publications. 
Result: A huge lift in response from the house audience to the new Bottom 
Line/Business and new life for our original flagship publication….from customers we 
already had. 
 
We were able to keep the newsletter alive (and profitable) for a few more years. 

When we eventually folded Bottom Line/Business it was done by choice and not as much 
by necessity…always a better way to go. 
 
At that point we realized that the subject area was an outlier and we had gotten so much 
better at marketing in the consumer categories…which at that time deserved 100% of our 
editorial focus too. 

But we learned valuable lessons we could take forward from this transition 
from Boardroom Reports to Bottom Line/Business. 
 

1) Our first health newsletter—Health Confidential—had a huge growth spurt when 
it was re-branded as Bottom Line/Health—and it remains that title to this day. 
 

2) Boardroom’s tax newsletter, Tax Hotline, got some new life when it went wider 
as Bottom Line/Wealth. 

 
3) Bottom Line/Tomorrow (retirement newsletter) and Bottom Line’s Natural 

Healing with Dr. Mark Stengler were both launched with titles under the Bottom 
Line umbrella. 
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We didn’t even bother trying anything BUT “Bottom Line” at the outset of any new 
launches…we are fast learners I guess… 

4) And all of the books became “Bottom Line Books” rather than “Boardroom 
Books,” something that is still true today 

I know this all sounds a bit simple…and obvious…but the fact that Boardroom was never 
a household name (or brand) made it less obvious that the company was ever sitting on a 
killer brand to a pretty large audience. 

Plus, in looking back on it, I admit that I was stubborn about the whole concept since I 
always told people that the idea of “branding” gave me hives. 

What that stubbornness got me was today’s subject line AND a reminder that we should 
never dismiss anything in the marketing landscape that can add to overall reach…and 
impact. 

Of course this needs to go hand-in-hand with being a slave to your numbers, listening 
carefully to your audience all the time and always being committed to what the great 
copywriter Gary Bencivenga calls “accountable advertising.” 

If you want another case history where this idea of “direct response branding” led to a 
$50 million per year profit center, please read, “Books are still a perfect product.” 
 
That case history takes a deep dive into “Bottom Line Books” and showed how we took 
the Bottom Line “brand” to products we didn’t produce in the first place (i.e. other 
publisher’s books). 

And it also talks about the role market research and really knowing your audience—and 
list—makes all the difference. 

I even talk about walking around Barnes and Noble with a hand truck as part of that 
market research…an interesting story in itself… 

As my good friend and expert marketer/consultant Michael Fishman has said to me many 
times over the years:  
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A brand name isn’t everything…but it’s something. 

Always know how known or unknown your brand is (to any particular audience). 
 
I also like to quote ice hockey great Wayne Gretzky in this context: 

“I skate to where the puck is going to be, not where it has been.” 
 
Back to today’s story: We didn’t plan on changing the entire branding of our company 
from “Boardroom” to “Bottom Line” on a whim or because someone said it would make 
sense to do—but rather, our audience told us that’s where we should go… 
 
And who are we to argue with the folks who pay the rent and the electric bill? 

Warmly, 

Brian 
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#5: The Politics of Direct 
Marketing… 
 
You probably know by now that I never get “political” in these weekly posts…and I 
won’t start now…but since the lead story on the news every day seems to be about what 
is happening in our nation’s capital, I am reminded of a dinner I attended in the early 
1990’s in Washington which on the surface seemed like it was about politics…but it was 
really about world class direct marketing… 

Here goes… 

The dinner celebrated the 50th anniversary of Human Events magazine, which at the time 
was as right-wing as any publication in America. 
 
I was invited because a good friend of mine was a key player at the magazine…and I 
found myself that night in a room of the most outspoken Republicans and conservatives 
in the country. 

Now I’m a Jewish kid from the New York…not affiliated with either party…but my 
religion and geography is a combination that made me a minority of one in a room like 
the one just described…but I was excited to be there. 

For the record, I flip-flop registering in the party that enables me to vote in the primary 
where there is some kind of competition (i.e. the non-incumbent party)…I’m more a 
sports fan than a politics fan so when voting feels more like a sporting event, I’m all in. 

I also believe in “exercising my rights” as often as possible. 

Isn’t exercise always a good thing too? 

Anyway, the speakers at this gala included Phylis Schlafly, Jesse Helms, Pat Buchanan 
(who introduced “the next great Senator from the state of Virginia, Oliver North”—
WRONG–he lost his election bid after the dinner), and Jack Kemp (considered the 
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“liberal” of the group) who introduced a video from none other than the “Gipper” 
himself, Ronald Reagan. 

Also in the crowd with me were some celebrities: 

Judge Robert Bork who almost became a Supreme Court Justice; and none other than 
Sonny “I Got You Babe” Bono (the Mayor of Palm Springs at that time or soon after). 

As each speaker got up to speak, each was greeted with a rousing standing ovation. 

Not being a fan or foe of the speakers, I generally sat in my seat and politely clapped…I 
have to admit that I was a little nervous that I would be found out as an imposter in the 
crowd. 

But my continued politeness (and excellent table manners!) kept folks at bay… 

One other thing you need to know: 

Human Events was published at the time by a company called Phillips Publishing…one 
of the truly great direct marketing companies EVER; and the founder, Tom Phillips, is 
one of my marketing heroes. 
 
The final speaker of the night was none other than Tom Phillips…and when he was 
announced, I got my chance to cheer. 

As far as I was concerned, Tom was the true rock star of the evening…everyone else 
served as a warmup act for a man who is direct marketing royalty. 

This time I was the first person to give him a standing ovation. 
My buddy looked at me incredulously: 

“You’ve been sitting on your butt all night as one all-star speaker after another came to 
the stage…and NOW you stand up?” 

I replied: 

“I am not applauding his politics…but I am applauding his direct marketing prowess.” 
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With all that power in the ballroom of The Mayflower Hotel that night, there really was 
no one more powerful than Tom Phillips. 

Direct marketers trump everyone in my world, I guess. 

It should be noted that he saved Human Events from going under by buying it when it 
was struggling—making it his own labor of love. 
 
He was able to do that because he had spent his career creating and building some of the 
most incredible publications and businesses in the history of direct marketing. 

Some of the reasons why Phillips Publishing was a best-in-class direct marketer: 

Copy: They worked with only the best-of-the-best copywriters…the folks we call “A 
listers.” 
They were always willing to pay top dollar and regularly had those “A listers” compete 
against other “A listers.” 

And most importantly, they never saw copy and creative as an expense but rather the 
most powerful way to create marketing breakthroughs. 

Making sure they were always mailing the best promotional copy was seen as paramount 
for the company to grow and expand their reach. 

They never compromised in this area and I know this because when I couldn’t get an “A 
lister” to write for me it was because they were tied up writing for Phillips. 

Lists: They understood at the deepest level that once they invested all that money in 
creative, they better be mailing to the right lists. To that end, they were committed to list 
research more than any direct marketer I ever knew. 
 
They asked more questions about a list before putting it in the mail–to the chagrin of 
every list broker and list manager in the industry. 
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But they knew that spending over $500 per thousand in the mail came with huge 
responsibility…and risk; and they mitigated that risk with precise and exhaustive list 
research. 

Testing: They tested offers (in addition to copy and lists) aggressively but intelligently. 
They followed the rules of scientific A/B testing and single variable testing too. They not 
only tested big things but they knew how to act on the results (which were always 
reliable). Investing in the best analytics was as important to them as investing in the best 
copywriters and lists. 
Diversification: They diversified into multiple product areas always based on their 
expertise and existing assets, and they were successful in their specialized niches in 
BOTH consumer and business-to-business marketing which was rare then…and I think it 
is even rarer now. 
 
They were also able to succeed with information products AND hard goods/physical 
products…while always keeping an eye on their core audience…and never going to far 
from what they knew best. 

And they never drifted away from what their customers wanted most. 

Simply put, the Phillips Publishing secret sauce was that they merged their expertise, skill 
sets and knowledge with what was working best in the marketplace already…they 
followed anecdotal evidence every step of the way while never trying to be something 
they were not. 

That’s why they ended up as leaders in so many different categories including health 
(newsletters and nutritional supplements), personal finance/investing, business-to-
business niches and, yes, even politics. 

Phillips Publishing was the gold standard in direct marketing for probably two decades. 

I encourage all of you to study them as a direct marketing case history for the ages. 

At their peak, they were the envy of the newsletter publishing industry and many other 
industries as well. 
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And at their peak I believe they approached $300 million is sales. 
 
Also notable: Phillips perfected a model to sell nutritional supplements under a 
doctor/guru, using content as the anchor, well before it became a business model for so 
many others. 

That one division alone, re-named Healthy Directions, was recently sold by the folks who 
bought it from Tom for $195 million. 

So many of today’s most successful marketers in this category owe a huge debt of 
gratitude to the pioneering efforts of Phillips. 

And many of the top copywriters too. 

The lives that were changed for the better because of Tom Phillips and his ability to 
communicate as a world class direct marketer put him on the same stage as Ronald 
Reagan…literally… 

And whatever your politics might be, there is no arguing that the impact we can make as 
direct marketers is mammoth. 

Tom Phillips proved that many times over. 

Kidding aside about how I ended up at a dinner I had no place being at, I really wanted to 
emphasize what real “power” is all about. 

The more I think about it–and the longer I work in this wonderful industry–the more I 
love the power (and responsibility) to make a huge impact in the world no matter what 
we sell or how we sell it. 

We are also lucky to have a skill set that transcends every industry…and that it works in 
every medium. 

To bring it full circle, ask any politician how important direct marketing is to THEM in 
order to get re-elected. 
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(And while you’re at it, ask them why they get the lowest postage rates for THEIR direct 
mail…) 

But here’s the good news for you even if you have done (or still do) direct mail and pay 
higher postage than politicians: 

YOU never have to run for re-election! 

But remember…your customers will tell you whether you can “stay in office” (or not) 
based on the effectiveness of your marketing efforts. 

And our reward will be that we can change lives for the better while still being financially 
successful…Tom Phillips proved that. 

So get back to work. 

Warmly, 

Brian 

  



 33 

#6: The Power of 100-0 
 
Last week I had the honor of spending three days with 40 of the most heart-centered and 
highly skilled entrepreneurs, marketers and copywriters on the planet who were all 
attending Titans Master Class (a one-of-a-kind mastermind). 

And there was one word that seemed to describe everyone’s overall philosophy about 
their business (and their life): 

Generosity 
 
And with entrepreneurs like those in Titans, generosity always seems to go hand-in-hand 
with gratitude. 
 
Both of these things were apparent as we went around the room at the end of almost three 
days together sharing and dreaming; and each person was asked to share one of three 
things (and sharing was optional): 

1. A “give” to the group…or… 
2. An “ask” of the group…or… 
3. A share regarding gratitude 
 
This exercise took way longer than expected since everyone wanted to share… 
 
The gives were amazing: We had folks offering free access to their products and training 
in the thousands of dollars; and others willing to give their time to coach fellow members 
using their super powers on their own time and their own dime—also worth thousands of 
dollars. 

The “asks” were also amazing…since they were based on a need for their business yet 
they were willing to pay top dollar for what they needed…so a reference plus a stamp of 
approval from someone in the room (who they had bonded with in a profound way during 
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the event) turned those “asks” into “opportunities” for other folks, whether they were in 
the room or outside the room (i.e. inside the contact lists of fellow Titans). 

And no one skipped the opportunity to share what they were grateful for…whether it was 
their gratefulness to one of our amazing speakers for sharing their expertise; or to one of 
the members who inspired them by having the courage to sit on a hot seat and allow the 
room to give constructive criticism without love leaving the room. 

That’s the power of masterminding. 

And as I sat there listening to all this magic, all I could think about was the concept of 
“100-0”… 

For your consideration: 
Eliminate the phrase, “I’ll meet you halfway” from your life. 
I would like to make the case for why you should do that…immediately…as I explain 
“100-0”… 

I have a group of ten buddies from high school who are like brothers to me. 

However, we all know that no matter how close you are to certain people, it’s easy to fall 
out of touch…and if some of those people are particularly “complacent” (euphemism for 
“lame” since some of my buddies are also part of my online family and I really don’t 
want additional 
unsubscribes), it’s even more challenging… 
 
But come to think of it, they probably don’t open this e-mail anyway so yes, 
some might be on the lame side…but I know they will always love me and I will always 
love them no matter what. For the most part, if I didn’t reach out to them, the odds of 
them reaching out to me were slim…although the joke is that they are, “always sitting by 
the phone waiting for my call…” That could have pissed me off. 
 
“Why did I always have to make the extra effort to keep in touch?” 
OR 
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“Why did I always have to organize any events so we could all have some kind of 
reunion or get together?” 
 
Well…because they didn’t have it in them to do that…more of a “can’t” than a “won’t” 
(which is a huge distinction). 

When you can determine that it is a “can’t” rather than a “won’t,” all of a sudden it gets 
easier to play bigger. 

There was a huge reward from taking this approach: 

When we did connect, it was always a blast, a true love-fest and we actually joked about 
the lameness and how we overcame the odds by getting together. If I waited to be met 
halfway, I would not have some of the most important people in my life being a bigger 
part of my life…and I could have easily made that choice. 
 
But knowing that if I brought 100% to the relationship, the payoff to having those 
brothers in my life was worth the extra effort…with no bitterness or anything that 
resembles “they owe me.” This is also a premise I encourage you to follow in your 
business. 
 
Admittedly, most people I have ever worked with in an organization on the same team 
consider me a wimp for not holding out for every dollar on a contract or not walking 
away when demands from the other side of a negotiation became unreasonable. 
 
However, all I know is that I sleep well at night…every night (well, there was the night I 
was prepping for a colonoscopy…oops…TMI). This “100-0” concept takes away so 
much stress…the stress of “keeping score” and calculating how much they gave you vs. 
what you gave them is just wasted energy as far as I can tell. 
 
This mindset has led to two concepts that I would like to leave with you today that may 
be a shift as you negotiate deals in the future…or interact with people who you think are 
not playing “fair.” I submit that you can’t do deals like this all the time…but it might get 
you thinking differently about true fairness as a priority: 
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1. Don’t sweat the deal numbers for the test. Share all results with total 
transparency…then adjust the deal accordingly for maximum win-win on rollout. So 
many of the deals/agreements I’ve made over the last 35 years were so unpredictable how 
they would work out (the beauty of testing in direct marketing)! 
But knowing that I would be a slave to the numbers on that test (can’t believe this 
English Major is saying that!)—figuring out the “profit pie” based on REAL results and 
then adjusting to the fairest deal possible for both sides always led to the biggest long 
term wins. And it would always lead to the longevity of the product/project/partnership. 
  

2. Windfalls are good for today but if unfair, you’ve got a one-hit wonder. To continue 
from #1, you may not have been able to negotiate a “flexible deal” on the test…which 
leads to one side making a mint while the other side doesn’t do so well…and if you are 
on the windfall side, don’t assume it was a “fair deal.” It might have been fair at the time 
you made the deal…but since we are hopefully not about one-time cash events and all 
about business building for the long haul (that is, “everything is not a revenue event but 
everything is a relationship event”), be the first to fess up if it’s not a fair deal… 
 
In the words of the great Robert Cialdini: 

“Reciprocation [is about] you, then me, then you, then me…be the first to give service, 
information, concessions” 
 

It’s possible that this definition of “reciprocation” is one that you may have never 
heard…certainly if you only use that word doing affiliate deals online… 

 I’m reminded of a mailing list salesperson early in my career who went to a company 
that had never previously rented their lists (for direct mail)…and the lists were comprised 
of affluent professionals who responded well to all kinds of business and consumer offers 
for their own products, and the names were 100% direct mail sold…basically a super-
responsive list that would enable this salesperson to tapinto an untapped gold mine now 
that there was a decision to make the lists available to other mailers for the first time. 
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This salesperson negotiated a commission deal the first year that unexpectedly had her 
making more money in commissions than the CEO of the company was making …and it 
was a pretty large 
company with an overpaid CEO to boot. After the first year, the CEO asked the 
salesperson to adjust her commission based on the unexpected windfall…and she refused. 
 
Her position: 

”Why should I have to take a pay cut when I did such a good job?” She stuck to her guns 
that a deal is a deal… Ouch. 
 
But “the deal” was not an “employment contract” (nor was it fair to both parties) and she 
was let go 
from the company a year later. 
 
Note: If she had cut her commission in half in year two with the company, she still would 
have 
made more money in that second year than she ever made in any single year for the rest 
of her career. 
 

I know this is extreme…but I think it illustrates the point. 

Based on this true but tragic story, you might want to consider eliminating another phrase 
from your business mindset in addition to the previously mentioned “I’ll meet you 
halfway.” 

There should also be no room for: 

“It’s the principle of the thing” 
Standing on principle or making the other side pay or however you phrase it (it could 
even be an “I’ll show them!”), will only cause you stress, take years off your life and not 
move the ball down the field. 
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Be in the game for the long run and play fair. If you do, I guarantee you will be richer for 
it in the long run.  

And you will sleep better too. 

  

Warmly, 

Brian 
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#7: Email Marketing Lessons 
from the 12th Century 
 
My first trip to Paris was three years ago…and I fell in love with the place. 

And as you might imagine, my thoughts turned to romance…gluten-free crepes (do they 
exist?)…and of course email marketing. 

I’ve been back to Paris twice since then—both times to speak—and I actually did three 
interviews/videos for my friends in France (with my host, Sebastien Night, “The French 
Marketer”). 
In those interviews I talk about some epic failures, my favorite books and continuous 
improvement…and you can access them here. 
 
And in addition to wanting to share those videos with you this week, I also wanted to 
continue on the theme around the resurgence of that “new medium” called direct 
mail…the medium that I recently compared to “making sushi at home”…that is, you can 
do it yourself but I wouldn’t recommend it. 
But even though you shouldn’t do direct mail without a lot of support, you also shouldn’t 
ignore what is clearly “the least crowded In Box” for consumers and business people 
alike. 

Back to Paris to illustrate this point further… but more importantly to talk about best 
practices in email marketing. 

One of my favorite stops was at the “Cathedral of Notre Dame de Paris”…an amazing 
edifice. 

I worked off some “croissant calories” by walking the stairs to the tower (and when I got 
to the top, I hung out with a famous gargoyle …see picture at the end of this e-mail). 

I swear he reminded me of a sleazy Internet Marketer I met recently. 



 40 

I thought I heard him asking me to send him money to support a Nigerian prince too. 

The church was built in the 12th century…well they started building it in 1163 but it 
wasn’t completed until 1345. 

The craftsmanship is phenomenal…and seeing it up close and personal got me thinking… 

Lots of folks put in a lot of time, planning and effort to figure out how to get that thing 
built without a crane…or an elevator shaft…or any modern tools. 

I know what you’re saying…go visit the Pyramids, Brian, and you won’t be so 
astounded…but stay with me. 

The craftsmanship had to be perfect and no move could be taken without it being thought 
through in a big way. 

Sort of like doing direct mail. 

OK…it was a lot tougher to build Notre Dame than to do direct mail…and the relative 
cost was a lot more in 12th century dollars too. 

And I have to admit that the cathedral is a lot prettier to look at than any #10 envelope I 
have ever received in my mailbox. 

However, the way some people today fear direct mail, you would think that building 
Notre Dame would be easier than considering the medium that has been creating 
marketing successes for decades…dare I say a century. 

And even Ben Franklin thought it had potential over two centuries ago. 
 
So great news…direct mail is cheaper than building Notre Dame AND we don’t have to 
wait for almost 200 years to get the final results! 

Although some online marketers think that waiting 6 weeks to accurately read a direct 
mail campaign might as well be 200 years. 

And then I started thinking about email. 
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After visiting Notre Dame, I remember going back to my hotel room to check my e-mail 
for the first time in a week…I have 9 different Gmail accounts…and one of those Gmail 
accounts is where I “sign up for stuff” to track what others are doing marketing-wise. 

Some examples are retail stores, memberships, programs, webinars…maybe even some 
opt in pages from some of you in my online family. 

All of my “In Boxes” were flooded with stuff since I had been a free man In Paris for a 
week (reference to a song that shows my age). 

In particular, the email address where I sign up for stuff had hundreds of unread emails in 
it…most of them sucked…they were noisy, not targeted and very repetitive. 

I hadn’t noticed how bad they were (and how often I get the same bad e-mails) until I 
didn’t check the box for a week. 

I started thinking about how much thought (or lack of thought) goes into sending 5 emails 
in 5 days to someone with virtually the same offer, maybe worded a little differently each 
time. 
 
But not enough difference to have it qualify as being “creative.” 

Or effective. 

Or useful. 

It is all so annoying. 

Then I thought about the construction of Notre Dame…and the building of a direct mail 
campaign…and how neither could afford the sloppiness I was witnessing in that one 
Gmail account. 

A good friend of mine (and a world class marketer) Dean Graziosi gave me a quote to 
live by…and I encourage you to spread the word on this one: 

“Customers refund transactions, not relationships.” 
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There was nothing about “relationship building” in most of the e-mails in my In Box. 

It is so frustrating to see all that waste. 

I often lament that in all my years in direct mail, we really couldn’t do true relationship 
building by itself…direct mail was way too expensive. 

Gordon Grossman, architect of the Readers Digest, used to tell me: 

“Everything in direct mail has to sell something.” 
 
The idea of “content marketing,” (i.e. giving away our best stuff for free or at least some 
of our best stuff for free), which we all take for granted today as something we all should 
be doing online, was just not affordable offline for the most part. 

And while I agree with Gordon on the need to always “sell” with all of our direct mail 
due to the high cost, I remember making a commitment to developing breakthrough 
direct mail creative that actually did give away “real content” even when it was 
dangerous to do so—and it made for relationship building while selling. 
 
That was not the norm at the time I was cutting my teeth in direct mail but we were 
trendsetters…and there were many like us that marketed similarly…and those are the 
mailers who have survived to this day in a very tough and expensive medium. 

Today, the best direct mail has this component built in wherever possible. 

I think Gordon would agree on this the new rule for online marketers based on what we 
have learned over the years offline: 

“Everything in email must achieve something” 
 
And those of you who are big e-mailers, I dare you not to sell all the time…and if I could 
recommend just one thing to you, be selective when and how you sell. Many of you know 
this already…hopefully you are OK if I am preaching to the converted too. It is just such 
an important message. 
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E-mail being cheap (and having a responsive email list that others want to mail to as 
much as you do) is not a license to kill your list…or your relationships. 

Doing these weekly e-mails has taught me a lot…and even though I sometimes sell you 
something…whether it was my Titans materials, the Bill Jayme swipe file…and soon to 
be the classic books Breakthrough Advertising and The Brilliance Breakthrough by Gene 
Schwartz…I am careful to keep the selling relevant and congruent. 
The key, I think, is that I only want to offer you something of true value after I spend 
considerable time and effort developing this relationship with you. 

And everything I sell has been–and will continue to be–congruent with my overall 
mission of providing you with the best direct marketing education I can find. 

And while I’ve made some money selling stuff, do you know what has been the most 
satisfying thing over these last 3 years of writing this weekly blog? 

It’s that I receive very few unsubscribes over time, higher open rates even as the list 
becomes larger and virtually zero complaints. 

And I address every complaint one-on-one. 

Always remember that customer service is a marketing function. 

Please read “The return on returns” where I hopefully prove that point… 
 
Unsubscribes, open rates, and customer complaints are the key metrics these days (in 
addition to “sales” and “profit”)…so thank you for your trust…and thank you for 
continuing to read and interact with me. 

And please pay close attention to those metrics with all you do as you sell. 

I know that I never could have figured out how to build the “Cathedral of Notre Dame de 
Paris”…in the 12th Century or the 21st…but as you read some weeks ago about “How 
paying postage made me a better marketer,” I am confident that I can build a list and “use 
e-mail for good rather than evil” because of how I learned to build direct mail campaigns. 
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And as we have all learned, the fact that e-mail is inexpensive is not an excuse to exploit 
our respective tribes…it’s much more about the opportunity to build. 
 
In short, please think about the craftsmanship of the Notre Dame cathedral the next time 
you write an email…and before you hit send. 

Warmly, 

Brian 

P.S. Here’s a picture of me with that Internet Marketer…er…gargoyle…atop Notre 
Dame. 

 
Can’t you tell I was thinking about e-mail marketing here? 
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#8: The Titan Who Saved the 
World 
 
Believe it or not, the Titan I want to talk about this week is NOT a direct marketer! 

And while he’s pretty far removed from the usual folks I talk about in this space, I think 
about him often because I believe that without his decisive actions, none of us would be 
pursuing our dreams, with complete freedom, in direct marketing (or anything else for 
that matter)… 

I was an English major in college but if I had to do it over again, I think I would have 
majored in history…and since graduating (never to pick up a Dickens novel again), my 
particular historical passion has been World War II. 

(And for anyone new to this list, don’t worry…I will bring this around to some critical 
business and marketing lessons shortly…stay with me). 

I am convinced that the single most important figure in that war—the man who is more 
responsible than anyone as far as saving the world from total disaster – is Winston 
Churchill. 

Without his resilience and courage, I’m not sure things would have worked out the way 
they did. 

I was reminded of Churchill recently while watching “The Crown” (on Netflix…highly 
recommended… John Lithgow plays Sir Winston in the show). 

There are so many life lessons to be learned by studying Churchill. 

A few years ago, I fulfilled a lifelong dream when I toured the “Churchill War Rooms” in 
London (see photos at the end of this post). 
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I highly recommend you visit if you ever get to London…there’s also a Churchill 
museum in the same building which is awesome. 

Both the War Rooms and the museum give tremendous insight into how this man was 
able to accomplish all he did…often under relentless pressure to make life and death 
decisions every day (especially during the war). 

This man understood leadership like no one you will ever study in history. 

And he did it most of the time with a scotch in one hand and a cigar in the other. 

The fact that he lived until he was 90 kind of debunks a few things we know about 
drinking and smoking. 

I often think that the way this man “engaged with life” (and obviously thinking more 
often than not about making an impact and creating a legacy for the ages) might have 
helped with his longevity. 

Just a theory. 

His philosophies around leadership also serve as business lessons on a very deep level. 

I want to share two biggies that have resonated with me over the years. 

First, on courage… 

“There is nothing more exhilarating than being shot at without result” 
 
Sounds like the “marketing wars” we participate in every day, doesn’t it? 

Or how you work inside of a huge commitment before you really know how you are 
actually going to execute on that commitment. 

The top coach for entrepreneurs on the planet, Dan Sullivan, has been known to say: 

“Courage is a crappy place” (although he has used a different word than “crappy”—starts 
with an “s” and ends in a “y”—but this blog is rated PG) 
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It actually means that as entrepreneurs and marketers (and even world leaders), we 
must embrace courage as our friend even under the toughest circumstances. When we 
talk about Churchill’s brand of courage, it goes to an entirely new level. 
 
This is a man that might have saved all of humanity from one of the most evil forces the 
world has ever seen…by not only “dodging bullets”…but by acting decisively and 
proactively in the face of that intense enemy fire…while so many others just gave in or 
gave up. 

And as far as “The Battle of Britain” goes, he was dodging bombs and not just bullets–
that turned much of his beloved country (and the city of London in Particular) into 
rubble… 
He came out the other side stronger than ever with more resolve and optimism to go 
forward. 

The second big lesson we can learn by studying Churchill: 

The importance of being tough but fair. 
 
This is a Churchill premise that hopefully resides deep in the fabric of how we all do 
business in the world. 

I have written previously about, “It’s not always about the money” (when I told you 
about Gene Schwartz) and “The Power of 100-0” (when discussing negotiation) and both 
of those posts may have made it sound like money doesn’t really matter…or that I was 
being flippant about making a good deal (or the right deal). 
 
But that is far from the point. 

I absolutely believe you must understand all of the issues around money when making 
any business decision–so you can make the best decisions regarding how important 
money (or price) might be in the overall deal or negotiation…and what a fair 
deal really looks like. 
 
And my absolute favorite Churchill story illustrates this concept beautifully: 
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According to legend, Winston Churchill once asked a “socialite” if she would sleep with 
him for 1 million Pounds. 
When she admitted that she would, he offered her ONE Pound…and THEN she objected: 
“Winston! What sort of woman do you think I am?” 
Winston then replied: 
“Madam…we have already established what you are; now we are just haggling over 
price.” 
 
When you read Churchill’s quotes and stories, it is crystal clear that he had a knack for 
cutting to the chase, “calling the question” and getting to what really matters to create 
forward progress. 

My mentor and a Titan in his own right, Marty Edelston, was like that too. 

One of his favorite quotes, which I think Churchill would have been in agreement with, 
was: 

“The only things worth talking about are the things you can’t talk about.” 
 
When I eulogized Marty at his funeral in 2013, I told everyone he was like Vince 
Lombardi…the football coach who was incredibly tough to play for and known for being 
a difficult taskmaster…often leading his players to curse at him under their breath 
regularly. 

From that eulogy: 

“When you play for coaches who are tough like Lombardi (or Marty), you often feel more 
pain than pleasure; but when you look back on the most valuable lessons (and traits) you 
picked up by being dealt with in a tough yet fair way, you never regret a moment of that 
relationship. I know I owe my own mental toughness to the tenacity of Marty and him 
being a demand for excellence 100% of the time.” 
 
I have a feeling that Churchill was one of those “tough but fair guys” as well… 
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Interesting to note that in Churchill’s situation, not executing on excellence 100% of the 
time could have led to the end of the world. 

Heady stuff. 

And all of this “tough guy stuff” will lead to winning football games (Lombardi); to 
building nine figure businesses (Marty); …or winning World Wars (Churchill). 
 
Back to football (and that’s American football for all you World Cup fans). 

My favorite team since I was a little kid is the New York Jets who were originally called 
the New York Titans. 

Given that the Jets haven’t won a championship since I was 10 (and I am no longer a 
young man!), I’m sort of glad they changed their name since “Titans” is my new go-to 
moniker for “greatness” or “top of the heap” and it represents the kind of people I want to 
follow into battle. 

The Jets? 

I am just stuck with them for life at this point…and paying for season tickets is far from 
“following them into battle” and it is also incredibly painful most years. 

Unfortunately they are not Titans… 
 
I follow the work and teachings of Winston Churchill because he knew how to get 
everyone to follow him into battle…which is something all of us should emulate. 
 
Thanks for letting me share some revelations I’ve had over the years studying one of the 
most colorful and important people in the history of the world. 

And I bet Churchill could go into the locker room right now and get my Jets to play 
better… 

Sigh… 
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Warmly, 

Brian 

P.S. Me and my hero in London 

 

Me and my hero at The Museum of World War II in Natick, Mass (he’s a little waxy but 
still powerful): 

 

 And what we need to do always: 
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#9: The Best Copywriter You 
Never Heard Of… 
 
When talking about the greats in anything—sports, entertainment and yes, even direct 
marketing!—thinking about your “Mount Rushmore” is a great way to put your best of 
the best on a pedestal…or better yet, etched into the side of a mountain. 

At the Titans of Direct Response event, we created a swipe file from the four top 
copywriters at Boardroom over a 20 year period (basically the second half of my stint 
there). 
 
These four guys were responsible for over 650 million pieces of successful direct mail 
over that time. 

And so I put them on Mount Rushmore: 

 

 For those of you who don’t recognize these four greats “in stone,” they are Eric Betuel, 
David Deutsch, Parris Lampropoulos and Arthur Johnson. 
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But if I go back to my first 15 years at Boardroom, “Mount Rushmore” consisted of four 
other greats, and it’s interesting to note that the four guys mentioned above acknowledge 
the previous four as their mentors. 

Three of them you have probably heard of–Gary Bencivenga, Jim Rutz and Eugene 
Schwartz–and all three are icons I have written about many times in the past. 
 
The fourth you probably never heard of…his name is Mel Martin…and he truly was “The 
Master of Fascinations” (keep reading if you don’t know what I am talking about)…and 
he was Boardroom’s secret weapon behind the scenes for over 20 years. 

This is from the eulogy Marty Edelston (Founder of Boardroom and close confidant of 
Mel’s) gave at Mel’s funeral in 1994: 

“We had lunch regularly…to dream about changing stupid systems…which ultimately led 
to [some of the most famous headlines which we called fascinations] in the history of 
direct marketing.” 
 
If some of the “fascinations” below that Marty cited in his eulogy sound familiar, it might 
be because you have been around for a long time and studied them. 

But they also might sound familiar because variations of them have been re-purposed, re-
worded and copied over the decades since the time Mel originally wrote them: 

-What never to eat on an airplane 
-through “Baloney!” 
-How to collect interest from two different banks at the same time 
-The two most forgotten tax deductions 
-Bills it’s Okay to pay late 
-What credit companies don’t tell you 
 
Note: If I started listing every other institution or company Mel wrote about that 
“doesn’t tell you what you need to know” and has information “‘THEY don’t want you 
to know,” you’d see that Mel was the original (or close to it) writing copy like this–
which you see and hear regularly on the Internet, TV and radio today. 
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Mel also pioneered what I call the “bloodhound approach” to writing copy which I talk 
more about later. 
 
It still works like crazy online or offline. It’s a copy approach you can easily add to 
your tool kit. 
 
Fascinations like those above were used as sub-heads in sales letters, body copy, 
envelope teasers…anywhere and everywhere they fit into a particular promotion. 

Without being too hyperbolic, Mel Martin changed copywriting forever in profound 
ways…and he understood as much as anyone who has ever written promotion copy how 
to truly get under the skin of his audience. 

Or as Marty liked to say: 

“Mel wrote copy that when you read it, it made you vibrate.” 
 
While I thought that Mel was most influenced by Gene Schwartz, who was known for his 
famous “bullets” (previously mentioned as “fascinations”), Mel told me it was 
actually Ralph Ginzburg who influenced him the most…and Ralph’s extremely colorful 
story is one worth telling in the future as well. 
 
What Mel (and Gene) also innovated was to perfect the simple yet powerful technique of 
adding page numbers after every fascination (referencing a book or premium). 

While this technique that may have been done before them, no one did it with the same 
precision. 

What was fascinating (pun intended) was how buyers from those famous packages would 
call our customer service representatives after receiving the product telling us if the 
fascination from the promotion didn’t match up (or satisfy them!) on page whatever. 

They actually saved the promotion for weeks after ordering to check up on us. 
This was quite a sociological phenomenon: 
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Not everyone threw away their junk mail. 
Especially when they were proud owners of a Mel Martin masterpiece. 

My favorite Mel Martin story is the one about “The Book of Secrets”…which began as a 
flop–but it became one of the most successful books ever sold via direct mail by us (or 
anyone else for that matter). 

Marty and I loved checklists…I still do…and I maintain that one of the most therapeutic 
things we do as humans is cross stuff off our checklists. 

We created a “Book of Checklists” for consumers…and we even printed the book in a 
different shape (longer and narrower than a standard book)…and we assumed the book 
would be a blockbuster success. 

We were wrong. 

Our incorrect assumption was that the book would sort of “sell itself” (just saying that 
makes me cringe). 

We didn’t invest in an “A+ copywriter” to write the package: The thinking was that since 
WE loved this idea why wouldn’t our customers just be in love with it too? 

Did I mention we were wrong? 

But we weren’t going to give up so easily…we knew the content was something our 
audience wanted (based on editorial research)…so maybe it was the title that was a 
problem? 

That is, “checklists” implied there was work involved despite our premise that everyone 
loved to cross things off their checklists. 

The new title we tested in a follow up mailing: “The Great Book of Inside Knowledge.” 

And lo and behold… 

…the results were worse! 
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Now giving up might have made sense at this point but since we believed in the content, 
we finally made the assumption that we had a creative and copy problem. 

Please don’t make fun of me for being such a slow learner here and not practicing what I 
preach… 

So rather than scratch the project, we called in our secret weapon Mel Martin. 

Mel took that same book—“checklists” that had become “inside knowledge,” all of 
which no one seemed to want—and he turned it into “The Book of Secrets.” 

He wrote an entirely new package, all fascination driven, and he took one of the biggest 
losers we ever had and turned it into one of our biggest winners ever. 

We mailed in excess of 20 million names for that book…and I recall one single mailing 
of 9 million names which was by far the single biggest mailing Boardroom ever did for 
any one book. 

I remember Marty calling our lettershop who was preparing that 9 million piece mailing 
to ask how many semi-trailer trucks it would take to transport 9 million pieces. 

The answer was 36 and he loved the mental image of 36 huge trucks driving all over the 
country to post offices with our direct mail. 

“The Book of Secrets” sold over a half million copies over its lifetime. 

Mel wrote some of the most intriguing fascinations for this book and I think more 
importantly, he hand-picked the 4 fascinations that would go on the outer envelope which 
he felt would create “maximum vibration” for readers: 

-How to refund airlines’ non-refundable ticket 
-How to make your car very, very hard to steal 
-Vitamins never to buy in a health food store 
-How to know when a slot machine is ready to pay off 
 
Lessons from this story: 
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1) Multiple entry points focusing on universal fears that consumers need solutions about 
is a very effective method to capture a very large audience…or…”fascinations rule”…or 
as I have said before, “paranoia is not a psychosis, it’s survival” 

2) If your content is good and you believe in it, there is always more than one way to spin 
it…and to make it more powerful. 

3) While tweaking a promotion can lead to marginal improvements, the idea of blowing 
up what you have and starting with a brand new copy platform and approach is where the 
really big breakthroughs happen. I am saying this in contrast to what I talked about a few 
weeks ago with “Deeply and Irrevocably Personal” which was the exception, not the rule, 
regarding a small thing creating the big breakthrough. 
 
4) The concept of the “bloodhound”—someone seeking the truth on your behalf—is an 
approach we rode to the bank for decades without Marty being a true “guru” but being 
the man behind the secrets, finding the experts to back them up. It was Mel who figured 
out how powerful this could be for consumers. And once again, fascinations ruled… 

And if you don’t think the “bloodhound approach” is something that could work for you 
in today’s world… 

I think there are many more lessons here…and I learned so much watching Mel “re-
assemble copy” rather than simply write it. 

It’s something all the greats are able to do…and no one did it better than Mel Martin. 

I have this picture hanging on my wall next to my desk: 
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This is Marty in his prime, a black belt in karate, splitting a board on a stack of copies of 
“The Book of Secrets.” 

When Marty passed away, his wife Rita was so generous to give me this photograph 
which reminds me every day of the story of “The Book of Secrets.” 

It also reminds me every day that “persistent marketing” (i.e. never giving up when you 
believe in a product that you know there is desire in the marketplace for) is a function of 
marrying the most appropriate copy with the perfect list…and this is not bullheaded or a 
waste of time. 

It’s the essence of being a world class direct marketer. Which both Marty and Mel as his 
secret weapon epitomized. 

I have such fond memories of Mel…pacing in the office in his white buck shoes, chain 
smoking (when you could still smoke indoors!) and all the while working like a mad 
scientist figuring out what fascinations would titillate the largest number of consumers 
possible. 

It’s no coincidence that some of the greatest teachers of copywriting today actually have 
their students master this technique of writing fascinations or bullets even before they 
learn how to write headlines, body copy or anything else. 
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Mel didn’t look like a trendsetter at the time or even now… but he was one. 

He taught a generation of copywriters and marketers an important subset of the craft by 
example….and through an incredible series of successes. 

And he created some of the most successful promotions in the history of direct mail 
without fanfare or publicity. 

Fascinating. 

Warmly, 

Brian 

P.S. I found a fantastic article about Mel in my archives, written by direct marketing hero 
and historian, Denny Hatch. It repeats some of the things I’ve mentioned above (since I 
was interviewed for the article along with Marty)…but Denny adds even more color to 
this once-in-a-generation writer…and included in the piece are a lot more of his most 
famous fascinations. I hope you will read it when you get a chance…click here. 
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#10: Deeply and Irrevocably 
Personal… 
 
“On the average, five times as many people read the headline as read the body copy. 
When you have written your headline, you have spent eighty cents out of your dollar” 
                                                                                           -David Ogilvy 

The subject line of this email was the best eighty cents I ever spent… 

It served as a headline (i.e. the copy on the outer envelope) and it led to a successful 
direct mail control package worth millions of dollars selling a book on a topic no one 
really wants to read about. 

The story about how it came to be is a story with some valuable lessons. 

In his prime, Bill Jayme was the most sought after copywriter in the world. 

He had a two year waiting list of clients who wanted him to write a direct mail package 
for them… every major magazine publisher, non-profit, and a slew of other mailers in 
every category at the time, were on that waiting list. 

Bill charged top dollar and he had an incredible track record of successes in a wide range 
of topics, using many different approaches and copy platforms. 

He is regarded as both a poet and a marketing expert…and he is famous for some of the 
most memorable and successful promotions in the history of direct mail. 

(In the P.S. I will tell you about how I made sure that everything he ever wrote has been 
saved for posterity.) 

My favorite Jayme headline was an outer envelope for the magazine Psychology Today 
and it was their control for years: 

“Do you close the bathroom door even when you’re the only one at home?” 
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No need to answer…but I bet you want to read the rest of the package now… 

And here is another Jayme gem: 

“How much do you tip the waitress, when you’re planning to steal the ashtray?” 
 
Creativity like this made us (and so many others) huge Jayme fans…and my company, 
Boardroom Inc., always had a prominent place on the Bill Jayme waiting list. He wrote 
some wonderful packages for Boardroom, including the one that launched our 
newsletter, Bottom Line/Tomorrow which led with the headline: 

“How To Succeed in  Retirement Without Really Trying” 
 
Over the years, Bill became a close friend and confidant with Boardroom’s founder, 
Marty Edelston. 

After one winning assignment, Marty sent Bill flowers…or balloons…or some other 
celebratory gift. 

That was always Marty’s style. 

And there’s lesson number one: 

Treat the people who help you grow your business like royalty. 
 
Bill then sent Marty a thank you note in a plain white envelope that simply said on the 
outside: 

“Deeply and Irrevocably Personal…” 
 
Enclosed was pure poetry from Bill –a funny and witty thank you note like no other–the 
guy could write eloquently about anything to anyone. 

I actually have two Bill Jayme “notes” framed and hanging on my wall. 
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Marty took Bill’s envelope, marched into to our art department, and told the artist who 
was mocking up a direct mail piece for one of our niche books, The Encyclopedia of 
Estate Planning, that he had an envelope test for him to execute. 
 
The rest is history… 

A plain, white #10 outer envelope with the words “Deeply and Irrevocably Personal” in 
simple typewriter font became the control for that book for years…initially lifting 
response by almost 50%. 

The package, written by Boardroom’s secret weapon copywriter Mel Martin ( I need to 
write about him one of these weeks!), was decent before the new “Jayme envelope”; with 
the new envelope it became a huge winner despite its narrow topic. 
 
We sold somewhere in the neighborhood of 200,000 to 300,000 copies of that book using 
that envelope. 

Who said estate planning was a niche that no one was interested in talking about? 

And somehow, even with those sales numbers, I never saw the book listed on the New 
York Times Bestseller List…not that we cared. 
 
“Direct mail bestsellers” is the unpublished list I tended to follow…it’s simply calculated 
in profits with no fanfare. 

So what are the other lessons in this story beyond treating your copywriters like family? 

There are at least two others: 

1) Great copy and headlines (and subject lines) can come from where we least expect 
them. 
 
You should never stop searching for ideas while watching the news, reading a book or 
looking through your mail (online or offline). 
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Being aware of what conversations are happening in people’s heads can turn into 
headlines and subject lines—and they are everywhere. You have to be ready to pounce on 
them in a moment’s notice. 

I talked about this in my new Afterword to Gene Schwartz’s Breakthrough Advertising: 
Gene read everything (from academic journals to heady business books to trashy fiction–
and his favorite magazine was The National Enquirer). 
Gene knew that you had to get under the skin of your prospect…and to do that, you had 
to know what was on their mind all the time. 

Bill Jayme knew this as well (although maybe not when he sent Marty that thank you 
card). 

But this is a big reason why Schwartz and Jayme are two of the greatest copywriters of 
all time. 

Bill was famous for saying that the outer envelope was like the “…hot pants on the 
hooker…”; and I am sure he would say the same today about subject lines. But let’s go 
deeper. 

When Marty realized we would be able to mail millions of names because of this new 
envelope idea from Bill (which Bill had no idea Marty was using for such a purpose), he 
sent a check in the thousands to Bill Jayme for his “new copy.” 

Bill tried to return the check, obviously surprised that Marty felt the need to pay him for 
using a line from a personal letter…but Marty wouldn’t have any of that and insisted that 
Bill keep the money. 

The lesson there? 

2) We must pay to play. 
 
Over the years, I’ve talked a lot about being generous with copywriters (and not just with 
flowers or balloons). 
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In fact, when I tell people that there were many years at Boardroom where an outside 
copywriter was the “highest paid employee” (despite not being on the payroll) they 
cringe. 

I just smile. 

After all, without their promotion we’ve got no sales, revenue or profit; however, with a 
killer promotion from a top copywriter, we get to mail many more names and we get 
rich…why shouldn’t the copywriter who wrote it get rich too? The difference between 
isolated revenue events and building a business for the long term begins and ends with 
great messaging. 

But keep in mind that great messaging is not always free. 

Being a cheapskate or cutting corners on creative is a huge mistake. Caring for your 
creative (messaging) “talent” must always be a top priority. 

Legendary copywriter Gary Halbert said it best (and it’s truly a rule of thumb for anyone 
selling anything to anyone): 

“Any problem in the world can be solved with the right sales letter” 
And sometimes, even a headline or a simple concept can do the trick too. 

But getting “the right sales letter” will cost you something…maybe a lot more than you 
ever thought you would pay…BUT it will cost you a lot more if you refuse to invest in 
world class creative. 

It doesn’t matter how much your business is earning today. It’s all about your mindset. 

If your mindset is “to get the best… I have to invest in the best”…you will ultimately get 
what’s best for you and your business. 

This topic is deeply and irrevocably personal to me…I hope it is to you as well. 

Warmly, 

Brian 
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#11: “The Reports of My Death 
are Greatly Exaggerated” 
 
Good thing my Mom doesn’t read my blog because that subject line would have gotten 
her very worried… 

However, the author of that quote (today) is not me…nor is it Mark Twain. 

It’s from my good friend “Direct Mail.” 

I mentioned a couple of weeks ago that there is a huge appetite for testing this “new 
medium” among some very shrewd and successful direct response marketers who until 
now have been working exclusively online. 

What these particular marketers realized was that diversification is always a good thing; 
and they also realized that to do direct mail right and make it scale, it is way more than 
“plug and play” (e.g. you can’t simply convert your online promotions to paper). 

I have said in the past that direct mail is sort of like making sushi at home…you can do it 
yourself but why not leave it to experts? 

The argument that these enlightened marketers heard to get them more interested in 
testing direct mail included: 

1) A new customer originating in direct mail will be more engaged if the execution is 
done right. 

2) A more engaged customer at acquisition will lead to a higher lifetime value of that 
customer, even when they “move online” for additional purchases (or to continue the 
relationship). 

3) All of the creative and other assets that made them successful online can be adapted 
offline (under the guidance of “professional sushi makers”). 
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4) If the product line was digital only, direct mail forces you to create physical product 
for the mailing; and physical product can then be used in many other ways and in all 
other media when the need is “product with a higher perceived value.” 

5) All of the creative produced for direct mail can be used online later on…and since we 
would be using world class copywriters for the direct mail (i.e. one of those “professional 
sushi makers”), the quality of the copy and offer could easily be repurposed to beat online 
controls. 

6) Direct mail gives you a much better way to sell with trust (i.e. “bill me offers”/no cash 
or credit card upfront) rather than suspicion (i.e. you don’t get anything until your credit 
card clears). 

Not asking for or requiring cash or a credit card in the initial offer becomes a selling 
point, not a liability. 

7) Because you can sell with a “soft offer” that lets you ship and then bill, up front 
response rates can be 10 times the response rate with a “cash offer”…and with credit 
screening up front to weed out those who are most unlikely to pay, pay up with direct 
mail will be high enough to earn maximum profit with a minimum of bad debt. 

8) “Free” can really mean “free”…and if you have confidence you can keep your 
promotional promises after you deliver your product or service, returns are nothing like 
we see online. 

I could go on. 

And remember, direct mail is an “AND” not an “OR” in your media mix. Despite the 
rumors you hear about direct mail being dead, I maintain it is a very exciting time to 
diversify your media portfolio to include direct mail. 

Now let’s talk about another kind of direct mail…and the focus here is that size does 
NOT matter. 

Mailing millions, thousands or dozens of pieces of direct mail works on all of the same 
principles. 
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Therefore, I hope I didn’t lose you in this discussion so far if you thought, “I can’t do 
direct mail because that’s for the folks who can afford to mail millions of names and 
invest in paper and postage, two things that are just not in my budget.” 
 
Think again. 

Here is the table next to my desk a few weeks ago: 

  

This is exactly one week’s worth of “direct mail” ready to be packed up and mailed out– 
from me to my most loyal and important clients, mastermind members and family 
members on this list. 

I think there might have even been some disposable razors for my son in Boston (to give 
him a hint to shave more often). 

It’s somewhere around 50 individual packages with a personalized note on each one. 

Some bought materials from me on copywriting or marketing…but most are just current 
VIP’s in my world, who already spend a lot of money with me for all sorts of “direct 
marketing propaganda”…and I wanted to share more knowledge, wisdom or useful 
materials to advance what they are doing. 
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This is a brand of direct mail unlike the millions of newsletter subscription and book 
offers I sent in my past life…but the thought around matching message to list is the same. 

And why wouldn’t we want to treat our best customers even better? 

Do you think getting a useful gift or resource will be more appreciated and valued than an 
email? 

I want to tell you a quick story related to this: 

I was with a client who sells very high priced products (over $20,000 each)…and while 
they have a list in the thousands of potential prospects, they also have a very special list 
of less than 100 people who have spent anywhere from $20,000 to $100,000 with them to 
date. 

As we started to put together a “direct mail campaign” for the thousands of prospects, I 
asked about those 100 “VIP’s” and what they were doing with them. 

I thought that even if they are not candidates to buy more products, they are clearly the 
top advocates for the product…so I recommended a campaign just for them…which 
included a $200 product related to the $20,000 product they had bought with a personal 
note asking if they needed more support. 

We also asked them in the personalized note which accompanied the high priced gift, if 
there was a way they could help the company sell even more of their wonderful products 
since they were in the inner circle and could speak to the benefits better than anyone. 

It sounds like an expensive mailing to get referrals and testimonials…but it’s actually 
quite cheap given the price point of the main product. 

One additional sale or client would pay for direct mail like this for a year or more. 

But this is only the tip of the iceberg…every business should think about how to go right 
when everyone is going left…and direct mail is a huge differentiator since no one is 
doing it. 
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I’ve talked about this idea before in “Christmas cards in July” and in my interview with 
Joe Polish…and I will never stop talking about this. 
 
And note that this is not just about sending old school, lumpy packages to people over 50 
years old. 

Here’s a part of the story I want to repeat from “Christmas cards in July”: 
I was sitting at a meeting and asked the youngest person at the table (she was in her mid-
20’s): 

“Do you know what a mailbox is? The one at the end of your driveway or in the lobby of 
your building, not the one in your computer?” 

When she answered “yes” (and I’m sure she thought I was being a jerk), I asked her if 
she went to the mailbox and there was a lumpy package in it with an address that was 
handwritten to her, would she open that package first? 

And maybe even before she went back to her email on her computer? 

She said she’d open that one before she even got back into her house. 

So with my focus group of one, I will extrapolate: 

The least crowded mailbox is the one you grew up with (if you are over 40); and for those 
under 40, that other “In Box” at the end of your driveway is still worth checking! 
 
The possibilities remain endless with direct mail. 

I am well aware that you can’t link to a PDF easily or show off your new website 
immediately when you send a piece of paper to people. 

Then again, who is really opening every link you send in your emails anyway? 
 
But if you can dream a little, you will be able to access a medium that has been a 
marketing workhorse for decades–and one that will differentiate you in ways you never 
would have imagined. 
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It’s also a medium that so few are implementing these days: It’s ironic that you now have 
almost a first mover advantage with something that has been around forever that we 
know is still effective. 

And even if you don’t want to use it as a way to diversify your media mix, you should 
absolutely use it to treat your best customers like royalty. 

Who doesn’t like to get a lumpy package in their mailbox? 

Warmly, 
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#12: The Importance of Loving 
Everyone 
 
Of all the “Hallmark holidays” I love Valentine’s Day the best. 

It takes the “gratefulness” from Thanksgiving and adds in “all love, all the time.” 

And rumor has it that sex may be part of the deal too…but this is a “G-Rated blog…” 

I started writing this blog February 14, 2014, in honor and memory of Marty Edelston 
(my friend and mentor) who passed away in October of 2013. 

It is no accident that the man with the biggest heart in the world was born on February 
14th…yes, Valentine’s Day is Marty’s birthday too. 

So I kicked off this blog three years ago sharing a quote from my good friend Sean 
Stephenson, a psychotherapist, author and internationally known speaker: 

“I love everyone because as soon as I don’t love you, you own me” 
 
The lesson here is quite simple: 

When we spend our energy NOT loving someone, we willingly hand over our power (and 
more than likely, our confidence) to them. 

But if we work on eliminating the things in ourselves that keep us from loving others, 
what’s left is just love and gratefulness (and more confidence). 

Although I am far from a student of religion, Sean’s quote is a modernization of 
something we should all practice in our lives…that is, “love your enemies”…wish them 
well…so you can move on to what is really important in your life which is your own 
happiness and well-being. 
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I know…old news…but how many of us spend more time and energy making others’ 
wrong, creating anger (and stress) while we ignore all the good stuff we could be 
focusing on? 

Someone recently “quoted me” on Facebook with a quote that I did not author but it’s 
one I try to live by…and I hope it’s meaningful to you as you move through this 
Valentine’s Day, loving everyone. 

The quote goes like this: 

“The only consistent feature of all your dissatisfying relationships is you.” 
 
Isn’t it funny that the people in our lives who have the longest lists of people who have 
wronged them, made their lives miserable and caused unhappiness for them, rarely come 
to the realization that they are the CEO of their life and that there is only one thing that is 
present in all of those relationships? 

OK…enough on the lecture…Valentine’s Day is simply the best holiday…and I will 
close with one more quote which is the same one I closed with three years ago too. 

From the great Stephen Stills: 

“Love the one you’re with” 
 
With love and gratitude (and wishing you an awesome “V-Day”), 

Brian 
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#13: Marketing Like Picasso 
 
“Learn the rules like a pro so you can break them like an artist” 
 
I’ve shared this quote with you previously…it’s from Pablo Picasso…and it’s truer today 
than ever before. 

As I continue my adventures as “T Rex in the wild, wild, west,” it becomes more 
apparent every day that knowledge of the fundamentals of direct marketing will only 
make all of us stronger, no matter what medium we use to sell our products or services. 

Dan Sullivan, the top coach for entrepreneurs in the world, teaches that looking at our 
businesses quarter by quarter is often far more powerful (and effective) than doing 3 or 5 
year plans…and I want to share three (3) observations from the last quarter which all 
support the Picasso quote…and what you might be able to apply in your own business 
from these observations. 

1. The world is a very big place 
One of the things I always regretted during my time at Boardroom was that creating a 
global presence for our books and newsletters was never a priority…and probably not a 
great use of our time and resources either. 

Our products were very “U.S. centric” and even when we ventured into Canada, we saw 
lower renewal rates due to the content not resonating the same way. 

But over the last two years since leaving Boardroom, as I am in the infancy of my second 
career as a direct marketing educator and coach, some of the greatest insights I’ve had 
about marketing have come while speaking to audiences from foreign countries. 

The fundamentals of direct response marketing–and how to apply all we do here in the 
U.S. as standard operating procedure—are often not as widely known to many audiences 
abroad. 

And they are incredibly eager to learn all we know. 



 74 

This may be obvious to many of you, but I see this as an incredible opportunity for all of 
us to teach a lot more…and as we all know, we always learn when we teach. Which then 
can create many new partnerships opportunities with all kinds of entrepreneurs and 
marketers, all over the world. 

Much of my online family, the readers of this blog, come from many different foreign 
countries–and all of them (you know who you are!) are interested in learning more about 
the fundamentals of direct marketing based on the interactions I have had with many of 
you. 

It is always the highlight of my day when I have an opportunity to email with you, offer 
advice and resources, and then hear how grateful you are that so many people in the U.S. 
(and elsewhere) are willing to share all we know and all we do. 

I have members in my two mastermind groups from Germany, Romania, and 
Canada…with possible new additions from Finland, Australia, England, Malaysia and 
elsewhere. 

And in 2016 I had the privilege of speaking to audiences in Hungary, The Netherlands, 
Germany and France (for the second time). 
 
The message that resonates “over there” is one that needs to be preached over and over 
again whether at home or abroad: 

“Marketing isn’t everything…it’s the only thing.” 
 
For some audiences abroad I need to make the case that “marketing is not evil” (and to 
make distinctions between “selling” and “marketing” and define “congruent 
marketing” and why everything we send, online or offline is a relationship event and not 
necessarily a revenue event. 
Once their fears are alleviated that marketing is not evil, we can have a much deeper 
conversation about why they must understand marketing at its core…and 
specifically measurable (direct) marketing. 
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My goal is to teach anyone who will listen that without marketing they have little or no 
chance of truly sharing their wisdom and genius with millions (as opposed to dozens). 

And with a true understanding of marketing, the world grows exponentially. 

Regarding this global explosion of marketing, I’ve also had the privilege of watching 
best-in-class thought leaders and marketers from around the globe–who are brothers and 
sisters in the mastermind groups I am a member of–coming to the United States to learn 
and share and teach. 

And then they go back to their respective countries, where there is such a hunger to learn, 
and they create game changing events, educational programs, books and courses for those 
who cannot get the exposure to world class marketing as easily in their native language 
from top experts. 

The unbelievable tidal wave of marketing intelligence going global gives me so much joy 
since thousands more entrepreneurs, inventors and marketers will get to share their super 
powers in bolder ways. 

I’ve seen this happening in Brazil, France, Hungary, Australia, the U.K., Norway, 
Germany, Russia, Japan, Italy, Canada, Mexico, Venezuela, and Portugal…and I know I 
am leaving out many other countries that which are on a fast track to marketing at an 
entirely new level. 

2. There are books worth reading which were written before the Internet 
The appetite for learning the fundamentals of direct marketing is huge. 

Way bigger than I ever imagined. 

And this is true both internationally and domestically. 

While I know my sampling of the marketing world is only a small slice of everything out 
there, the hundreds of people who are now on the “back order list” for Gene 
Schwartz’s classic, Breakthrough Advertising (I’m working hard to get them printed!) 
tells me that there are some amazing students who want to learn as many rules as they 
can… like pros….from the pro’s pro. 
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There has also been an outpouring of support for my book, The Advertising Solution, 
which profiles 6 of the greatest advertising men of all time, all of whom are no longer 
with us, and all of whom did their ground-breaking work pre-Internet. 
 
Their portfolios are 100% relevant to all we do today–which is another indicator that 
there are lots of folks out there who don’t simply want to throw marketing messages and 
programs against the wall to see what sticks. 
 
I’ve heard from many readers of the book who are using it as a checklist for their sales 
letters, headlines, subject lines, offers. 

This is so gratifying and keeps me focused on bringing those eternal truths of direct 
marketing forward. 

I have a feeling that there are many more books about the fundamentals which are out of 
print and begging to re-published. 

I welcome your suggestions. I have some already that may be in public domain that I can 
bring back to life. 

And as I mentioned above, I am hard at work re-printing two Schwartz (Picasso?) 
masterpieces, Breakthrough Advertising and The Brilliance Breakthrough. If you are not 
on the “back order list” for those, send me an email with “get me on that list!” in the 
subject line. 
 
3. What about this “new medium” called direct mail? 
My third observation in recent months is getting this question from quite a few very 
successful and large marketers who are exclusively “online”: 

“How would you structure a test for us in direct mail (and other offline media)?” 
And how smart is that? 

You wouldn’t put all of your money into ONE thing (stocks, bonds, real estate, insurance, 
commodities etc.) would you? 
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A diversified portfolio is what almost every responsible financial planner 
recommends…so why would you put all of your marketing dollars into only one 
medium? 

I have heard too many horror stories over the last few years where companies were 
beholden to one medium (or even one source in the medium called “online” like 
Facebook, Amazon or AdWords)…and when the folks who own the platform stop liking 
you for some reason, you are out of business. 

Diversifying into direct mail is an “AND” not an “OR”…and I promise I will talk more 
about the resurgence of direct mail in the coming months. 

What I am learning from the best online marketers using offline media to spread their 
mission even further and to a wider audience are lessons for a lifetime. 

And some of the early results are very encouraging. 

What’s also been neat taking online marketers into the offline world is that all of the 
assets they have created digitally (content and promotion) are usable and adaptable 
offline. 

The added special sauce of specific expertise and knowledge from decades of successful 
marketing campaigns that is all readily available (but not known) to these newer 
marketers will now create many new ideas and platforms to get their messages to a new 
audience—perfectly appropriate for that new audience. 

This might seem old school to some; but what I am seeing is that it is actually state-of-
the-art for those who are boldly testing–and these top online marketers are powerfully 
becoming multichannel marketers. 

My core premise in forming my two mastermind groups–and committing to direct 
marketing education for the rest of my life–is that multichannel marketing is not a choice 
but a necessity…and the strategy of having all media working together is as exciting as 
anything any of us can tackle. 
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I still own the URL SingleChannelMarketingIsSoBoring.com so don’t try to steal it…it’s 
on auto renewal just in case you had some evil plans… 

So that was 4th quarter 2016 in a nutshell. 

I’m off and running breaking many more rules in the 1st quarter already. 

I encourage you to do the same. 

Warmly, 

Brian 
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#14: The Next Million Dollar 
Copywriter… 
 
If you thought the full subject line above could have been: “The next million dollar 
copywriter…could be YOU,” it’s not…because the world is changing in this area…and 
quickly. 
 
In fact, I will maintain that the next “million dollar copywriters” will be working under a 
completely new paradigm…one that I believe all copywriters AND marketers need to be 
aware of…and that is the subject of today’s post. 
 
What I have to say is going to be controversial…so be it… 
 
As someone who has dedicated himself to being the best serial direct marketer I can be, 
I’ve been selfishly committed to never leaving the most important part of my marketing 
to amateurs. 
 
My wife and kids might think I am a cheapskate…but you won’t find one “A list” 
copywriter who has ever worked with me thinking that. 
 
Regular readers of my posts know that I believe you have to pay to play; and all boats 
rise if you are never willing to compromise on your creative. 
 
You must never be looking for cheap talent…only great talent…and if the talent is truly 
great (based on results), you must share the wealth with that great talent, your creative 
partners. 
 
Hmmmm. Maybe one of my copywriter buddies will take me in when my family kicks 
me out… 
Copywriting may be the most important topic we can tackle as direct marketers…and I 
want the copywriters AND marketers to hear what I’ve got to say…and as always, I 
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welcome your comments and feedback. 
 
Simply put, if you are a copywriter, I believe that the path to earning 7 figures is very 
different than it was in the past. 
 
And if you are a marketer looking for copywriters (as everyone is…I get at least two or 
three calls or e-mails a week from folks asking me to “recommend a good 
copywriter”)…it’s just not that easy to find the best creative talent. 
 
It’s getting harder to make the old model work. Each day we become more adept online. 
We are now getting the results to our marketing programs in a matter of minutes. 
 
But for great results, everyone needs to get paid. 
 
The idea that a copywriter is a “gun for hire” and available to all clients is being replaced 
in some places by copywriters who are much more focused on only a few clients (maybe 
even just one) and moving from “hired gun” to “keeper of all the ammunition and 
weapons.” 
 
As someone who has spent millions of dollars for copywriting–something I wear like a 
badge of honor–I think I have a unique perspective on the trends I see…and how we can 
all take full advantage of the incredible writing talent in our marketing community today. 
 
So this is not about a shortage of talent but rather the allocation of that talent…and how 
we are moving from an “open dating” model to a “Match.com” model…and to take the 
metaphor to its logical conclusion, moving from flings to marriage. 
 
And it’s marriages between world class copywriters and perfectly suited marketers. 
My good friend and copywriter coach extraordinaire, Kevin Rogers, said it best: 
“Copywriters are not just writers anymore, they are marketing experts with copy as 
their specialty. A full view of the landscape is the essential.” 
 
Dan Kennedy has also spoken about this for years–the notion that “writing copy for food” 
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is ultimately a losing proposition financially; and I will add that becoming a 
consultant/copywriter is how you can leverage your talent best, create the most impact 
AND make the most money. 
 
Taking Kevin’s observation and Dan’s rule of thumb together, it is becoming clearer that 
writing for just one killer client and immersing yourself in everything about that business 
may be the fastest (and surest) path to the million dollar payday. 
 
This is in stark contrast to trying to be a generalist (or even an expert) in too broad a 
category, or in too varied a client base, with everyone supposedly working with self-
proclaimed superstars. 
In addition, some of the smartest marketers on the planet today emphasize “research over 
writing” with their copywriters…and having them in-house, full time, focused on “The 
One Thing” (great book by the way!) is leading to much better results than looking for 
the next hot writer for a project. 
 
Big royalties in direct mail for “number of pieces of mailed” are few and far 
between…not because direct mail is dead but because direct mail volume doesn’t support 
this model anymore. 
 
Direct mail created many million dollar copywriters like Gary Bencivenga and Jim Rutz; 
but since there are very few writers like Bencivenga and Rutz floating around, and huge 
volume direct mail is a thing of the past, even this direct mail believer knows, in the 
words of one of my clients: 
“Direct mail, while not a thing of the past, is not going to make you a million bucks. But 
Internet advising will.” 
 
Kennedy would probably add that while it is certainly about the advising, success has less 
to do with the medium and more to do with the “craft.” 
 
I will add that it’s about all three: Advising and not just writing,the craft regardless of 
medium, and maybe most of all, the focus. 
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Big royalties for offline and online copywriters stillexist for an elite group. 
 
But the dexterity with which the best online marketers can test out of a control into a new 
control (in minutes!) will eliminate many less-than-superstar writers from making the big 
bucks. 
 
At least that has been my observation over the last decade, watching the migration of 
offline to online. 
Back to those weekly calls or e-mails where folks in my various marketing circles tell me 
they need a great copywriter. 
 
It’s just not that simple anymore. 
 
You can’t just find a solid copywriter in some directory, hand them the history on a 
product, and expect anything close to a miracle. 
 
It’s more specialized than ever…and any writer who does not dominate a niche (despite 
stating they can “write for anything”) is a writer who I would steer clear of in today’s 
super-competitive environment. 
 
My post “Show…Don’t Tell” explored the characteristics I’ve observed in every great 
copywriter I’ve worked with (or wanted to work with) over my 35 years. 
 
Copywriting is just not a commodity. Period. 
 
Many online marketers will argue that it really isn’t that expensive to test an unproven 
writer in their niche because online media is relatively cheap. 
 
But the best in class online marketers understand that the opportunity cost is huge, when 
they waste time on trying to work with mediocre copy from mediocre writers. 
 
They can test it cheaply but they have sunk time and effort into a test that has no chance 
of winning…so why not spend that time on training and development? 
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That’s what I see as the new paradigm. I believe it’s something totally contradictory to 
what we all believe is the “copywriter’s dream”: To collect royalties while sitting on a 
veranda in the south of France…writing when they want to…for any client in any 
category. 
 
And then all they need to do is to get a couple of controls that remain controls for a year 
or more and they are all set. 
 
This scenario has now gone from dream to fantasy. 
 
A close friend and world class copywriter recently said to me: 
 
“If I don’t change something, I’m gonna stay stuck in this copywriter gig, making 
$15k/promo, working my ass off, sweating blood and spending MONTHS working on 
each promo…then left wondering how long my control will last until they hire somebody 
to beat me.“ 
In the old world of direct mail where major tests against a new control could take 6 
months to create, if you wrote a blockbuster for a huge mailer, you were almost 
guaranteed big royalties because the calendar was on your side; that’s just not the case 
anymore. 
 
Some of the best online copywriters I know today have lamented to me, like my friend 
above, “I just can’t do this anymore.” 
 
Too much tweaking, reiterating, revising, editing being done on the fly puts you on the 
defensive as a work for hire copywriter the minute you get the control. 
 
Controls you used to be able to defend for months (even years) are now getting beaten in 
hours. 
That’s no way to create passive income and save for retirement is it? 
 
Should the most talented copywriters now become full time in one company with total 
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immersion? 
I certainly want to put that out there as a possibility…and when I look at the 
characteristics I outlined in “Show…Don’t’ Tell” it is interesting that working in one 
category or with one client will make you an expert a lot faster in one thing than trying to 
be an expert in many things. 
 
Can the one (or few) clients make you wealthier too? 
 
Yes…if they have an abundant mindset about paying to play like I mentioned earlier. 
 
And those clients also need to be in synch with what the great Gary Halbert told us many 
moons ago (which I preach regularly): 
 
“Any problem in the world can be solved with the right sales letter” 
 
If you get this one right, it’s a game changer. 
 
However…if you want to keep things as they are, feel free to keep e-mailing me asking 
me if I know of a good copywriter (if you are a marketer); and feel free to keep e-mailing 
asking me if I know of “good clients/marketers” who pay hefty royalties (if you are 
copywriter). 
 
But my thesis is that I think this may be a losing proposition going forward. 
 
The better question for marketers to be asking me: 
“What talented copywriter/creative talent is out there who might have a keen interest in 
taking a deep dive into my world and my company…possibly leading to an exclusive (or 
almost exclusive) relationship?” 
 
The better question for copywriters to be asking me: 
“I am obsessed with ____________ and when I write about ____________ I do my best 
work. Do you have suggestions on who I could talk to about a copywriting career 
rather than a copywriting assignment in __________?” 
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I could be all wrong about this…of course I would love your thoughts on it (based on 
your experiences on either side, marketer or copywriter)… 
 
I know I have tons of brilliant folks on this list in both camps so I would love to hear 
from you. 
But if I am right…or even partially right…I am excited about a new kind of 
“matchmaking,” one that turns the client-copywriter paradigm on its ear. 
 
Of course if you are the next Jim Rutz, feel free to ignore everything I just said since you 
probably can still make a million bucks as a hired gun. 
 
And I want to meet you immediately! 
 
But for everyone else, let’s start a new conversation. Let me know what you think. 
 
 
Warmly, 
 
Brian 
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#15: The Next Million Dollar 
Copywriter… One Year Later 
 
I had the privilege of spending the last week with three of the greatest copywriters of all 
time: Jay Abraham, Clayton Makepeace and Mark Ford. 

And without a lot of prompting from me, when each of them spoke at my Titans 
Mastermind meeting about creative resources and specifically about the topic of how we 
hire copywriters today it was so interesting how consistent they were in their thinking. 

All three have experience from both sides of the desk…writing copy for clients and 
hiring copywriters to move their businesses forward. 

And all three agreed that more than ever, copywriters who go a mile deep rather than a 
mile wide will have the biggest futures. 

That’s a mile deep in the subject areas they specialize in and a mile deep with one (or a 
few) clients rather than trying to write for everyone. 

I am pasting in my post from exactly one year ago today for those of you who might have 
missed it…since based on these discussions of the last week, I know that it is even more 
relevant than ever 

I’ve updated it a little too based on this last week hanging out with three of my heroes. 

Let me know your thoughts. 

If you thought the full subject line of this post could have been: “The next million dollar 
copywriter…could be YOU,” it’s not. 

The world is changing in this area…and quickly. And both copywriters and marketers 
need to pay attention. 
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In fact, I will maintain that the next “million dollar copywriters” will be working under a 
completely new paradigm…one that I believe all copywriters AND marketers need to be 
aware of…and that is the subject of today’s post. 

As someone who has dedicated himself to being the best serial direct marketer I can be, 
I’ve been selfishly committed to never leaving the most important part of my marketing 
to amateurs. 

My wife and kids might think I am a cheapskate…but you won’t find one “A list” 
copywriter who has ever worked with me thinking that. 

Regular readers of my posts know that I believe you have to pay to play; and all boats 
rise if you are never willing to compromise on your creative. 

You must never be looking for cheap talent…only great talent…and if the talent is truly 
great (based on results), you must share the wealth with that great talent, your creative 
partners. 

Hmmmm... Maybe one of my copywriter buddies will take me in when my family kicks 
me out… 

Copywriting may be the most important topic we can tackle as direct marketers…and I 
want the copywriters AND marketers to hear what I’ve got to say…and as always, I 
welcome your comments and feedback. 

Simply put, if you are a copywriter, I believe that the path to earning 7 figures is very 
different than it was in the past. 

And if you are a marketer looking for copywriters (as everyone is…I get at least two or 
three calls or e-mails a week from folks asking me to “recommend a good 
copywriter”)…it’s just not that easy to find the best creative talent. 

It’s getting harder to make the old model work. Each day we become more adept online. 
We are now getting the results to our marketing programs in a matter of minutes. 

But for great results, everyone needs to get paid. 
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The idea that a copywriter is a “gun for hire” and available to all clients is being replaced 
in some places by copywriters who are much more focused on only a few clients (maybe 
even just one) and moving from “hired gun” to “keeper of all the ammunition and 
weapons.” 

As someone who has spent millions of dollars for copywriting–something I wear like a 
badge of honor–I think I have a unique perspective on the trends I see…and how we can 
all take full advantage of the incredible writing talent in our marketing community today. 

So this is not about a shortage of talent but rather the allocation of that talent…and how 
we are moving from an “open dating” model to a “Match.com” model…and to take the 
metaphor to its logical conclusion, moving from flings to marriage. 

And it’s marriages between world class copywriters and perfectly suited marketers. 

My good friend and copywriter coach extraordinaire, Kevin Rogers, said it best: 

“Copywriters are not just writers anymore, they are marketing experts with copy as 
their specialty. A full view of the landscape is the essential.” 
 
Dan Kennedy has also spoken about this for years–the notion that “writing copy for food” 
is ultimately a losing proposition financially; and I will add that becoming a 
consultant/copywriter is how you can leverage your talent best, create the most impact 
AND make the most money. 

Taking Kevin’s observation and Dan’s rule of thumb together, it is becoming clearer that 
writing for just one killer client and immersing yourself in everything about that business 
may be the fastest (and surest) path to the million dollar payday. 
 
Two of the greatest copywriters ever, Clayton Makepeace and Mark Ford, were way 
ahead of the curve on this. 

And they continue to be trendsetters by creating in-house copy teams, trained to be as 
good as they are, at a huge expense of time and money, but always looking towards the 
future. 
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From the writer’s perspective, this is in stark contrast to trying to be a generalist (or even 
an expert) in too broad a category, or in too varied a client base, with everyone 
supposedly working with self-proclaimed superstars. 

In addition, people like Clayton and Mark emphasize to the writers they are training 
themselves, “research over writing”…and having them in-house, full time, focused on 
one thing is leading to much better results than looking for the next hot writer for a 
project. 

Big royalties in direct mail for “number of pieces of mailed” are few and far 
between…not because direct mail is dead but because direct mail volume doesn’t support 
this model anymore. 

Direct mail created many million dollar copywriters like Gary Bencivenga and Jim Rutz; 
but since there are very few writers like Bencivenga and Rutz floating around, and huge 
volume direct mail is a thing of the past, even this direct mail believer knows, in the 
words of one of my clients: 

“Direct mail, while not a thing of the past, is not going to make you a million bucks. But 
Internet advising will.” 
 
So part of this new paradigm for the next million dollar copywriter is about: 

1) Advising and not just writing 
2) The craft regardless of medium 
3) Your intense focus. 
 
Big royalties for offline and online copywriters still exist for an elite group. 

But the dexterity with which the best online marketers can test out of a control into a new 
control (in minutes!) will eliminate many less-than-superstar writers from making the big 
bucks. 

At least that has been my observation over the last decade, watching the migration of 
offline to online. 
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Back to those weekly calls or e-mails where folks in my various marketing circles tell me 
they need a great copywriter. 

It’s just not that simple anymore. 

You can’t just find a solid copywriter in some directory, hand them the history on a 
product, and expect anything close to a miracle. 

It’s more specialized than ever…and any writer who does not dominate a niche (despite 
stating they can “write for anything”) is a writer who I would steer clear of in today’s 
super-competitive environment. 

My post “You may not know it when you see it,” explored the characteristics I’ve 
observed in every great copywriter I’ve worked with (or wanted to work with) over my 
35 years. 
 
Copywriting is just not a commodity. Period. 
 
Many online marketers will argue that it really isn’t that expensive to test an unproven 
writer in their niche because online media is relatively cheap. 

But the best in class online marketers understand that the opportunity cost is huge, when 
they waste time on trying to work with mediocre copy from mediocre writers. 

They can test it cheaply but they have sunk time and effort into a test that has no chance 
of winning…so why not spend that time on training and development? 

That’s what I see as the core to this new paradigm. 

I believe it’s something totally contradictory to what we all believe is the “copywriter’s 
dream”: 

To collect royalties while sitting on a veranda in the south of France…writing when they 
want to…for any client in any category. 
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And then all they need to do is to get a couple of controls that remain controls for a year 
or more and they are all set. 

This scenario has now gone from dream to fantasy. 

A close friend and world class copywriter recently said to me: 

“If I don’t change something, I’m gonna stay stuck in this copywriter gig, making 
$15k/promo, working my ass off, sweating blood and spending MONTHS working on 
each promo…then left wondering how long my control will last until they hire somebody 
to beat me.“ 
 
In the old world of direct mail where major tests against a new control could take 6 
months to create, if you wrote a blockbuster for a huge mailer, you were almost 
guaranteed big royalties because the calendar was on your side; that’s just not the case 
anymore. 

Some of the best online copywriters I know today have lamented to me, like my friend 
above, “I just can’t do this anymore.” 

Too much tweaking, reiterating, revising, editing being done on the fly puts you on the 
defensive as a work for hire copywriter the minute you get the control. 

Controls you used to be able to defend for months (even years) are now getting beaten in 
hours. 

That’s no way to create passive income and save for retirement is it? 

Should the most talented copywriters now become full time in one company with total 
immersion? 

I certainly want to put that out there as a possibility…and when I look at the 
characteristics I outlined in “You may not know it when you see it,” it is interesting that 
working in one category or with one client will make you an expert a lot faster in one 
thing than trying to be an expert in many things. 
Can the one (or few) clients make you wealthier too? 
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Yes…if they have an abundant mindset about paying to play like I mentioned earlier. 

And those clients also need to be in synch with what the great Gary Halbert told us many 
moons ago (which I preach regularly): 

“Any problem in the world can be solved with the right sales letter” 
 
If you get this one right, it’s a game changer. 
And working with clients who get this are the ones you want to flock to. 
However…if you want to keep things as they are, feel free to keep e-mailing me asking 
me if I know of a good copywriter (if you are a marketer); and feel free to keep e-mailing 
asking me if I know of “good clients/marketers” who pay hefty royalties (if you are 
copywriter). 

But my thesis is that I think this may be a losing proposition going forward. 

The better question for marketers to be asking me: 
“What talented copywriter/creative talent is out there who might have a keen interest in 
taking a deep dive into my world and my company…possibly leading to an exclusive (or 
almost exclusive) relationship?” 
The better question for copywriters to be asking me: 
“I am obsessed with ____________ and when I write about ____________ I do my best 
work. Do you have suggestions on who I could talk to about a copywriting career 
rather than a copywriting assignment in __________?” 
 
If I am right…or even partially right…I am excited about a new kind of “matchmaking,” 
one that turns the client-copywriter paradigm on its ear. 

Of course if you are the next Jim Rutz, feel free to ignore everything I just said since you 
probably can still make a million bucks as a hired gun. 

And I want to meet you immediately! 
 
But for everyone else, let’s continue a new conversation. 
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Warmly, 

Brian 
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#16: Genius… Passion… and 
Building Larger Mice… 
 
Eugene (Gene) Schwartz, author of Breakthrough Advertising, had this to say in his 
preface to the 2004 edition (now out of print) which I had the privilege to publish with 
Marty Edelston at Boardroom: 
 

“…this book is not about building better mousetraps. It is, however, about building 
larger mice, and then building terrifying fear of them in your customers. In other 

words, it is about helping to shape the largest and strongest market possible, and then 
intensifying that market’s reaction to its basic need or problem, and to the ‘exclusive’ 

solution you have to offer it.” 
 

Of course applying a strategy like this can be used for good or evil…and Gene was as 
good as they come. 

He applied this principle to everything he did, creating maximum impact with exclusive 
solutions, always aiming to reach as many people as possible. 

If you are a student of direct marketing (or any form of advertising for that matter), I 
don’t have to tell you how Breakthrough Advertising has influenced so many of us for a 
very long time; and if you have never heard of this treasure, you are in for a treat when 
you have a copy of your own (see the P.S. below). 
 
Today I want to give you a sneak preview of the 2017 edition of Breakthrough 
Advertising by sharing my draft of a new Afterword. 
 
This Afterword will give you additional insights into the world and mind of Gene 
Schwartz, one of the greatest copywriters who ever lived–who I was proud to call my 
friend. 
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Let me know what you think…it’s not final yet and I wanted my online family to see it 
first: 

Afterword to the 2017 edition of Breakthrough Advertising 
Human behavior hasn’t changed since 1966. 

Actually, I could plug in any year before 1966 (1066?) and say the same thing. 

And while many think this classic book is only about creative, copywriting and direct 
marketing, it is more importantly about human behavior…how we can predict it and how 
we need to be immersed in what it takes to understand why people do the things they do 
at the deepest level. 

Gene said over and over, publicly and in private: 

“The greatest mistake marketers make is trying to create demand” 
 
And one of the most fascinating things you should know about Gene Schwartz (and so 
many other legends we consider the greatest copywriters of all time) is that he was never 
about trying to create mass desire; rather, he saw his job as channeling and 
directing mass desire. 
 
He makes it sound so simple. 

But when a man who could write copy as well as anyone who has ever lived lets us in on 
his secret to success, we must pay attention. 

And it’s why this book might be the most important book ever written for anyone who 
markets any product or service in any medium. 

It would have been a crime to change one word of the original manuscript that Gene 
penned in 1966…so you will be pleased to know I have not done that…and what you 
have here is the original, word-for-word version of Breakthrough Advertising, which 
Gene wrote in 1966. 
 
I take the responsibility of being the shepherd of this sacred work very seriously. 
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Gene’s wife Barbara has entrusted me with making sure this book lives on forever…and 
congratulations that you now own a copy. 

For this afterword in this new edition, I wanted to expand a bit about Gene, someone I 
was lucky enough to call a friend, mentor and business partner. 

Gene playing the long game 
 
First, let me build on what Marty Edelston (Founder of Boardroom Inc.) shared about this 
magnificent man in the Foreword regarding this “copy for names thing.” 

Marty mentioned briefly the story of Gene getting paid in “names” (lists) for the copy he 
wrote for us at Boardroom (and other large direct marketers like Rodale). 

The lesson? 

“It’s not always about the money.” 

Gene taught us that even in a world where the best copywriters could command the 
highest fees for writing promotions for their clients, it’s better to play the long game. 

A blog post I wrote a couple of years ago details this further and gives you the essence of 
this remarkable man: 

During the 1980’s, Gene wrote many of Boardroom’s most successful direct mail 
packages–and he also wrote some of the biggest winners for Rodale Books (publishers of 
more health books than anyone at that time). 
 
And here’s the kicker: Boardroom and Rodale never paid him a dime for any of those 
landmark packages. Here’s how that came to pass… 
 
Gene had his own company called “Instant Improvement” which published health books 
on many esoteric and eclectic topics which were sold with some of the most famous direct 
mail packages ever written. 
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Classic headlines included “How To Rub Your Stomach Away” and “The Tao of 
Sexology.” 
Instant Improvement was a small but mighty company…and Gene got there because he 
understood that without being able to mail the best lists of other health book buyers, he 
didn’t have a business. 
His house list was quite small while Boardroom and Rodale had the most responsive and 
largest lists o health book buyers in the country. 
 
Since Boardroom and Rodale needed world class copy and Instant Improvement needed 
world class lists, these three direct marketing leaders comprised the most powerful group 
of allies since World War 2. 
(Excuse the hyperbole…but it was a huge alliance). 
 
Gene exchanged copy for names…even though he could have commanded the highest 
fees of any copywriter at that time. This amazing relationship led to millions of books 
sold by all three companies and also a much more efficient way to get the best health 
information distributed to as many people as possible. 
 
Boardroom and Rodale were able to mail millions of names using Gene Schwartz 
controls for years…even after his death…and Gene was able to mail millions of 
Boardroom and Rodale names “on exchange” at an acceptable return on investment for 
his much smaller books. 
 
But there was nothing small about Gene Schwartz…I never met a man who played 
larger. He traded his talent for the asset he needed most at the time…and money was the 
by-product, not the starting point. 
 
Note: He made hundreds of thousands of dollars this way (if not millions), far more than 
he would have made simply charging a fee for his copy. 
 
Understanding how to be a true partner with those you work with leads to exponential 
growth and true business building–which beats a series of “revenue events” by a mile. 
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Gene the sociologist 
 
I never met anyone who read more than Gene Schwartz. 

And Gene knew it wasn’t enough to simply study your client’s products or your own 
products; and it wasn’t enough to only study the audience you are trying to reach with 
those products. 

Those things are critical to success but he went way beyond studying the project or task 
at hand. 

What separated Gene from mortal men was that he understood modern culture and 
society at its core…by reading everything…scholarly journals, business books, fiction 
and non-fiction…everything. 
And his favorite publication was The National Enquirer. 
 
I think this explains why he was such a student of the human race. 

In his own words: 

“You cannot lose touch with the people of this country no matter how successful or 
potent you are; if you don’t spend at least two hours a week finding out where your 

market is today, you are finished!” 
 

Gene spent way more than “two hours week” on this…and knowing him like I did, he 
was looking for where his market was “today” but he was also exploring where other 
markets might be tomorrow. 

Gene the world class art collector 
 
When Gene passed away in 1995, the headline in his obituary read: 
 
Eugene Schwartz, 68, Modern-Art Collector, Dies 
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There is one short paragraph about his copywriting and marketing prowess while the rest 
of the piece goes into great detail about his art collecting, which he did with the love of 
his life Barbara. 

Barbara is still considered one of the leading art experts and consultants in the world. 

Barbara and Gene were known for bringing the best new talent to the forefront…and I 
loved going to Gene’s house for regular lunches for more than just the marketing and 
copywriting lessons. 

Each time I visited, his apartment had a new “exhibit”—that is, Barbara and Gene 
changed the art regularly with new pieces from both new and established artists. 

I also loved the fact that Marty Edelston became a client of Barbara’s, and with her 
guidance (Barbara became an art advisor in 1988), he created an incredible collection of 
modern art and photography of his own. 

The way Marty decorated our offices at Boardroom with his “Schwartz collection” was a 
tribute to his genius (every piece of art for him had a “lesson in life”); and it was also a 
tribute to Barbara and Gene’s genius too. 

It is interesting to note as well that Barbara was also an excellent interior designer and 
helped design our offices at Boardroom. 

You can tell the way Marty talks about this part of his relationship with Barbara and 
Gene in the foreword how much they meant to him, way beyond their business 
relationship. 

What is the lesson we can learn from Gene (and Barbara) as they dominated the art world 
while Gene was also one of the most prolific writers and marketers in the world at the 
same time? 

It’s that nothing replaces passion. 
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You can’t be a great marketer or copywriter for the long haul without being passionate 
about what you are selling or writing about…eventually the market will smell a lack of 
commitment which isn’t good for anyone. 

Gene knew this so well…he poured his heart and soul into everything he did. 
Here is how he described why art was so powerful for him: 

“The arts not only imbue our sense of sight, balance, movement, touch and hearing, 
they also lift our logical minds—the traditional focus of modern education—into the 

reaches of possibility, invention and genius.” 
 

Gene Schwartz’s genius will live forever…and not just for copywriters, marketers 
and artists…but for passionate humans everywhere. 
 
I hope you will read the gift you hold in your hands right now many times over…I know 
it’s dense so you need to read it slowly too. 

Having gone through it myself probably a dozen times throughout my career, I get new 
insights every time I read it. 

I’m due for another read now after being reminded of what this incredible man meant to 
so many people and industries throughout his life. 

I have many more great quotes from Gene but I think this one sums up his overall 
philosophy best: 

“The creativity is in your market and in your product and all you are doing is joining 
the two together” 

 
He not only makes it sound so simple, he also makes it sound so easy too. 

And while we know it’s not that easy, reading and studying this book will be a game 
changer for you…I guarantee it…and it will pave the way for you to live into your own 
genius with passion. 

It just doesn’t get any better than that. 
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-Brian Kurtz, January 2017 
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#17: How Paying Postage Made 
Me a Better Marketer… 
 
I have a confession. I’m a direct mail guy. 

And proud of it. 

I’ve been responsible for over a billion pieces of mail in my career (and you don’t mail 
that many pieces when they don’t work!)… and probably closer to 2 billion. 

And when I say “mail,” I mean those paper things that come to your physical mailbox. 
(Good thing I didn’t have to lick the stamps.) 

I’ve learned a ton from the online marketers I’ve been hanging around with the last few 
years. 

Your expertise in harnessing technology amazes me, and the speed with which you 
execute astounds me. 

But you have to admit that you’ve had it easy in terms of your barrier to entry into 
“selling stuff online”…it’s just so much cheaper to get started than in the days before the 
Internet. 

I remember an urban legend that was floating around the web many years ago that there 
was a plan afoot to start charging “postage” for emails. 

In a sinister way, with the knowledge that paying postage made me think longer and 
harder before I put anything in the mail, I was hoping that rumor might be true. 

Of course it wasn’t…and email just got cheaper to send and postage for direct mail just 
kept going up. 
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But I still maintain that the care and concern it takes to create a direct mail campaign 
because of those extra costs (not just postage but printing and production too), made for a 
sturdy bunch of direct marketers. 

And I will maintain that anyone who claims to be “crushing it” online could, well, “crush 
it even more” if they paid as much attention to their copy as they do to the technology. 

In addition, if you think that there is never any harm done when you send an email that 
doesn’t connect with your audience and you simply say, “it’s no big deal” when you get 
no response, think again. 

Every time you talk to your customers, prospects or suspects in a way that is not 
congruent with your purpose or what they expect from you, you really can’t measure the 
negative impact immediately about sending an inexpensive email that is off base. 

You will find out long term…that I can assure you. 

In my short video about why your list is the most important part of your promotion, I also 
talk about why it is imperative to pay much more attention to your messaging and 
creative despite being able to make money online even with mediocre creative–due to the 
low costs to promote online vs. offline. 
I see that as a “false positive” and it’s why I wanted to send this email to you today. 

I have told the (almost true) story of my “childhood” in direct mail many times: 

I walked 12 miles, uphill and barefoot, in the snow, to work every day as one of the 
largest users of direct mail in the country early in my career … AND I paid postage! 
 
So with that introduction, let me make the case for why paying postage made me (and so 
many others who cut their teeth in direct mail) better marketers: 

Direct mail means discipline 
 
What do I mean when I use the word discipline? 
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It means that everything I sent through the United States Postal Service had to be thought 
through in a way so nothing was wasted. 

Every test had to mean something. 
 
Every test needed to light the path to a potential breakthrough (and a new control 
package). 
Note: A control package is the best-performing marketing piece you have so far–it’s the 
reigning champion, which means that it has to keep defending its title against punky up-
and-comers. 

Direct mail marketers are always testing new approaches against that control to find the 
new winner. 

I know the best marketers online today think about testing the same way…that’s why 
they are the best marketers online. 

For more on this idea, you can read my post about why your control is your enemy… 
In addition, with the cost of postage and printing using direct mail, the sale had to come 
quickly. 

To use Gary Vaynerchuk’s language: 

With direct mail, it’s harder to “jab” and you have to go for the “right hook” faster. 

In other words, you don’t get much chance to build audience rapport with content alone 
using direct mail (i.e. “jab”), and you need to ask for the order sooner rather than later 
(the “right hook”). 

But wise online marketers have an opportunity that should be used and not abused, given 
that it’s unlikely you’ll have to pay postage anytime soon … 

Simply put: Waste still sucks. 

The fact that you don’t pay for postage to send your marketing messages is not a license 
to beat your list into submission until they buy. 
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And discipline isn’t just something for guys like me who pay postage. It benefits every 
marketer, no matter what tools you use. 

In the spirit of trying to take the discipline of direct mail into email and content, here are 
nine things that every marketer should consider before sending a billion pieces of mail … 
or before any marketer hits send to any number less than a billion emails: 

#1: Use content strategically 
 
Everything you send doesn’t have to sell something, but everything you send must 
achieve something. 

Also—and I know this a repeat: 

When you are marketing in any medium, everything is not a revenue event but everything 
is a relationship event. 
 
Familiarize yourself with what different types of strategic content looks like and always 
be sure that  
it fits with your selling content. 
 
#2: Deploy the Samurais rather than the Ninjas when it comes to copy and creative 
 
Hire or network with some heavy hitters who understand direct response and copy. It’s 
not just about the newest techniques although those are important. But fitting into a 
strategy makes way more sense first. 

Get those heavy hitters signed up for all of your messaging. Listen carefully to what they 
tell you about how your copy looks when it gets to where it’s going — and where you 
should be tweaking. 

#3: Learn what you can’t know 
 
You also want to find some “secret shoppers” who represent your ideal audience. I talk 
about that technique in more detail in my post “The return on returns.” 
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These aren’t experts in direct response and advanced copy … they’re the type of people 
who can potentially be your best prospects, students, and customers. 
 
Side note: There are actually world class copywriters who use this technique and pay a 
panel of “people who look like their customer” to read their copy so they can get opinions 
and reactions well before they send the copy to their client. 

The content gets tested two steps removed from when their client hits “send.” (Whether 
that’s to a direct mail campaign, e-mail promotion, or anything.) 

My good friend Perry Marshall has a technique using Fiverr that any author of a book 
should use…and it’s a fantastic hack…and consistent with this idea of “learning what 
you can’t know.” 
His blog post about this technique is here. 
#4: Sweat the details 
 
Take the time and effort to agonize over every word in your copy. 

And always ask, “Who is the audience this will most appeal to?” 

Conversely, think about who your copy could possibly alienate. 

If your copy does have the potential to alienate, consider if those people are a good fit to 
become your customer. 
 
It’s okay to scare off the peanut gallery who will never buy from you anyway. 

#5: Look at your message in terms of consequential thinking 
 
I learned the term consequential thinking from my mentor, Marty Edelston. It means 
putting yourself in the prospect’s shoes and seeing how you react to the elements of the 
copy. 
 
Does it take you through a process that makes sense? 
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In direct mail, this is also a science in terms of how the mailing piece is received — the 
placement of the address, and the order the recipient sees the pieces in the envelope. 

Online, of course, you have many more choices to guide your prospect through the story. 

Navigation and site design play an important role here, and you’ll want to think through 
how your audience goes through your landing pages. 

Consequential thinking means taking a careful look at how you’re guiding your prospect 
through your marketing story. 

#6: What’s the logic line? 
 
This is another one I learned from Marty. 

Is there a “logic line” that you believe? 
Does each part of the story follow from what comes before it? 

Is it logical (and believable)? 

The purpose of each sentence is to make sure you can move the reader to the next 
sentence. 

You need a logic line for each marketing message you send, but you also need a logic 
line for your business. 
 
Is this message congruent with your marketing message overall? Will it resonate with 
what you’ve sent in the past? Does it contradict earlier messages? 

Keep this last point in mind when you consider affiliates mailing to your online family… 

If so, you need to decide if you truly want to move in a new direction, or if you want to 
rein this piece in (or not allow a particular affiliate into your world) to better fit your 
business’ overarching message. 

#7: Do you care? 
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No matter how hard hitting the copy might be, is there empathy? And is there some 
element of care and concern for your ultimate target? 

Does the message communicate respect and care for your audience? 

#8: Give them a reason to care 
 
Audiences — for direct mail or for online content — are basically selfish. 

It’s not their job to care about your business or what you do. 

To that end, write assuming that nobody cares what you have to say … and give them a 
reason to care. 

No matter how much you believe your product, service, or message is a “need to have,” 
always assume you are only “nice to have.” 

Your job is convincing your audience to go from “nice to have” to “need to have” 

#9: Understand the basic rules of English 
(Or, of course, the language of your chosen audience.) 

You don’t need to be obsessed with correct grammar or perfect punctuation. Enjoyable 
content and copy usually uses informal language. 

But when you do violate the rules and standards of the English language, know what you 
are violating. 
It needs to be in line with your audience and how they speak and write. Using their 
language always trumps “perfect” grammar and usage. 

The stakes are high for you, too 
 
Okay, maybe you don’t have to pay for physical postage. 

But you have an audience whose opinion and respect you depend on. That puts your 
reputation and authority at stake every time you communicate with them. 
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That’s why there’s so much to learn from the direct response principles of the past. 
 
It’s why I wrote my first book The Advertising Solution and it’s why I write this blog, run 
mastermind groups and will continue to teach and coach for the rest of my life. 
 
The discipline from being a “direct mail guy” can be applied to everything happening in 
marketing and creative today. 

And because of the amazing accountability and measurement tools available on the web, 
much better than I had in direct mail (and we were pretty good at it then too), everything 
about the fundamental principles of direct marketing applies to any medium, offline or 
online. 

Final reminder for the day: 

Be disciplined and don’t waste any opportunity when communicating with your potential 
or existing audience. 

Make believe you are paying a lot more than you are paying with each of those 
communications and you won’t get sloppy. 

Warmly, 

Brian 
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#18: The People You Meet on the 
Way Up… 
 
I was thinking about Gary Bencivenga a lot this week…not only because he is 
America’s most prolific living copywriter but also because he influences me 
every day with how I think and how I write. 

In addition, he was top of mind since but I talked about him a lot in the past few 
emails I’ve sent you about the Titans of Direct Response event where he “came 
out of retirement” to speak. 

In one of those mails, I mentioned the once-in-a-lifetime event Gary hosted 
called “The Bencivenga 100,” which was $5,000 per seat and attended by a 
who’s who of direct marketing and copywriting royalty. 

Those of you who never heard about it, it was a two day “farewell tour” from the 
world’s top copywriter sharing everything he had learned along the way. It was 
epic. 

It was one of those events that years later it seems like everyone says they were 
there. 

Kind of like Game 6 of the 1986 World Series: Shea Stadium only had a capacity 
of 56,000 seats but somehow, with all of the people who said they were there, 
Shea must have had 600,000 seats for that game… 

However, I think I know everyone who was at the “Bencivenga 100” so no one 
can lie to me about their attendance…well, maybe one guy…and I would like to 
share a story and a lesson I learned at that amazing event. 
 
As luck would have it, the story begins at Shea Stadium… 
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The first day of the Bencivenga event was on May 20th which I remember 
because it was my birthday…and since I really hate my birthday but I love 
baseball, I planned to go to the “Subway Series” game that night at Shea 
Stadium…Mets vs. Yankees. 

A pretty big deal in this part of the country… 

I was sitting in the upper deck directly behind home plate and for the first time in 
my life, after attending hundreds of baseball games live, I caught a foul ball (hit 
by the Mets best player at the time, Mike Piazza). 

I was thrilled…but at the same time, I categorize things like souvenir baseballs 
the same way I categorize mugs and cute little boxes from faraway lands. 

Put simply, they are just dust catchers. 

So…what to do with the baseball? 

I came up with a killer idea. 

The next day, Day Two of the “Bencivenga 100,” I took the baseball through the 
crowd during breaks and got every copywriter I knew to sign it…and it was an 
all-star team of copywriters including Gary Halbert, John Carlton, Parris 
Lampropoulos, David Deutsch, Jim Punkre, Richard Armstrong, Clayton 
Makepeace…and I know if I keep going all I will do is insult everyone I don’t 
name. 

Suffice it to say that anyone who is anyone in direct response copywriting was 
at the event and I got all of them to sign the baseball. 

I was then privileged to have the opportunity to present the baseball to Gary 
after the afternoon break in front of the entire crowd…so yes, I was one of the 
600,000 people who was really there! 

I know you loved that story…but here’s the hard lesson I learned from it that 
arose years later… 
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A copywriter I had never heard of sent me a LinkedIn request…and I have a 
“procedure” to deal with all of my LinkedIn requests…that is, I send a personal 
email to every person, after I look at their profile, and reference things and 
people we might have in common…to create potential synergies right at the 
beginning of our relationship. 

I talked about that in detail and other connecting tips in my “Vitamin C(onnect)” 
blog. 
So, after introducing myself to this copywriter via LinkedIn, he sent me a 
beautiful response…telling me how much he admired Boardroom (my company 
at the time), Marty Edelston (the founder of Boardroom and direct marketing 
legend)… and that he had followed my career for many years.  

He said he was actually at the “Bencivenga 100” event and shared this with me, 
referring to the period on Day Two when I was walking around the room 
collecting those autographs for Gary’s baseball: 

“You made eye contact with me, sized me up, and then just kept on walking.” 
 
He wasn’t bitter or angry…he admitted that he was a “rookie” in the business at 
the time…and getting to that event was actually a launching pad for his 
career…and he is quite successful today. 

But it made me think about all of the people we meet (or go out of our way not 
to meet) every day… 

We make a judgment that some are “more useful” to us than others…or so we 
think…but it’s really important for all of us to realize that everyone we come in 
contact with has a story, a contribution and the ability to add value to our life 
and others. 

And this is even more true as we attain more fame and fortune ourselves. 

I loved getting this reminder from someone who will now be a friend for life…like 
so many others who I may have “looked past” when I could have had them as 
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part of my universe much earlier in my journey if I was more attentive and asked 
more questions along the way. 

Better late than never. 

I’m also reminded of the words of Eleanor Roosevelt: 

“No one can make you feel inferior without your consent” 
 
So I thought about that copywriter at the “Bencivenga 100”…surrounded by 
“hall of famers” everywhere… yet he wasn’t intimidated and didn’t see the 
opportunity as one where he should think about how far he had to go…but 
rather how far he had come already just to be there. 

And so let me add this from Nelson Mandela’s 1994 Inaugural Speech, which I 
heard originally came from Marianne Williamson: 

“Our deepest fear is not that we are inadequate; our deepest fear is that we are powerful 
beyond measure” 
 
I say…have no fear…you are not inferior. 

And don’t think everyone who looks past you is a jerk either (as I told that 
copywriter I snubbed!). 

Some people (like me at that event) are just a little slow to notice your greatness. 

 

Warmly, 

Brian 
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#19: Riffing with Socrates… 
 
When I asked Jay Abraham to interview me for his tribe about my new book, The 
Advertising Solution, he didn’t answer with a simple “yes”… 
 
He wanted to make sure that whatever we did was far more than just me talking about the 
book…Jay always looks for for maximum learning with anything he does. 

Jay is one of my most influential teachers and mentors. He pushes me to always expand 
my mind…and he wasn’t going to let me get away simply “pitching my book.” 

And while it felt a little intimidating when he said he would add his own insights, 
questions and interpretations, and he expected me to be on my toes for this one, my 
answer was still easy: 

“Whatever you say Jay” 
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So here is the interview…and buckle up…which is what I had to do once we got going. 
 
And since this is Christmas (and the second day of Hanukkah too!) I though this would 
be a nice present to send! 

Jay is the modern master of the Socratic method and I hope you find this interview 
educational in terms of the content and the format. 
 

 

Click here for the interview and let me know what you think. 
 
 
Warmly, 

Brian 
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#20: The Real Vitamin C… And 
it’s Not in Your O.J. 
 
“Networking” may be the most overused term in the business world today…and given 
the omnipresence of social media, the idea of creating a network is often in the hands of 
amateurs. 

Simply accepting anyone and everyone who sends you a friend request on Facebook, 
LinkedIn etc. is far from the gold standard…and I would like to share some observations 
(and techniques) I use to establish real connection with people… which may lead to much 
richer relationships in your life. 

Early in my career, I was featured in a trade magazine in one of those “30 under 30 
people to watch” pieces which, on the one hand, I was very proud of; and on the other 
hand, I was a bit embarrassed. 

The piece about me was titled, “Strategic Schmoozer” which to me implies more fluff 
than substance; and also that there might be a secret agenda when I meet you or add you 
to my network. 

It was that article that made me more sensitive to superficial networking than most…and 
although my motives were pure then (even though the magazine didn’t know it!), they 
have evolved into something much bigger today which is probably the most rewarding 
part of my daily life. 

Simply put, I love humanity…and I’ve learned that to truly connect with people you must 
contribute to them first…with no expectation of a “return.” 

My post, “The Power of 100-0,” talked about that at length but let’s take the concept 
further today. 
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Ned Hallowell, one of the world’s top experts on ADHD and a brilliant author of close to 
20 books (my favorite is called Crazy Busy), sent me a beautiful note two years ago 
which I treasure. 
 
He sent it in the context of the Titans of Direct Response event I hosted in September of 
2014. 
He was amazed that we could assemble the roster of all-star speakers we did and he knew 
that to do that was no accident. 

Ned had been a regular contributor to the Boardroom newsletters where I worked for 
many years and he had been a frequent guest at our famous “Boardroom Dinners.” 

From Ned: 

“You are a master of what this world needs most, and what has been the cornerstone of 
all my books: the power of connection. I call it the other Vitamin C, Vitamin Connect, 
and we live in a world where most people suffer from a deficiency of it. Glued to their 
electronics, they get massive doses of electronic connection, which in no way imparts the 
life-enhancing, indeed life-saving power of the true Vitamin Connect.” 
 
Ned went on to make sure his compliment didn’t go to my head and I got the real lesson 
he was teaching me: 

“For [true connection] you need face to face, human connection. SO much comes across 
in what I call the human moment. You absorb vibes of Vitamin Connect without even 
knowing it. That’s why you always feel better and more refreshed after a positive 
encounter…and the beauty of it is that it is free, and infinite in supply.” 
 
So yes, face-to-face connection trumps all. 

And the most dangerous thing you can do to not get your daily dose of Vitamin Connect 
is to stare at your computer all day–which Ned calls “screen sucking”. 

Although some of that activity can be used for good as opposed to evil too which I shared 
with Ned on a follow up email and I will share with you now. 
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For example, I send out dozens of personal e-mails every week from folks who send me 
LinkedIn requests…some of the folks I’ve heard of, some are people I’ve met…and some 
are perfect strangers. 

I accumulate my LinkedIn requests over a two or three week period and then I create time 
in my schedule to go through each one, look at each profile, find an area or two of 
common interest or a group of people we share, and then I write a personal e-mail 
acknowledging those synergies to make sure I can get some Vitamin C even while I am 
…yes…screen sucking. 

This philosophy needs to be consistent everywhere in your life in how you “contribute to 
connect” …and I guarantee that you will find this kind of “networking” far more 
rewarding than the equivalent of just hitting “accept” without finding out more about the 
people you come in contact with…online, offline, or even in line at Starbucks. 

Sometimes you can’t be that personal…I get that… 

Remember, I was responsible for the mailing of probably 2 billion pieces of direct mail in 
my career…and no, I did not have a personal relationship with every one of those people 
we mailed to. 

But here is what I want to stress: 

Don’t connect at a superficial level when connecting at a deeper level will only take a 
little more effort. It sets you up for a much bigger future with everyone you meet. 

Another way to say it: Try to develop a deeper relationship in the long term by not 
starting with shallow communication at the outset. 

You really have to put something special (and personal) into ALL your communications. 

And if you start with what you can contribute to the other person first, it always works in 
terms of getting the maximum amount of Vitamin “C” into your bloodstream. 

Read my more recent post, “Christmas cards in July” too…that one takes all of these 
concepts and gives you tips for how to do “personalized direct mail.” 



 119 

It’s simple and powerful. 

Another way to overdose on Vitamin C (which will not make you ill!) is differentiation: 
Do something different to stick out (and not just for the sake of sticking out): Stick out 
because it really matters to create something extra special with every human you interact 
with… 

A few years ago I spoke to a group of students—recent college grads and seniors—about 
careers in direct marketing. 

I asked them a series of questions: 

“How many of you send an e-mail follow up after every job interview?” 
 
Just about everyone raised their hand. 

“How many of you actually send a handwritten card or letter or a formal business letter 
as follow up?” 
 
After I explained how you actually do that…using what I called “pen” and “paper” (and I 
had visual aids to show them from the podium what each of those items looked like), 
maybe a third of the room raised their hand…but sadly, I think it was far less than that. I 
was just happy to see ANY hands. 

“And how many of you looked for areas of common interest with the person interviewing 
you…an author, a magazine, a subject area…and then in your follow up used that 
(beyond just mentioning something in an e-mail)?” 
 
For example, sending a large envelope (I had a visual aid of that too!) with a handwritten 
note or letter and maybe an article about something you discussed? 

Of course no one raised their hand. 

To which I “whispered loudly” into my microphone: 
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“If you do something like THAT, no one else will be doing it…and that’s a good 
thing…and even if you don’t get the job, you will be remembered which is always better 
than being forgotten…” 
 
I tell this story because this applies to anyone in business…regarding finding common 
ground and connecting at more than just a superficial level. 

And to think about going right when everyone else is going left. 

My mentor Marty Edelston also taught me the value of “nice notes”…which in a nutshell, 
says that rather than send a Christmas card during Christmas with everyone else, send 
stuff all year round to the people in your life as the mood hits you…and as stuff comes 
across your desk that would create connection. 

That’s what “Christmas cards in July” expands on. 
 
And there is no “humbug” in that statement. Send the cards too if you must… 

I think you get the point by now. 

Everything I have shared with you today are simply suggestions and tactics you can put 
your own stamp on. The ingenuity you use how you contribute and then connect needs to 
be congruent with who you are and what you are comfortable with…but don’t just do 
what everyone else does. 

Bottom line: Get your daily dose of Vitamin C(onnect)…and avoid being a strategic 
schmoozer at all costs. 

Closing anecdote: 

Someone once told me that when babies look in a mirror for the first time and are able to 
see the image of themselves, the assumption is that it’s “another baby.” 

It takes a while for them to get the idea that the kid in the mirror is really THEM. 

How refreshing is that? 
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And I can’t help thinking of an image of that baby looking in the mirror for the first time 
and handing over the “keys to the castle” to that other baby to play with…even if it’s just 
some plastic keys they just finished salivating and slobbering over. 

The “keys to the castle” in this case is what the contribution might be to that “other baby” 
in the mirror… 

To bring this back to direct marketing, my belief is that without a philosophy of 
“contribution first,” you will not only be less fulfilled personally, but your marketing 
won’t be as powerful either. 

I’m just starting work on my next book and the working title is: 

Overdelivery: How Life Imitates Direct Marketing 
 
Overdelivery isn’t even a real word…but to me it is the result when Vitamin C(onnect) is 
dominant in your bloodstream. 

Warmly, 

Brian 
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#21: How You Sell is How They 
Will Respond… 
 
Just about a year ago, I sent this post…and since then, I have seen one example after 
another play out, online and offline, supporting the premise expressed in this subject 
line... 

I hope you can see applications with all you are working on right now with current 
promotions… 

Once upon a time, back in the dark ages called the 1990’s, one of the greatest copywriters 
of all time, Gary Bencivenga, wrote a lucrative front end promotion (for Boardroom’s 
newsletter Bottom Line/Personal) which we called “the survey package.” 

Today I want to tell you two stories, one about the survey package and then one about 
how we created “multiple controls based on list mix”…something that costs a lot more to 
do in direct mail than online…and how it was totally worth it. 

I’ll start with how we killed the “survey package.” 

Story #1 : The Survey Package vs. The Bookalog 
 
Sounds like a wonderful children’s story ready to be made into an animated film, right? 

The survey package was a fairly simple letter in a standard #10 envelope…with a gift 
certificate attached to the letter (which was also the order device)…and the letter began: 

“I need your honest opinion…and I’m willing to reward you handsomely for it. That’s 
why I’ve enclosed the above Gift Certificate, which entitles you to two very valuable gifts 
in exchange for your opinion.” 
 
The goal was to have prospects send in the “survey” with the gift certificate for a free 
trial subscription to the newsletter. 
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It was a generous offer (6 free issues and a premium book before they had to pay 
anything…a true “try it before you like it” approach); but the way we got them to 
subscribe was, even in my high-integrity opinion, a “gimmick.” 

It was incredibly successful…one of the highest front end responses in our history 
without the use of a contest or sweepstakes (and by front end I mean trial subscribers, not 
taking into account who paid for the newsletter). 

As you might expect, since they came into the newsletter without a lot of “selling” or 
background on how great Bottom Line/Personal really is, the number of people who 
actually paid us the $29.95 subscription price after the 6 free issue trial period was lower 
than previous packages. 

We had a great hook which led to an impulsive response but the promotion did not reflect 
what the product was all about. 

Impulse gets people to respond…but it doesn’t necessarily get them to stick around. 

The bottom line (pun intended) was that the survey package net-net was still a huge 
success since it added many new, paid subscribers. 

However, it bugged us that the pay up was so low and many of the trial subscribers were, 
for lack of a better term, “disappointed.” 

And we speculated that those who did pay may not be as loyal long term. 

But at this point, that was only speculation. 

I really didn’t like the survey package…there was nothing illegal or immoral about 
it…but it always felt like a roundabout way to sell what I knew was the best consumer 
newsletter in America. 

If you’ve been a reader of this blog over the past couple of years you know that a rule of 
thumb to being a world class direct marketer (in my play book) is to believe that “the 
control is your enemy.” 
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For those of you who are new to that concept, your “control” is your best promotion at 
any point in time. 

So in this example, figuring out how to test against the survey package (and beat it) was 
now the task at hand (despite its success on the basic metrics we used to call a winner). 

One of my other premises that goes hand in hand with “the control is your enemy” is: 

“The best package is the best package”. 

What that means: Until the survey package got beat on the battlefield called “statistically 
significant test,” the survey package was my control… and my best friend. 

Lucky for me I was working with the best copywriter on the planet at the time. 

Gary Bencivenga saw the benefits and flaws with the survey package…and he is the one 
who did the deep thinking (and heavy lifting) to beat his own package. 

I talked about Gary and this concept in a previous blog titled…what else…The control is 
your enemy. 
Gary wrote a masterpiece to test against the survey package: A 64 page “bookalog” 
(looks like a digest magazine) which had the title, “The Little Black Book of Secrets.” 
Click the image for a closer look. 

 

There was no survey or quick, impulsive gift certificate order device featured in those 64 
pages…in fact it wasn’t all “selling copy” either…it had sizzle AND steak (which longer 
direct mail at the time was trending to…a precursor of “content marketing” we see online 
today). 
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What were the front end results of the bookalog against the survey package? 

MUCH lower…it produced approximately half the number of new, trial subscribers… 

But what about the back end results? 

The percentage of people who PAID for the newsletter after taking a trial subscription 
from the bookalog was close to double…and they paid way before they got all of their 6 
free issues too. 

I guess you can say the bookalog ended up with less quantity initially but more quality in 
the long run…and that quality led to much higher profits when we analyzed the 
subscribers from the bookalog offer after the first sale. 

Tracking those subscribers who came in initially from the bookalog into their second year 
(renewal– or what we call “conversions”) was the true miracle. 

They were engaged in such a way from the initial promotion that their expectations were 
met in year one–and then into the future. 

The “lifetime value” (LTV) of subscribers who came in from the bookalog over those 
who originally came in from the survey package was the game changer. 

The bookalog became the new control and it inspired new packages like it in the future. 

We also sold all sorts of books to our subscriber list and the response rate to all of our 
book offers (also longer promotion copy) was significantly higher to the subscribers who 
came in from the bookalog over the survey package too. 

And one other way the subscribers from the booklog added to the company’s profit: 

When we rented our lists to the outside world (which would be equivalent to folks using 
their list for revenue share/affiliate offers online today), outside mailers saw higher 
response rates when THEY mailed names derived from the bookalog. 

Quality over quantity indeed. 



 126 

Story #2 The Paranoid Package vs. The Happy-Go-Lucky-Package 
 
This second example of “how you promote is how they will respond” is also an example 
of “how you promote can create new list universes if you pay close attention.” 

Just after the dinosaurs became extinct, around 1986, we tested what we called a 
“paranoid package” for Bottom Line/Personal with the headline “The World Crises of 
1986” (which if you plugged in 2016 for 1986 the headline would still be 
relevant…unfortunately…). 

The control at the time was a package that sold a wonderful premium book, “How To Do 
Everything Right”–and the promotion was much more upbeat and optimistic. 

Anything other than a “world crises” would seem upbeat I guess… 

 

 On the surface, the test results were clear: “How To Do Everything Right” defended its 
position as the control by a wide margin when we looked at the entire mailing– it looked 
like ”paranoia” could be put to the side until the next world crises… 

However, something strange happened on the way to burying that test…when we looked 
at how each package did on a list-by-list basis. 

We found that there were certain lists…more in the “opportunity seeker” category and 
less in the mainstream…that responded to the “World Crises package” at a much higher 
rate than the control. 
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To cut to the chase on this story, we ended up with TWO controls…each mailing to the 
universe of lists most suited for the messaging. 

Key lesson: If we could create multiple controls for different audiences in the most 
expensive medium (direct mail)–with extra printing, sorting, postage–shouldn’t you be 
thinking about “multiple controls” to various list segments in your online 
business…all the time? 
 
While one-size-fits- all creative can be profitable, it is not the strategy for long term 
business building…and it’s sort of lazy too. 

I highly recommend focusing on getting the most from the lists you mail by changing 
your creative approaches accordingly– whether mailing customers, prospects or suspects. 

There are no unique names, only unique lists. 

Just because promoting online is cheap doesn’t mean you should ignore the relationship 
between your creative messaging and your lists. 

In the words of Jay Abraham, you should always focus on: 

“Getting everything you can out of all you’ve got.” 
 
Creative and copy will dictate so much in your marketing…read your numbers, look for 
the hidden opportunities…and then act on the opportunities that present themselves. 

To summarize: 

1. Don’t underestimate the power of “how you promote” to what kind of customers you 
attract. 
 
2. Make sure you can calculate the lifetime value (LTV) of every new customer based on 
the promotion they came in on…the initial sale is only one metric…and LTV, not the 
first sale, may be the most important metric when deciding on your most profitable 
acquisition vehicle. 
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3. If you think these concepts are only true for direct mail, think again. 
 
 
Warmly, 

Brian 
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#22: The Wall with a Door… 
 
There is your audience. 
There is the language. 
There are the words that they use.                  

 -Gene Schwartz 
  

This is not a political post; and if you accuse me of it being political, you will be wrong. 

But the election of Donald Trump as President of the United States is a marketing case 
history for the ages. 

And whether you voted for him or not (and even if you are outside the U.S. and don’t 
know what I am talking about), I want to share some things we all can learn from his 
successful campaign. 

I won’t even tell you who I voted for because that is irrelevant. 

What is relevant is that if Gary Halbert or Gene Schwartz were alive today, they might 
want to take credit for Donald Trump being their prized student of copywriting (even if 
they didn’t vote for him). 

The Gene Schwartz quote above says it all…as does this one from Halbert: 

The most important thing is a hungry market. 
 Not a brilliant burger. 
 
When I embarked on the journey to work on my new book, The Advertising Solution, 
with Craig Simpson, I knew the six legends we were profiling were all excellent 
copywriters. 

But when I took a deeper dive into their work than I had in the past, what I realized was 
they were much more interested about knowing their audience and market first–and the 
actual writing they did was almost secondary. 



 130 

My favorite Gene Schwartz quote on this topic: 

“You cannot lose touch with the people of this country, no matter how successful or 
potent you are; if you don’t spend at least two hours a week finding out where your 
market is today, you are finished!” 
 
Maybe that’s why Gene, the most prolific copywriter of his day, and a true intellectual in 
every way, read everything he could get his hands on…and his favorite publication 
was The National Enquirer. 
Gene knew that his best shot at connecting with almost any market was to know as much 
about them as possible; and the only way to do that was to read everything they were 
reading, understand everything they were experiencing in modern culture and truly living 
in their shoes. 

It should be noted that he lived on Park Avenue in a Penthouse in New York City and had 
one of the most impressive modern art collections in the country. 

He did himself what he recommended to others which enabled him to write to anyone, 
not matter what their interests or status…the not-so-wealthy and the affluent…with an 
incredible track record of success. 

There is also another secret the greats knew besides researching their audience intensely: 
They learned how to talk to them. 

Gene Schwartz, Gary Halbert and any copywriter who has had success like they had 
never used language that was not in synch with the market they were writing for…and it 
took a lot of time and effort to make sure they got every word and every sentence perfect. 

Now…did Donald Trump spend the kind of time and effort researching his market and 
honing his language like Schwartz and Halbert (and all of the greats of copywriting) did? 

Maybe not the same way…but he figured out the right words and the right tone to garner 
over 60 million votes despite never running for any office in his life. 

That’s even better than the 5% response rate I once got on a direct mail campaign and I 
thought I had a killer control package! 
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Whether you agree with Trump’s immigration policy or not, who would not understand 
the words: 

“I’m going to build a wall on the border with Mexico. And I will put a door in it.” 

There are examples all over his campaign where the match between list and copy fit hand 
in glove… 

And again, while I am not agreeing or disagreeing with policy either way, I am pretty 
sure Mr. Trump did this without reading Breakthrough Advertising, The Gary Halbert 
Letter or for that matter, Ogilvy on Advertising. 
 
I love this quote from David Ogilvy to drive home the point further on language: 

“Never use jargon words like re-conceptualize, demassification, attitudinally, 
judgmentally; they are hallmarks of a pretentious ass.” 
 
I’m sure there are times in some academic journals you could get away with words like 
that… assuming your readers use those words too. 

But as marketers and copywriters, use words and phrases that are unknown or unfamiliar 
to your reader at your peril…and it only takes one to lose them in a sales letter. 
 
I just went through an exercise with a client to remove every word in their promotion that 
couldn’t answer these two questions in the affirmative: 

1) “Would your customers use that word or phrase while talking with each other? “ 

2) “Would they know what every word or phrase means?” 

Seems like a pretty simple litmus test…but if you could read some of the copy I’ve been 
reading through this lens, you would be surprised how little certain copywriters seem to 
really know about their audience. 

In short, know the language of your audience: 
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– Hang out in forums online where they hang out and see how they talk and what words 
they use; 

– Read reviews on Amazon for books that they probably are reading and see how they 
write about them. 
 
– Create “customer panels” of the customers you are trying to find more of — and try out 
headlines, phrases, copy platforms to see how they respond and react. 
 
Someone in the Trump campaign knew something about this…or maybe they just got 
lucky getting 60 million people to respond to the messaging. 

Did I say this was not a political post? 

It still isn’t. 

But the lessons we can learn from this election are profound when we analyze it from the 
perspective of what happens when the relationship of language to audience is aligned. 

One more quote, from the Preface to the most important, aforementioned book ever 
written on copy, creative and human behavior, Breakthrough Advertising. 
 
Gene Schwartz said that his book is… 

“…not about building better mousetraps. It is, however, about building larger mice, 
and then building terrifying fear of them in your customers. In other words, it is 
about helping to shape the largest and strongest market possible, and then 
intensifying that market’s reaction to its basic need or problem, and to the 
‘exclusive’ solution you have to offer it.” 
 
This is powerful stuff. 

Obviously it can be used for good or evil. 

But if you are marketing any product or service, this may be the most important thing to 
keep top of mind. 
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Warmly, 

Brian 
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Brian is a dear friend of mine.  
 
In order to subscribe to more of these, please go to 
http://www.briankurtz.me/ – where Brian offers a number of rare and 
priceless direct marketing products.  
 
I don't benefit from any of this, but I love his work, as you can see by 
these. 
 
 
Jay 
 


