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ABS'11RJ1_C~(' 

'I'he m0.in probJ. cms tn clevclop:\.ng e. moJ.l~orcler adv·er-

effecti¥c aclvcrtisinB copy, and choosing the eppropriate 

'"',, -, '-?;·,·:- ·j ,:, l ·"' I? 1·1,-, d'L ~ c.4V ... \ \:.. _ v .,L; J.J.
0 

,~ . c ~ 0 

c a tions ttcrc u sed a s reference ma teria lo Also 0 many. 

successful oai l - order a dvertisements and direct mail 

off er:1.ngs 1·rc.:rre eY.:aminecl to d e t erEin e procedu:ce presently 

being used in the ms.J. l .... orcle:c f.t e lclo 

Proven s uccef: s ful proccc'luT&S and aclve1"'tistng tools 

we1·e u se cl to co:ilpos c tln:ce strong ma~. l~ordcr a clverti s em.en ts: 

A classified a.dve1· ·c~.sc!Ilci.1t~ e. clisplo.y adve:i."tisement, and. a 

direct mail sales l e tter. 

It was determ.lnc cl by analysis e x.:tetly i-rhich magc.~ines 

would be used for the classified and display advertisements 

and uhat type raailing lists would be used for the sales 

lettei". 

When dev·eloping a new ma11 .. ~o:cder advertising pr·ogram, 

only proven procedu1'c s should be used. Ca.r~ful anulysls of 

ctdvertisinr; techniques a nd adverti sing media will assure 

the greatest opportunity for success . The follm·:ir~g direct 

vi 



ma il adv0rtisi ng wothods nill be us8d to pr ofilote the 

p :-cod.1.wt p1"esc:1tecl in th1.s tndependen.t stucly : 'I'i.1.e classi "" 

f i eel o.nd d:i. s pJ.ay achrc::ctl [: ements l rl 11 be ple.cc d in 

appr c11 ... r l a t e t :a Gazl nes ; 8,nd the dl:cect rn.8..il s a.les letter 

will b e sen t to a select ma~ ccto 

vii 



Io INTR.ODUC'I'I ON 

Several years ago 0 the general public became 

interes ted in the fina ncial opportunities in oper­

ating a l!!ail=order business . Host people accepted 

the i:get=richc.>quJ.cl:11 clai:ns l.,.s ecl as e. basis for most 

fi eldo All be3inncrs should bett0r infor1;1 thems~lv-es 

as to the actual dlff1cnlties 0 profit potential, and· 

caus es of failures in mail-order businesses. A 

1·rea.lth of info:cmation is available in local ll.braries, 

professional organizations, government publications, 

reputable publish0~s 0 such as Prentice-Hall and McGraw­

Hill, 2.nd from the ma ny mail~,order publishers that 

sell lnstructlone.l boolcs, folios and m.2.nuals. 

A few of the rudiments of mail-order operations 

that each beginner should knoH are as follo1·;s: 1 

1. Mail order is one of the easiest 
businesses to enter; little capital 
or kno1·,ledge i S neededo 

2. Mail order has one of the highest 
mortality rates of any business 
endeavoro 

1Robert E~ Hildreth, Profits in Mail Order 
(Schenectady, N. Y.: R. Hildret'ftand- Sons, 1962,:­
p. 11-1-. 

1 
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3. The two~to-one mar~up offered 
by most drop--shippers :ts j_n~• · 
sufflcte.n.t to conduct a profit­
able ma:i.1 --,orcJ.e:c bus :i.ness. 

4. The article or service being 
sold must not be gene:i:-a.lly 
ava ilable to potential customers 
throu~1 local stores. If the 
product is ava:i.lable th1·ouc;h 
local stores, the meJ.1-o:cd.er 
price must be considerably lower 
tha n any local prlceo 

5. MeJ.J. ... orde1~ beglnners e.re bei11g 
taken adva.ntac;e of by the II pro­
f es s i on.0.:Ls II luring b eginners 
into the v2.rlous cat2.log and 
drop=ship pli;_,ns of ope:catton. 

6. The grea t est cha nce for success 
goes to those Nho ha ve cc rrplete 
control over the article to be 
sold. 

The purpose of this study is to create a strong 

advertistng prog~cam promoting a book entitled The 'i'ruth 

About M§il~_Q.:12..,der Fa ilui:es. Such a boolc is designed 

to make clear points five and six mentioned above and 

to give a realistic appraisal of an entrepreneur's profit 

potential in mail order. 



II. ANL\.LYSIS OF POTENTIAL r,il\.RKET 

Size 

The size of the p o t entia l m~rkct is litera lly 

in the t en s of thou."o.ncl.s as is e-viclcncecl b"r the V 

nw.iJJ.nc; li s t s e.~12.ile.blc froru Doo}::buyors Lists, Inco p 

of Nc~-r Yor l:: ., List. !'Joo 328 has over 137,000 name::: of 

p e ople \ j·ho h a-i,;-e l'·oques ted ma il..-.ordc1· lnfo:cma tton in 

the l~Ls t,. T.i:i.s lj_ s t hac. been develop ed from only one 

colilp ... ·ny 1 s s.cJ.veJ~·t:i.s i n c:; progr a m to sell one mail..,,ordcr 

book . The:r·0 a:i:e l!.19.ny- other cou..1pani cs tha t hav e avail­

able s.pproprl c~t e mc.d .li n g J.i sts uhich they e.re only 

too lw.p p y to l"ent, as tbi s is D. valua ble sour ce of 

addJ. 'clonal tncoru c. Alco, ea ch year there are thousands 

of people becoming interes t e d in ~ail order for the 

first time. It is evident, thcref o::cc, that the nv.mber 

of potentla l customers ts quite large ancl ,·rill be in­

creasing by the thousands ea ch yea r. 

Charnc.teristics 

1fuat type of person would be interested in 

mail-order opportunities, and ,-fnat are their desires? 

These questions must be ansv ere d befo1'e writing be­

gins on the actua l advertisements, for the advertise­

ments will have pulling power only if they are tailored 

3 



to appe2.l to the potential buyers. A prospective 

mail~order operator desires additiona l incomeo He 

will Ha ri:i; to reap the doll8.r be:aefi ts of his efforts 

ratho:c than be a s a l a ried employeeo· Along ui th this 

feeLlng of entrepx·eneurshlpp he l'Jill want the satls­

factlon of be ing successful through his oim efforts. 

B:ci efl;y, his reasons for ci-1tering the nw.11-,oru.er 

field are money. lndependenceg and security through 

successo 

These clesires are q_ui te common, but the be­

ginner does not rea lize the difficulties to be en­

countered in the field of mail order. Remember, 

mail order has one of the highest mortality rates 

of any business endea,ror. This study 1·rill result 

in an advert:i.sing program that will malce each 

prospective customer realize that mail order is a 

difficult business, but tremendous profit potential 

does exist and those profits can be his if he takes 

a realistic approach when beginning his business. 

Care must be taken not to completely discourage a 

prospective customer by writing overly pessimistic 

advertisements. 

/ 



III. CREATING EPF'ECTIVE NAIL-,ORDER ADVERTISING 

Description of Book to be Sold 

Title: Tl c Tr uth About HoJ.l .... Order FaJ.lures 
_.--..-,,.._ .. _, .....--~~.a::r;-~~ ... - ---------..---------""'--

Chapter Headings: 

Sect:i.on I 

Why 95% of Mail-Order Businesses Fail 

The Truth About "Junk Mall" 

The Truth About Capital Needed to 
Start a Mail- Order Business 

The Truth About f·Iall c-,Order 11 Package 
Plans" 

The Truth About Drop-Shtpment Plans 

Section II 

Why 5% of Nall-Order Businesses Succeed 

The Best Product for Hail-Order Beginners 

Hmr to Use an Advertising Agency 

Hm-r to Learn from Other Mai 1-0rder 
Businesses 

How to Keep Mail-Order Records 

How to Avoid the Seven Basic Nail-Order 
Mistakes 

Specifications: 7ltt x 1011 ; 148 pages, 
11 chapters, firmly 
bound for lasting use; 
English- finish paper 

5 
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Classifi ed Advor'd.f.: O!JIC:nts 

The class1fled nclve1·tiscrncnt 1'TilJ. proba bly 

b e tlle l cc:...s t cx1 CJ118:i. v·c, of th e thre e types of p:.ro­

motional presenta tlonsp but the profit potentia l of 

cls,ss~. fict.'i_ aclvcrtlsements is t remendous tf the p1"oduct 

being sold is normally sought by rea ders of classified 

sccti ons e Unusue.l iru1.oya tions uill not be attempted 

uhen urit:1. ng thi s ncl'\.:-0r·tis er.1ent . Pioneering is ad-

mira blc but oft en unproftt2.ble, ox1.d Prestige Publication's 

goa l 1 s to develop a profi tc:-.ble r.19.J.l r~order a.clvcrti sins 

program o Tile clcssificd c1.dv-e:r.t:tscru.0nt to be tested is 

shol;nl b e lo1·,: 

"NP_IL OB.DER~ (O·ilercome 9.5% 
Failure Ratet) Neu, Factual, 
No- Holds-Ba rred book reveals 
Sta:etlir;g Ti·uth about Hail­
Order Fa ilures. Contains 
Specific Ins t ructions for Your 
Success. Dete lls Free. Publi­
cations, Box 1000-A, Minot, 
N • Da k • .58701 • 11 

Fig. 1.-~Classified Advertisement 

Before writing a clessified advertisement, a 

certain a mount of research is neede d. All similar 

advertisements by successful comps titors should be 

stud1.ed to dete1'mine the technique used and to discover 
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the p:-i.'·ope1· pubJ.icati on in ,;·;-n.ich to plan the e.dvcrC> 

tis cmcn-c o 

Since clessified advertising is paid for by 

the uord, 0J1e must be vm:·y concise in til'ttlng such 

e.n e.cl.ve:r·tisemcn.to All uoI·c.ls used mus t be needed for 

developing definite cla rity of the proposition being 

There is seerningly excess punct.ue.tion a.nd 

capita l:L zati on u.sed in this e.dve1•tisemcnt. .. · This 

policy is used to make the a dvertisement stand out 

from tho:::e surrov.ndil"g 1 to If the reacier' s attention 

is not clirected touar-ds this a.dvert.isement 9 there ,·1lll 

be no oppo:ctuni ty for a sale. 

' The fi1·st t,·ro vrorcls of this advertiser:icnt 

serve as the main attcntion-getterp as they will attract 

interested persons to the body of the advertisement. 

It must be r emembered that potential customers actively 

read classified advertiseLlents and nothing can be said 

in a classified advertisement that \·iill e..ttract readers 

who are not already looking through the classified section. 

Those tilio do read the classified section are almost a 

captive audience, and shm,'1!1.e~nship triclcs are not needed 

to attract them to the advertisement. ~1e lead words 

11 NAIL ORDER11 will identify thj_s advertisement to all 
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thos c 1·Ti.10 e.re skimiiling th8 p8.:cti cuJ.2-.r clo..sslfi od 

section that conta ins the advertisemento 

N01·1 tha t the ree.a.cj_'s v a ttention has been c~).ptured, 

the a c.lver tis cmer1t must i mmcd~1.atoly inf o:r m them of the 

purpose of the product being soldo Hence, the second 

sentence: n (Overcome 951~ Failul'f.; na t e t) s; 

Once the r e2.dE;l" tm.cle:cste .. ncJ.s the purpo3o of the 

e.dv·erti seD.1E:1Tc t he mu s t then be glve:a a s complete a 

description of the product as is possible in a classified 

e.dve1 .. ti sement. The folloi'ilng sentence is the description 

of the pr oc1.u ct: 11 Ne1,1, Fa.ctualp No-HoldsuBarrccl boolc 

rev en.ls Startling Tl"U th about r.lai 1-0rdor Failures." This 

parttcular section of a cla ssified advertisement is ex­

tremely important, for if the prospective customer is 

left 't'Tj_ th only a vague undcrste.nding of the product, the 

money and time invested thus far uill be completely 

wasted, for no order 1-rill be fo1·thcoming. 

The reader wi.11 now be thinking to himself, 

"This is an interesting offer, but hou will this particu­

le.r book benefit me?" The classified advertis~ment 

must answer this question without delay or the sale 

will be lost. Following is the portion of the advcr-

tis ement 1-rri tten to satisfy that requirement: "Contains 

Specific Instructions for Your Success." 
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'11he ph:r&.SE! "DetoJ.ls Free" indicates tha t CO:Tioo 

plete in.foT·mat:ton o.bout the book is e.Yailable from the 

listed 2.0.c.l:r: GSSo Noto: No price we.s mentionecl nor is 

there any attempt lil2.c1.e to complete the sale ui th the 

cl:;1.s::::i.f:i.ed aclYert:i.sc;nento It is the feeling of me.ny 

succes sful ma:i. l e, ord.c)_, oper2:co1.~s that if the selling 

p r ice of the p~oduct is more than $1050, rrreater profits 

uill result f :c-om sencling a folloH-up sales letter to 

cow.plcte the sale O rathe:c thc.n trylng to complete the 

sale from the classified nclvertisement. 2 The reason 

is tha t a complete sa.les effort cannot be accomplished 

in a classtfle d acl,rer·c.1 sement ui thou.t exorbl tant costs. 

The l as t portion of this cla8Sified advertise­

ment is the e.dd:resso The n e.me of the compa ny ls Prestige 

Publica tions, but in the advertisement reference to the 

corupany ls merely upublice.tions 11 lJhich is all that 1s 

necessa ry, thu.s saving one ,·rord. Follo·wing the post 

office box number is a letter which is used to identify 

the particular advertisement from others. Another ad­

vertisement would use a different letter. This type of 

ukey11 is ueJ.l suited to classified advertisements, because 

there is no additional charge in most publications. 

2v. D. Angerman, Ho·w to \·Trite A Classified Ad 
That Pulls (Chicago: Science and Mec~hanicsPublishing 
company-;-I958), p. 210 
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Such a procco.v.re is used to 11 keyi1 all s.clve1."-

tl sements fer purposes of comparisono To determine the 

most profi t B.blc comb:i.nation of aclv0rtisel!lent, publi­

cation, a11d classified sections 1tlthin the publication, 

the gross income must be id.cntifted. as to exactly 1·1hich 

advertisement pr oduced it. Also, the results of the 

classified advcrtlseaent must be compared with the 

rosults obtaine d frofil display advertisements arrd sales 

letters used on a specific mailing listo Displayed ad­

ve1~t:1.sements e.nd sLlos letters nill be 11 1:eyed11 with a 

dcp2,rtment clesi gna ti on O such as Dept. H. 

Followlne; is a sum.1nary list of the scctlons of 

the classified a dvertisement: 

le Attention phrase 

2. Purpose of the product 

J. Description of the product 

4. Product's benefit to reader 

5. Where to obtain further information 

6. Encoded "key 11 

Display Advertisement 

Display advertisements are paid for by the column 

inch, which is equivalent to fourteen printed lines per 

inch. This being the case, greater freedom is experienced 

Hhen cre~ting such an advertisement. Illustrations and 
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aclvert.i scment l2~yout a.x·e valuable tools to be used in 

developing a st r ong display aclvert:i.s emento Such factors 

as typog):·c),pl1y, layout p e..nd a.rt ·work will not be con .... 

side1"ecl :i.n this study O as any one of. them 1•rould be a 

suita ble topic for a. sepa rate Independent Research 

projecto Admittedly O once the aclvertise1J1ents are com­

pleted and the proper publications are selectedp the 

areas mentioned will have to be consldex·ed before the 

display advertisement and sales letter are ready for 

presentation .. 

The display advertisement which will be tested 

is shoun on the follm·,ing pageo 
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NAIL ORDER FAILURES! 

Do y·ou knm·r ·t-JhJ-r 9 5% of aJJ. 1·1a i 1-0rcJ.cr Busi­
!l~£.s..~~~~CG~.L1 '?. I{ 'yov.r· a11:s~re:i:-·f."sN6;yoi1-
mnst have your 01-m c opy of the Hottest Selling 
Mail 0 ,0rder book ava ila bl e today . Ne1·r J)t,8 
page , 7} 1 x 10 11 boo1c con'cc:), inin~ 11 infor­
ma tion pa cked cha pters such as: 

\-Thy 95% of Via :i. lr-Order Businesses Fail 
The Tr uth About Dr op-Shipn ent Pla ns 
The Truth .t~boat i1atl,~O:rcler Packe.g e Plans 
Th e Truth About. 11 Junk M:E:ti l" 
Why 51t of Ho.il~,Orclc :c Businesses Succeed 
Hott to Avoid the Seven Basic Mail Order 

Histakes 

This NeHt Prn·ierfullv Hri tten~ No-,Holds- Barred 
book Re\l:eal_s_tf1e-··st a"'?tJ.ii1.r;-~TrlU;.L'H abou.t1faIT':-
o~rd.erF.ailures ai1dcontail1s-~Fci f i~ In:;.structions 
for your success. A Must boolc for YOUl"' Hail­
Order library. Your complete Satisfaction is 
Guara nteccl or Honey Refunded. Act Nm·r! Send 
$2p98. Dealer inquiries ttelcomed. Prestige 
Publications, 1048 Lincoln Dr., Dept. L, 
Minot, N. Dale 58701. 

Fig. 2.~-Display Advertisement 
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The displ a y a dve:rtLsemont cont2J.n s ba sically 

the s ame information as the cJ.assift ed a dvertisement, 

but there are two major difference s 0 The display ad­

vert:ts ement .ts much mor e elabo::cat c and contains more 

information about the booko This is neces sary because 

of the second difference: the display ·s.d.vertisement 

attempts to make the s e.le ·wj_ thout e.ny follou""up sales 

matcr:J.e.lo 

Selling directly f r om the d ispla y advertisement 

is possible b a ca usc a coniplete descr iption of the book 

and its benefits ca n be included in the advertisement 

along with a small picture of the book. Several chapters 

of the book 1-ri th the strongest sales appeal can be shm·r.£1 

in the display advert:i.sement. 

Since the sale is being made directly from the 

advertisement, the customer must be given assurance that 

if he is not satisfied ,;·ri th the product, he may request 

a refundo The satisfaction guarantee is a must state­

ment in all mail-order advertisements and has proven to 

substantially increase sales over offerings 1·ri thout a 

guarantee.3 

The phrase 11 Act No,;·111 is the final stimulant 

intended to convince the buyer to complete the sale 

3Robert Stone, Successful Direct H~l Advertisinei 
and Selling; (Englewood Cliffs, Nea Jersey: Prentice-Ho.11, 
Inc., 19b5Tr p. 20. 
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without delayo Customer hesitation results in the loss 

of many sales. 

Two smaller cha nges a:ce incorporated into this 

advel''tisemento The fli--st is the method used to "key11 

the advm:'tisement; a. sepa~cate department nmnber 1.·rill be 

usedo Such a policy will be adopted because there is 

less concern ove1" the number of ·norcls used in the display 

advertisemento Also 0 it 1'iill separate the display ad­

vertisement from the classified advertisements as a 

group and enable the results of various display adver­

tisements to be comparedo 

The phrase 11 Dealer inquiries 1.·relcomedtt is included 

in the display advertisemento With this phrase, an 

attempt is being made to solicit additional distributors 

of the booko Other mail-order operators selling associ­

ated informational material and instructional books on 

mail order will be happy to include this offering as a 

follow-up sale of their o,m product. Often greater 

profit is realized on secondary sales than. on orlginal 

sales, because almost no advertising costs are incurred. 

The secondary offer is included as a 11 stuffer11 in 

the package which delivers the original advertised 

sale. Such a policy of allowing . others to sell this 

book will prove profitable to Prestige Publications 
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becD,u.s c ne1: clistr:l butors "\"rould rn.2.ke pur·chases in ·whole, .. 

s a le lots of one hundred or moreo There would be no 

advertising cos ts to Pre stige Pub11cntio~s, although 

circul ~rs similar in content to the s a les letter would 

have to be printed 0 but those would be sold at cost to 

nevr distribu tors to se1·ve as thetr 11 s'i:;uffer s." 

The display a dvertisement contains a street 

address rathe1~ tha n. the post office box number in the 

cla.ssifi ecJ. adv·e:etisement., \·n-1y is the change necessary? 

If the sale j_s beln£; made di rectly from the advertisell!ent, 

it has been proven the ta street address instead of an 

impeT·son.al box nuri:tber wtll increas e gross reveEv.e. 4 

Using a post office box nwi1b er is acceptable in the classified 

a.dverti ser;1ent bcce us e the sale is not being made from 

the aclvert:i.sement. Using the box number in the classified 

advertisement ,·1111 result in furthe:-c cost reduction by 

eliminating one ,·rord from the tota l word count. This 

may not seem like much of a reduction, but if the 

classifiecl advertisement is run ln ten publications 

each month for a yea,r , the savings will be considerable. 

Direct Mail Sales Letter 

The sales letter will in all proba bility be more 

profitable than the two previously mentioned methods of 

4 Robert Eo Hildreth, Profit s in Nail Order 
(Schenect~dy, N" Y.: R. Htl.dreth and Sons,-1962); p. 13. 
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advertisingo To dcterraine the validity of this 

assum.pt:ton 11 one ri1.erely neecls to obser ve the pI'actices 

of othe1° successful nw.il,~orcle:;: opex·a to1>s that are 

selling simila r products~ Most successful operators 

focus their efforts on sellins with a direct mall sales 

le"i.~te l"p s:i.nce this is the st:.t>o:o.~est method of me,11""' 

O ·i•cJ n -,.. C~l,, <:< ~--i·•'I bu)· i 0,,., 5 _ v.L ..,_ ,_, l, _ - 1., _ ,. ,. • Prestige Publica tions will use 

the ss.les letter e..s its maJ.n selling tool, as ·this 

method has p r ove n itse lf to be the most profitable over 

man y years of testing by many successful mail-order 

oper·a to:cs o Afte1~ Prestige Publications is firmly 
' ' 

esta blished in th~ fielcl and h2!,s dcvclopecl 1 ts m·m 

mailing ltst, experimentation 111 th various adver·tislng 

tricks can beGin on a limited basis. 

Ti'i"O different uses ·will be made of the sales 

letter. It will be sent as a follow up to the classified 

advertisement and as a sepa1"'ate and original mailing 

directly to names obte.tned from mailing list brokers. 

The significance of the two uses of the sales letter 

is that they must be "keyed" differently so that the 

sales of each can be segregated. 

Direct mail keying is easier than periodical 

keying, because the customer does not need to ·write 

5Letter from Michael Fingerhut of Fingerhut 
Products Co:npa.ny: St. Cloud, Minnesota, July 21, 1966. 
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doun t.hc ke;f 1:hi ch ,,n.lJ. ba printed en." stam.pcd on cl ther 

the return envcloi)e or cvnpon that tho customer ~ends 

ba ck--a diffe~ent key for ea ch list tested. 

In fi ne.l f o:c-m 0 the sales lette:c 1·1ill consist of 

two pa ges u : th printing on only one side. Printing one 

p9.ge on bo·ch sides us.s conslcl.0Tccl bnt found to be im­

pr acti cnl due to the printing roquircLlcnts that will be 

discuss ed hereina fter. The representation of the sales 

letter as pr esented in this study is intended to be as 

close as p o s s l ble to the actuo.l printed sales letter that 

would be c:U.strlbutcd to potei.1ttal cu.stomerso Therefore, 

it is on two individua l pa geso (Sec Figo J.) 

Before tITiting a sales letter, the g~neral theme 

or approach L1ust be cleteI'minecl. For the sales letter in 

this study, a personal theme was adopted-rai t l'10Uld. appear 

to the customer that he has received a personal letter 

directly frc,m the s.utho:c of the book. To further 

strengthen the stri vecl for f eel:1.ng of camaraderie, 

the author's picture uill be placed on the first page. 

This will give the customer the feeling that the author 

is spealcing directly to him. 

Now that the general theme has been decided, 

composition of the sales letter can begin. Of course, 

since the sales letter 1·Till be t-1ri tten in six sections, 



A'i' 'l'CW.L'I Or! : J LL l'-11:.IL ORDER ENTHUSIP.S'I'S 

Do y·o·· )•·1· o · ·r ,~~-~ 0, t'd c·,r, 1··-, ··1 (' .-,.. ,'.I ... . l 1.-l · ._ J. ~. ,'1 1• ::; ./ ) 10 :~ ;~:..·#.t ... U'O ; , Lt C .\. 

b ''J <.'1 "1 <" ~! C~ ·~ '' .c-., 'i 1 '/ .. .. i.,--.-·.-..-~ ·-----~-,-- .. -- -----
-~~ ·~~~ , ~~~:~ ~.;..=:;~ .• 

Do you L1;. ~-:· hou tl!c 11 p:i:of c:::~ 1 one.1 11 

I 
mc,i J.,.:;,0\"(1.C.~c O}/; J.~2. t c~:s to..1cc £-.dv~.ntagc 
of b \.:,[:;~_ 111:.~rlf.~? 

I 

..-... -- _ ,.._.,. ...__ ... ,...---.. ,.".~ """""' ---~~ ~-
r :. ,,,"' ./ ~ , 

"· . , ., >.' / ;/.: -·My n ew book 0 The T..-1~·t~._-i? ~_Abgu'~.-E~11.:.·0,::;:4_9_;L' J'c1.ilu.1·e£, is 
, . .,,, · · , the onl y book a v-ail2.bJ.e t odc;~y ·Hhich r c·ve:als the startling 
, J.,·/,~..,. truth b ehind the ov m:Hh e l m:i.n[?-; 95% failure rate in I!i.a t l-
.. : · . . :·,/ · OJ.' d.e r bus iness cs . And O most inportan-c O I-PY book contalns , r . .... ~ -·-- ws .... _ .. _ ...,.--__ _ 

'-~· - ·,.· ~· · e l ca r . e onc i s0 j_nst:c11.ctj_ons to a:1roid the pitfalls that ("' , . \· ---- .... ,---- - ·- --- --- - ··-·-·---- - -.;a·--- ...... __ .. __ ...., ...._ __ .. .. .. -~-·------
\,,,~ .. ' ~.,/ · .. ·tra >Lctl m~ t a LL ~ ma lJ. 0 ,0:t dcr opsra t orf.:. 

I.,· . I I 
I I~ m sure you ha v e r ea d f:' Crr. c of the eur rent IB0.il - ord01-.. 

Ei.d s in le.s.cli nG publlc&i,tim s moJ:lng su.ch p1·opc,se.ls e s 11 I 
1,1n cJ.e ~?20~000 in si x months l.n mail oi-·de:i:" . Let mo h e lp yon 
do the sc1.meG II Or the c·.ds d.cveJ.01.,ccl o..Jong the th.eo:c·jr ths-...-c 
11 you c D.n s-ca,:;: t ;y- 01...n"' o ,;-:n r:-10J_ 1.,, c :cdel· bu stnes s iii th only 115." 
If you are tempted by this type of acl-·c rtisingp you rno.y 
find yourself in the pos\t5.on of D,;.'.Vid Ls-.~·;son , of Pco~:ie., 
Illino1.sr 1;ho sta rte d his I:!:ail-Jor c~ e r bu siness in Mt:"..Yo 1964 .. 
By i·i2.2'Ch 0 1965 0 h~; h e.cl l o f;t e.J.r1 c E-:t hc>J f of his O:~i g l n ~.l 
i l 1 T:· ,:, ~ ·' ·r·, c , 1-: ~- Ac·'· -l1 ,.; 1-:1· ~-- D·:;·;-:~ (1-(1~-:--Q1~ c·10-~c:-1)c···:"'.'; .. ,c· , ., ~-);-:~n-;,-1·0-;:r 

-• ....,. .... V. 1. v • - v • .. L· ... c ;.. _. J s, (...,\ _ .. 1 -· ... ... l. " ' " ..1. l ..\ .. <..,.:. c ~ v 

b egi nnc :i..·s.- I-108 t ~·!Ould p::co ba bly bo bro1cc by then. 

I will not let y·ou put yourself in David Lawson • s 
predica me nt. ~il~-oJ'dAr.~ i£...Proft t~ble forruan~L8.!1£l 
c a n b_~rofjj;.§:.ple for ;you "if you have t}}_Lfacts. !_}'TANT 
YOU TO SUCCEED. But you must be ai·iare of the true po­
t ential in mafl order- and how the "professional mail­
orde r oen often 11 milk 11 the be8ln.ner of his investment . 
MY OBJECTIVE IS TO HELP YOU SUCCEED BY TELLING YOU THE 
T i1U'l'H ABOU1' i'·I AIL- ORDEli~-jj_,UR ES . ---- ---- ._._~ ·- , ---

Author's Credentials: 

Successful 8ail~order business for the 
p2,st 6 years 

\ I LI 
J ··· './ 'i Bachelor's Degree~ Busine ss Aclrd .nistr.::-:. tion 

. .... . ~ ... ,,. (. ; 1 

··· : -{, ri~s t c :i.·'s De,;; :1.-e~ - Nc.nag,..;.s.,ent 
. . ' ., ' . \. ' .:· ,·.J • 

' , '/ ··: :; book, The Trn~t. About ~:.:'.'.. i l~O.:.:cl.or FeJ. lurcs., is 
;· ,, 0 !' the most powcrfuliy -l:r _i.t icn, r"a.c t l~.-1-boo}~ avail­

.. . ~ . t(, i1 ~1 Y in the f ic;ld of m., .. il o!"clC:!.'. This b o ok ,-::--.s 
' · " :l l y : .. ft c r more tho.n t ~;o y c .:l.:i..·s of lntcns i\";j 

t ~ . , ' • I . I • 
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Hheu I hccn·c~. of D.::;.vJ.d J.<· i:Bor.:. vs s:i. tnE,tloi.lp I u1,ote 
hlm [~ J.c·~;te:e "~ild cncloscc1_ n fx-c c cc,py of ruy 0 001-:p '£ho 
'rI·u-t-.h Abc, .:,.t. P ::-- i l =O~'c e :o:-· f,'c:.:i.J. ·:?'(;:-:o I .c:;1u···<l'o8·cccl. t hnt he 
-· -- ...... ~ ...... r,=.. • .._ ... ~L-- -J"" ..... ,. .... . - ~ • __ • __ .. _.,,. . - · - · --- ........... .J... ...J U 

g:t ·,lc u:.~' :i __ cio::..o ... , .. :t ... 'L cz,.~; \,-.. -=> 1~~, ,.> r't··<:.:;~ .. Jr:·;;r. ,,r:cl .. :1.J; s ·L; ·,.:11.c; t).c r}~ tl2c 
stlff e; :~ t t c:-_:-i_~ r ,os sI stc; o '{E.o:f b;·y:·~--to · :Cu:i:~1fi:Cs ·~·:ra111JJ2: 
bl,,·:·i i"l'! C:•:• ·\ 0

! '~ ~() r, -1)·,~u·) :['1 -:·.~· 1) ) {.) 01")'-'"1.''' 1l,·-icn .r_ ·-•~• , .,,J . .\,. :. -\..: (...11o, ... . , •>• _ ._..., ,_}, V _I . \..,1 .(.., .1..,. "" O 

I4' ,.._,,•nr:; .(c: i ·T, r'· D-~--·1 c~ [n··-..... o"" C""1 "i7 C tcv "l r, y • -\.:,..L v .l • .::> , l.!.U.. L, . !) , \r. J.. · ..... \ ; Ji J. v<.., c) 1. J , J ~ ••• ;-\J : 

.L;· •.. 1 
11 Yon:r boot: has lt tere.ll;y- pu.inpcd ne1·r life 

"l.'- · ' , into P.lY busincsso If I ha d. you.x· boolc 
, ~ .- \' \ , .r. · when. I f:r.r s t stf:'.~,:·tc.o. my b.ti.s l:n.ccs p I 1-:rou.J.cl. 
\)\:; ' ~'.r ; not h s.ve ma c-:_c the foolish and cost:J.y rnis-. 

\ ( '.. ,. (1 : takes the.t I c.1.:1.. cL I l'8C OJ..i1mcnd the. 'G cve:r.yono 
f\ 1:_ .. .r ; \,'·>:·~\ lntcrcs 't ed in thJ.s fasc:u,,0.:i.·.111 e; field of 

··J ~ '. li1ai 1 order t ake a cl·.r"antar.l'. ·3 of the iclef.l.s .... .,~~ '... r ;./ ._,. 

;/' . . :'.::;· p r·esen.ted ln your book, fen~ I can honestly 
.J cl~,·· say tha t ea.ch cb.o..pte:r in your book has 

meant money in roy pocl~ct .. " 

So m.£1.ny p 8oplo e..1'e Vt.'07 ing ·1y b o o~c that I find myself 
h r;:.:;:·cl p:ces :-.;; ou. to r2[.:.tch p1"och1~~tion uith d.c1:.e.ncl fo~ th:ts 
f ru1t;astt c b0ok 0 So DOtP T D:CLL,Y. SEi.\JD YOUR OHDER NOW! 
Send $20 98 today i n the cnclog od stamped env elope and 
I wllJ.. IlUSH y ou,... b oc 1r to ;)'OU i·ri thin 21~. hours aftm." 
receipt of your. ordoro 

I 

• ·'st; .. The Truth About Ne.11--0rder Failures has proven 
[/~· to be so beneficlal to those who so wisely 

, , .. :J' ~ purchased it in the pa st tha t I have no hesi-

~ 
., r ' , J····· . ,l- tation in telling you that after you have 

v ... ·:( . examine d my boo1c, X9u A~;ree '!'.2.~etum_ I~ 
,-(S- ~\ 7'-J Wi. thtn 10 DD.vs-- i f you can na rt "l'Ti th i t-.-And 

' ~~/~i}.l~;\ · Y~llr Esi~~- ,.f'fT1___pe .B.~.f.ll.r].clec( Ig~~-cl:\a tel_.y_. - Under 
J. •. ~\ these conditions , s ince you risk nothing , isn't 
/\ \., it jnst good business to send your order Now? 

I:0n Jo 

/)-.. ;:_.,.-·.L' ..,, . ' (} .1.~., f(.__ . ' .. , . ... . - - J 

l!.. . (: ~ t a ; "-···'-' , I~:~·,........... . 

<-· c;7· ., .. ") ' 
()l, ..;, , ... ,!. A_)' -·~ :' ( , \ ., . / \ • :: -c. ·7 ~,--· ....... ·• , , L \.. ,,_..,_,.,<_. 

JI t.. / t ,;.. !..--C.. •. r -, , ~ ~ ( ·,., 
( .. ' ' -·- - ·. >--,.. l - ~ · ·- ,__.,, . ' 

. I ~' ,.., A . ' • C ' , "\ , . ( .... ( •• • 
L, ,._ ,_ . .. , __ , ( . . /-- .. . (. •-..,# : • ·!......;> 

I I . I l, ,-') ( . 
7 c l-( ' '- - ........... 
' ,I) 
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each section Hill flo 1r smoothly to the next section 

and the rcadeJ:> 1·1ill only be aHare of the letter as a 

The six sections a.1~e as follows: 6 

"l. ~rhe 011 ening=rn'tlh:i.ch gains the 
res.clcY.~--s- i{ttenfion b;{ tying in 1-ri th 
his thov.ghts ancl emotions concerning 
hirnself 0 thus exciting his curiosity 
ancl. tempting h:i.m to re8.d furthero· 

11 2 o .'£.Ll~~-2._:;;~1}an2~ ,-t .012:_-<?2::__¢1~~-~ c ~~l P .. t .:i..:.2}:!- -
which pictnrs s for the reader the 
main fea tu:ces of your product or 
se1•vlce. 

11 J,. The rnoti ver-,••Which creates in the 
rea der-·tT1e··want for ,-1ha t you are 
selling by c1esc'r:i.bing ·what your 
procluct or ser-vlce Hlll clo for him; 
ho1·r it Nill contr i bu.te to his pleasure, 
comfort, security, or gain. 

114. The evi.d.ence-~1-rhich establishes 
in tller8a21.er'os~mind conviction as 
to the truth of your statements and 
the value of your product to him. 

11 5. The penalty or inducement-­
,·rhi ch geEs ·"t11e·-r cader . to act·a t 
OllCGo 

11 6. The close--uhich tells the reader 
exac:ffyttFa·t--to do, how to do 1 t, and 
makes action easy." 

How are the objective s of each of the six sections satis­

fied? The opening: This section must be the strongest. 

Each potential customer has basically one goal--profit. 

6 s. M. Bro~m and L. Doris (eds.), Business 
Executlv-es Handbook (4,th ed.; Englewood Cliffs, New 
Jers ey: Preritice-}Ia ll, Inc., 1965), p. 60. 
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By st?.r-ctrirs the lettc1"' '1':l th 2. question ref erring to the 

over,ili elming failure r ate in mail- order businesses, the 

res.cler I s atte .!."C:i. on. a ncl inte:cest utll be c8.pturecl irruuecli·­

a tely bcc.s:ns o fa1lure is hi s groa t.est fes,r 0 e,ncl ayoldin~ 

failure is one of his prime concernr:; . 

The expl.an.D.ti on ox· cJ.cscript:i on: Sec ti on t1·ro 

very briefly tells the reader of the product" The fEtct 

that the prod.uct is 8, book ls first brougl1t out in this 

sectl ono Also g the gene)~al cont0nts of tl1c booli;: a.re 

stated. Th:i.s section explains tb.e causes of the high 

fnilure r ate a:nd gives spec:i.fic instructions to aYoid 

problem 2.:ceas. 

The motive: This sectidn points out the futility 

of the various II get.~:-ctch-quick" schemes that attra.ct most 

new operators into the rnailL~ordcr field. The idea is 

further enforced by us:1.ng the storyr~telling technique 

concer:n.lne; a real person and to~·n1 ·with specific reference 

dates. The second para~ra.ph in Section three tells the 

reader that he need not fail because this book will solve 

the problems that cause most mail-order failures. 

The eyidence: This section is quite lengthy, 

because it must do the actual selling by making the 

reader realize tl1e importance and true value of the book. 

To do this, several informational paragraphs are needed. 

The first two para~raphs of this section are to convince 
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lt ter&i.ry c :r·edent:1.als o 1he next tuo pa:; ... ac;~c-aphs g1 ve a 

verba l description of the contents of the book and its 

Pl·,-,s .L·· c-:•J s··-0·'·.i "'t~ cQ -J •• · C , • v-'- l. ·- ..:> - "-' o 'f'(lose t'\'ro paragraphs are extremely 

i mportant bec2.use they support the cu!Jt011ier• s belief 

th@.t the book is ,·ro~cth the p:eico and cE~ll t::i.--uly bencft t 

h:imo· They also relieve the feeltnt; of doubt on the p2.rt 

of some cu..st o1;1c1·:::: uho hei:ve oI·clered other soucallcc.1 books 

for e, s:tmllg'.!." price fro1!l other me.:i.l00 order companies and 

recei vecl a t ucnty~eiGllt page miE1eo0 raphccl. 0 ste.plccl 

booklet of little valueo 

The t1·ro pa.rac;:t'2.J;hs conc0~ciu.ng De:vlcl La1·rson a.re 

important psychologically 0 for they remind the customer 

of Mr. I.9.i'!Son•s previously unp1•ofita ble situation and 

present the oppo:r.tuni ty for an ope1·ational test of the 

boolco Of course, the test results are unquestionable 

proof of the value of the book ·which 1 s re inf arced with 

the testimonial. 

The pena lty or inducement: As the name implies, 

this section attempts to prod the customer into acting 

immediately for fear of the consequences tha.t are pointed 

out firraly. 

The close: This section explains to the customer 

the simple steps necessary to place an order and uses n 
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statement of limited prod.1.wti.011 fD,cili t:i. es to accomplish 

an immediate order o The sectio:o. e,lso includes the 

me.ndato~ey money--.back guarantee .. 

Seve:c0,l advex-tlsing nt~c:i.clrs 11 or plays are used in 

this sales letter to control the reader's attention and 

leacl h1m throur;h the body of the lettero Such advertlsing 

tools were discovered by an8.lyzj_nG man;,,- dlrect-mail 

offerings distributed by hic;hly successful mail-order 

companies. It vras found that all the advertising tools 

used ln this letter were usecl, 1·!hen appropriate, by the 

11 profess:i.onals. 11 It must be pointed out that Prestige 

-Publications is follOi·Jing its adopted policy of using 

only proven successful methods in developing its adver­

tising programo 

The foll01·1ing paragraphs ·uill briefly discuss 

each of the advertising tricks used: 

The authort s picture ls fea.tured at the top of 

the first page to give the reader the feeling of carry­

ing on a personal conversation with the author. To 

strengthen this feeling, the text of the letter contains 

several questions so that the reader has to participate 

in the sales effort. Of course, the reader's answers 

are anticipated, and they further enforce the strength 

of the letter. 

_, 



Sho:,:-·t p ···.1\: . .c;:r·ai ,HJ e.r o us e::d to ru21,kc the re~der es 

task as easy a8 pos sible 0 It must be remembered that the 

sales lctt e:i..· ls fail 11 unlnv ltod. guest\> 11 and every effort 

must b e 122..dc to enonI'C th&t the ::cce.d.er exr,e:ads a minimum. 

efforto 

Punctua tion and u11dcrl1n1ng ere strong advcr~ 

tising tools, for they caus e certain words nnd phrases 

to be remembered., They are also used as a safety factor. 

Me.ny roctpi cnt s of tho letto1· uill only give it e. glance, 

just i:>ead.ins the bol(l p~ctnt a nd unclc1·11ncd pl1rases. 

1'he s 8 phr.si.c0s nu.~.:;t c a:r_·j:·y the basic ide~. of the letter 

and the p:cocl.uct., This ts anotho1" tool used to force the ...... 

rea der to study the letter in its entirety, thereby re-

movlng the lett e:i.. .. from tho c a tegory of II junk mail" uhich 

the rcc:.der mere ly throi·rn auay. The sales letter should 

be rer~exe.Binod, noting only the underlined words and 

phras es e The boo}c is provocatively represented by those 

feu words, so this tool has been used successfully. 

Color is used for alBost the snme purpose as 

underlining and punctuation, except that here par~graphs 

are ma de to sta nd out and invite the reader's attention. 

Notice th2.t the color red has been used in the study and 

is intended for the actual printed sales letter. Color 

has symbolic mea nine;H- red stresses boldness and 
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l wpo~.,t a neo; blv.c used for the border 1-r1~1 ting stresses 

calmness, naturlt~ and confidencc 0 7 

p1•int 0 empI12.slzcs the pcn~sona.J. tone of the letter by 

glvinc the reader the 1mpresslo11 of receiving a personal 

ha ndwritten not0 from the author 0 Once ageinp the neles 

lett c:i_' should b 8 c :~2.minccl 0 this t:1.me notlng only the 

borcl0r u:ri t:U.l{j o The points stl"Ew secl o.re: authe1:1.t:J.ci ty of 

the boo1r 0 the bo0l;:t s va lue in doJ.lo,1·s to the render, success, 

and f.~11 emphc:.f3:°L s to e',c t nmr. ER ch point is import0,nt to 

the overa ll cucc er::s of the sa.ler:: lotter ancl must b~ 

emphasized over en d over . 

The guo.ro .. i'1tee ls one that is commonly used but 

in this case written. in a p0r80:nal, friendly styleo 

The phra se nNo one likes to buy a 1 pig-in-a--polre' 11 is 

especia lly t rue in the mail-order fieldp the reason being 

that there is a basic distrust about sending money for 

a product that ha s not been examined$ The guarantee 

overcomes thi s feeling by tolling the customer that 

he can return the @crchandise if he is not satisfied 

and receive a complete refund of the original purchase 

pricco 

The posts cript used in this sales letter is a 

?Robert Stone, S1:!.£.~-~~SfJ1:1 Di~:ect Nail Advertisins_ 
and .Sellin~ (Englewood Cli ffs, New Jersey: Prentice-Hall, 
Inc. p l9b5f, p. 118. 

-



further attempt to personalize the letter. Its main 

purposG, thou.sh, is to act a s a final st8.tom'?nt of the 

me.in e.ppeal ~ thst beinc; the large nwnber of mail-order 

failures ancl the statement that the reader can succeed 

if he purchB.ses the book., 



IV. CHOOSING ~:HE ADVERTISING HEDIA 

In ma il order, interest is often centered on 

the ntu:;1be1· of inquiries recei vea. for each e.dv-ertisi11g 

dolla1" spent., A further~ and vl tal 0 reflnem0nt of the 

inquLcy p e:r. acivert5. stng dollEt1· 1 s the [£ross sales 

e;en.crated. per EJ.dv-cr·ti s:Lnc; d.olla1·., Therefore O our ob,. 

jective is to realize the hi~hest possible gross sales 

per adverti8ine dolla r expended., Utilizing this ratio 

will assist in evaluating the effectiveness of each ad­

ve~cti s ement. a nd es.ch publica.tion it1 1·:htch the advertise ... 

ments are printedo 

H01'T 1·rould a hlgh sales~to-advertising expense 

ratio be developed in a. mail.uorcler business? Selectivity 

is the ans1·rel"'. Since the book being sold is not a 

genc:c."al product that uould appeal to all men or all 

women or even to a l a rge specialized group such as 

sportsmen or fe.rmers 9 great care must be exercised ,·1hen 

choosing the proper publications to test the prepared 

advertisements. Potential customers must be pinpointed 

and their reading habits interpreted. To do this, the 

follow-the-successful-operator•s-lead rule will be put 

to good use ag~in. Appropriate publications can be 

examined to determlne how many and where advertisements 

27 
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similar to those in thi s study ~ro being placed. For 

particul ar section of the publ1cat1on can be determined. 

This pr oceclu.re ts u secl for t wo important re:3.sons. 

F:l.r·r; t, the aclvex-tls0ment mu.s t be placccl befo1·e a 

previously developed audienceo Success could not be 

exps ctecl if t.he advertisements ue:i.·c not placed in 

publlc£i. t1on s tha t: had alrce',dy a.tt:cc,cted the attention 

of thos 0 persons interested in mail order. Second, 

there is no fea r of compotition 0 for there is no other 

book on the market similar to this book, so all other 

mail""'orclcr E;.clve:ct.i semen.ts Hill complime:i.1t not conflict 

,·rith thos e a.chre:ctlsemerJ_ts placed by Prestige Publications. 

Classified and Display 
Advertisements 

After c~.:ccful examination of actual publication, 

it was found th9.t ten maga zines uere suitable for both 

the classified and display advertisements_ In fact, 

several of the listed publications are devoted solely 

to those per-sons 1·Jantlng to increase their income. 

Table 1 sh01as a comparison of the advertising costs 

of the ten chosen publications. 

The tNo columns showing the advertising cost 

per one thousand circulation are useful for comparing 



TABLE 1 

COI'H'/illISOJ.,J OP ADVEB.TI SING cos~rs .... c:o 

CLASSIPIED ADVER11'ISE11ENT 

--·-""-·~~----~,--·-·---···------------------­__ .._, 0-•--.....-- ------·,.._,-,.~-----~-~~----------

Publ·i cD. ti on 8 

Mochan1x Ill. 

Pop. Mech .. 

Pop .. Science 

Science & 
Me cho.nt cs 

Salcr..:men•s 
Oppor·cuni ti es 

Speclo.J.ty 
S1?slosme11~s Mag. 

Income Oppor .. D 

tunities 

Spare Time 

Money..,.Making 
Opportunities 

Progressive 
Mail Trade 

:Mail Sale 
Advertiser 

Frequency 
of Pnbl :,_ ... 
co.tlon8 

Monthly 

Monthly 

Monthly 

Monthl;y 

Monthly 

Monthly 

Bi-monthly 

Quarterly 

Monthly 

Monthly 

Monthly 

Clrcnlation8 

1,203,573 

1,368,083 

1 • 321, L1./.~l 

336,276 

235,000 

198,000 

14,0, 417 

502,000 

10,800 

17,400 

Classified. 
Rate/Word8 

$ 1.10 

1.40 

1.25 

.75 

• 60 

1.00 

.75 

2.00 

• 90 

.10 

.15 

8Bu.siness Publlcat.tons~ Rates and Data (Skokie, 
Illinois: Stand~rd-Rates and Data Service~ Inc., 1965), 
Vol. 46, nv..mber 12, sec tl on 134-. 

9Th1rty-three ,·rord count in classified advertisement. 

10Two column tnch display advertisement. 

11T111~ee column inch dif:p}.?.y advertisement. 

l __ ) 

,, 



TABLE l ~-~Continu.ed. ·--~~-~~-

---· :.'~ ~ - -,o,r«·---~· - ---~--...--i1~-----------·"'"""~ ...... ~~~-~ '"V ....... 1'f'I . _ ____ _..~--_........_....-----~ 
__...___,,.-,ui::~~ .. --~~p----~~-~..-- ... ~-----=------~--- -· ea.,_ ----.--.._ _ ____ _____ 11,'.411 

Di .-.plc,y 
Rato/ Uo:,.·d 8 

~~].2 0 60 

15.05 

9.50 

l!,., 9 5 

4.20 

J.95 

J.75 

8.50 

J.80 

.35 

• 50 

Cost of 
CJ.as si.:. 
f i cd Ji,/io 9 

1-:,6. 20 

41.25 

2L!,. 7 5 

19.80 

JJ.00 

2L~. 7 5 

66.oo 

29.70 

J.JO 

4.95 

Cost of 
Dlsplay 
Ad. 

210.70 

lJJ.00 

69.30 

117.6010 

110.6010 

105.0010 

357.0011 

159.6011 

11}. 7011 

21.0011 

JO 

Classi ­
fled Cost 
per 1000 
Circulation 

~$ • 0277 

.OJJ8 

.OJ12 

.0736 

• 08L~J 

.1667 

.1764 

.1315 

.1130 

.JOOO 

.2900 

Displa y Cost 
per 1000 

Circule.ti on 

$ • llJL~ 

.1540 

.1001 

.2062 

.5000 

.5586 

.7500 

.7111 

.6069 

1.3363 

1.2353 
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the cn."c.i 1 £:.l'll c p1.1bli ce. ti ons Lsf 01:,0 nny 2dv·orti s C;rucnts 

the (" ,;i 1 C'"' ... , .• ] 1 ,:.) ,:,... . ....., •• J .... _ bo used for purposes cf comparison. 

In J,.," ~1~1-~•f/' cc··1 r' r,- .,~ c o11,... i' .,_l, m·,~_r.•.t be poinJ,.v ""·Q"t ou>.- >l,·11!'., t: t"1,:-. .!. . ( ..... 1 ... 0 'L J c;; •• I. .L, .;. ,::> t v. - V V _.., J ..:; 

publica tion s listed in Table 1 ca n be divided into 

thre0 b2.slc g r ot~p.s.. The first gro11.p conte:.ins the 

t:mechv .. 11.i c~s mc>.GD.ztnes p" 1-rhi ch o..:ce H ech:-.:1.ni x I J.lus tra ted 0 - "---·-- - '·---

Mech2.utc so E;1.ch of thos e fou1· publicatioi'1S has e. value., - ~ -·-
able and ,;·roll~-re8 .. d clas sified section which has been 

widely used by other ma il-order operators. It first cen be 

fied cost per one thousa nd circula tion and is used least 

for ma..il,,. o:rd.er a.clvex·tising. None of the four publications 

in this group has been widely used for display adver­

tising except in the appropi·iate "Shoppers' Section." 

Using these facts a s a guideline, Prestige Publications 

will plnce only classlfied advertisements in all publi­

cations in this gx·oup, except Sci~ce and Meche..nics 

which will not be used for any type of advertising. 

The seco~d group of publications consists of the 

"salem~1en cs magazines," which e.re Sa).esmen I s O'J?p9.,;t·tuni ti es 

and Specialty Sc~J..esncnv s Ma[5.2.zine. By observation, 1 t 

ha.s been noted that the classified sections are quite 

1111 

l 
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small e.nc.1 inacl.eqv.a.te and very costly compared to the 

11 mcch2.;nlcs ma.gazineso II TheJ:•efo:re» only dlsplay a.d­

vortis ements vrill b a plaoecl tn those publications. It 

has arbi t:carl ly been dcci.decJ. that a tHo column inch 

display D.dve:rtisement 1·rlll accomplish the task in those 

tuo publ:i. ca ti or1s o 

The thl x·d group of pt1blicati ons are those maga­

zlnes 1·;rr1lch best pinpolnt the pote11tial customers. 

Those publica tions are purcha sed by current or prospective 

mail- order operators. Since each of those publications 

is gene1··s.J.ly roe.d in :t ts entirety by people who would 

be genuj_nelJr inte:cested_ in the product, Prestige Publi­

cations uill use both classified a.nd display advertisements 

in the followlng ma.gB.zines: Income 0.J2EOT.tuni ties, ~,are 

Tim~~' Hone~::M~}~_ing Opportu.p:i~~i e.§_p !'.2::2.g::ce~siv.£_ Mail Trade, 

and r,·Jall°"_sLaleJ,fhr~erptiser~ It must be pointed out that 

while the advertising cost per one thousand circulation 

in both classified and display advertisements is quite 

high compared to the other publications listed, the 

audience is very select, therefore the cost is justified. 

Also, because of the appropriate market, a three column 

inch display advertisement will be used. (See Table 2 

for estimated advertising costs.) 
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TABLE 2 

ONE 1-iONTH!i S ESTii·VVfED ADVERTISING COSTS 

Publicati on Classifl ed Displz•.y I1ailtng List Total 
-~- -•a- - ~ ,i~--'""""°·~-----v•"" ~ -..:.a.,--...... -,~ •. ------• - M --• ------------

Necho.n.1 x I1J.ust1·at ed $ 33 .. 30 

Popular Mechanics 

Popular Science 

Salcsments 
Oppo:i:tv.ni t1 es 

Spcc5.alty Sales .,. 
men's I118.gazJ. ne 

Income Oppo:c .. , 
tu.ni tl es 

Sp2.re Tiri1e 

Money- Mo.king 
Opportunities 

Progressive 
Mail Tracle 

Mail Sale 
Advertiser 

Boolcbuyers' 
Lists, Inc. 

TOTAL 

41.25 

24· .. 75 

66.oo 

29.70 

3.30 

4.95 

$117.60 

110.60 

105.00 

357.00 

159.60 

14.70 

21.00 

$70.00 

s' ,:p 33.30 

46.20 

41.25 
'\ 

117.60 

110 .. 60 

129.75 

423.00 

189.30 

18.00 

25.95 

70.00 

~~l r 201.!-. 9_5_ 
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Direct Mail Sales Letter 

The s a les lette:!.' will be sent as a follcfw up 

for the classified ad·,.rertl s0mcnt and as direct cor:re­

spond.ence uj_ th p:rospecti ve h nyers 1-;hose ne.mes will be 

acquired from appropriate mailing list brokerso 

How important is a good mailing list? Without 

a current and appropriate mailing list, the cost of 

printine; ~~nd cli st1"l. butin~ the sa,les letter will be 

completely Hastedo Several methods for building a list 

can be suggested: 

11 A corn.ptled llst._,, c.,The seller defines 
the i)rospect-;---rfien systema t:tcally 
makes a list of j_nd.ividuals Hho fit 
the pattern" 

u Cur:r~ent dtTector:l es,- .-~Publi shed di­
re~c_;torier:.i-e~:re·-go-od-sources for lists o 

Exa,mples are city· di rec tori es, tele­
phone directories p votiri..g lists, tax 
lists 11 etc. 

IIA contest ... r,The seller decides upon 
a-glveB:vray and e.clvert:tses the contest. 
Participa nts in return supply their 
names and addresses to the aclvertiser. 

"Rcnta. l or PurchD.se--One of the most 
reliabi~source~of lists is from a 
firm which specializes in this sort 
of work 0 A list can either be bought 
outright or rented from one of these 
houses at so much per n~me or so 
much per thousand names.1112 

Prestige Publications will adopt the policy of 

12Richard D. Millican, National Mal-ling List House, 
U.S. Small Business Administration Circular No. 29 
(Washington: u. s. Government Printing Offi.c.e, 1964), p. 1. 
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renting mailj. ng lists, b8cause e;r c2~t solectlv"i ty is 

require d e.ncl this ca n b e st b e a chicv cc'i. by e. specie:.list. 

One of the b e :-~t sources of m.Ei,:i_llnc; lists for ma11 ... ordc:r 

inform2.tion books :tr.:: Boeilt buye ~•.'S Lists. Inc •• of Neu Yo1"k. 

For i n sta nce , they llo.ve a·vatlable 137,000 n a mes of 

r ecen t purch~8ers of another type of mail- order 111for-

matl on b oot : ent:t tl ccl Ma:i.l c.,O:r.•cJ.eI' L ~tH' e.n.<.l Re i:;u.l?.tl 0 11.s 
- ~·- ·- ..::~"'1:;'t'- ~ • r -rt -.!J-•-"'- ~ .._,... ,,,..,.. ~ ,_..,.-__ ~ --. .. _.._,__,_ 

which sold f or $ 2 .. 00. Such a list i s avcJ.lo.ble for 

Wh.8.t a :ce the e.ttr i but e s of such a list? T'ne 

qu.e.nt:l t y of 112.mc s ts suf fl cl E:utly la:egc . 'I'hc proclu.c t 

sold was simila r to the book offered by Prestige Publi­

cati ons . The p r ice, while subs t antial, is reasonable. 

A 11 st of one thousctnd 112,mcs ca n be bought for as 11 ttle 

as five dolla rs, but the s e lling power of such a list would 

be slight. Also, this company, as do most matling...,.11st 

houses, sena.s the llst on p1"intcd gu.n:1.111ed l abels uhich 

are r eady foI· immediate use. 

The p a :eticul£~r 11st used ss an example is said 

by the selltng compa ny to b e "current," 1·rhich mea ns that 

the list was recently tested to v e rify and elimina te 

outdated na me s ~nd addresses. One of the cardinal rules 

of using mi lling lists is to u se fresh or well-maintained 

lists. It is estimated tha t ea ch y ear changes in addre ss 

\. 
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or n ~me include 22 p er cent of householders 0 23 per 

C c.11.)1.,· o¥J.'"' m~rc, .. ,.. "'1·'cc;-, '-'• I c . I:. ct , w p ancl 39 p er- cent of v.d·\rortlslng 

e x ecutives. 1 3 Sec Ta ble 2 for one month's estimated 

The cle.ssiflecl e..dvcrti seinGnts will defini tcly 

b e use d firs t sinc e the i r cos t i s lou a nd their antici-

pa ted pull:ln.g p ... 1i·Eir hlgh" 'fi1c 12 sf:'.J.cs ncn• s mD.gc..z ines" 

will not b e u sed at tho onset of the a cl_v-erti s lng campaign 

s:i.nce they E-.:ce the u e2Jces t publtce.tlons of nll those cone. 

C'~ ., • rl • .., J_ ct. e.c c ... o If the p:;:ooduct and the e.clv e :i."tioin~ p:cov es 

sv .. cce s s fulo the s e p t1.bltcc1.tton::; u ill be adcJ.ecl to those 

alrea dy being useclo The four r eme.ininc; publica tions 

will b e used since they pe~fectly pinpoint publications 

of the potentio..l ma :cl:;:et. To begin wi th 0 only display 

a.c.hrertisements 1-1ill be run in thos e publications since 

thetr class:tflecl sections s.re not as strong as those in 

the 11 me cha.nics mac;a.zinos 0 u Of course, r;iailine lists uill 

be used immeclia·cely in the a.mom1J~ indicnted. in Table 2. 

As the appeal of the product and the po1·rer of the ai.dv er­

tising proves itself, the advertising progruu uill be 

expanclcd to match the expenditures indicated in 

Te.blo 2. 

The· abiliti e s of an advertising agency i.rith an 

13Julian L. Simon, Ho1·r to Sta rt p_nd Operate a 
Na il-Order Busine ss (New York: l·lcGraw-Hill Book Company, 
19D51 :~ 15: 13--z;--
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experienced ~ail-oTdcr department could be used to 

assist in choosing the proper publications in which 

to advertise. Alsor they could perforfil any art work 

needed for the display advertiseraent. 



V. HHEN TO ADVERTISE 

The timing of the public offering can have a 

definite effect on the degree of success of a mail-

order ca1npa l3no In fe.ct, "The seasonal influence is 

so important that several large mailers in the mail-

order field have conducted. seasonal tests for a number 

of years. The same offer, identical in copy, is mailed 

each month so tha t results can be recorded by the montho 

Reproduced. beloN is a graph 1·rhich represents the composite 

experience of a number· of magazine and book publishers: 11 15 

130 

120 

110 

100 

90 - ·"- . 
~ 

80 -

I ... 
J F M A M J J A s 0 N 

Fig. 4.--Seasonal Influence in Mail-Order 

150. E • .McIntyre. "Seasonal Influence in Mail 
Order'' (Direct Mail Advcrtjsin~ Association. Inc.), 
manual file 2102(1 

J8 
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Flgo 4 gra phiea J.ly lJ.lus tra t c ::: t-rhen e.n inclt-

Of l(' c ·r··L ,. · P.· 
- • . /.! . ...:> C> Fha t scc.sono..l l n flu.cnce mic;ht cliscourage 

mail--,or der pureha s:i.. ng? To bcgln with 0 December, 1·rhich 

is coillillonly thought to be very profltable 0 is only 

a mediocre month. This ls the case for t,,ro reasons. 

One p })eoplc usu8.lly spend thej_:c money on Chrl stme..s 

gifts ., Ti:·ro O people are e;enera lJ.y afra id. to order 

Christmo.s glfts through the m.D.il in De cember for fear 

of the gifts not arriving before Christma s. 

January a n.cl Februax·y arc profita ble mall.,.order 

months , a gain for two rea sons. First, many people re­

ceiv e cash for Christwas e;ifts or as a Christmas bonus. 

This will tend to boost J a nuar y s a les. Second, January 

and February are tvro of the so--called 1tread.ing1t months 

when p eople tend to do more me.(£e.z:1.ne readin~ due to 

the winter Heathero T'nis, of course, subjects them 

to more ma il-or d er advertising and r esults in grea ter 

sales during those t1·10 months. 

During the months of Ha rch, April, Ha.y and. June, 

mail-order s a les are relatively low due to the pressures 

of federal inco:o.e taxes and the coming of spl"·ing . Durln~ 

the spring .months, people tend to occupy themselves 
.. 

with outside actj_vlties; therefore they are ezposcd to 
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less ~a il-order advertising in magazines they still 

receive by direct m&d.llngs .. 

In July and Av.e;u.st O people ac;ain settle do1·1n 

to mo~e moderate activities due to the hot weather. 

September, October and. November.- are average 

months tthen mail- order sales are relatively profitable 

ancl predtcta bleo 

Valu8.ble info:cnw.tion such as that p:-r."esented in 

Fig., l~ can be put to good use vrhen planning the ad­

vertising budc et. Prestige Publica tions can increase 

their adv erttsing ln the more profita ble months ancl 

decrea se or cl:'unina te adv ert:lsing in the less profit­

able months. The sta tistics presented in Fig., 4 will 

be valid for Prestige Publice.tions beca use the graph 

represeilts the composite experience of similar busi­

nessesp 1. e~, magazine and book publishers. 

Such statistics will aid in budgeting all types 

of aclvertisinr;, but a further refi'nement is needed for 

determining 1·rhen to mail the sales letter. Not only the 

month but the ·weelc of the month can have an effect on 

the success of the s a les . letter. What about the week of 

the month? The first fe1·r days and the l e.st few days of 

the month are avoided by many advertis ers, leaving the 

tenth to the twenty-fifth as the preferred period. 16 

16c. A. Kt r kpatrick, 
cation in Ha rketlnn; (Boston: ~_,,.;,;;...;....;~~~------"'-
1964), ~.. 323 . 

!~uver tl :-- .i.ng : Ha ss Cor:i, ,1-ti:d-­
Houghtoi1'iliffl i.n Compa""ey, 
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Infonnation concerning the desirable days of 

the month in ~iliich to advertise does not apply to the 

classifled or the display advertisements, because their 

presentatj_ on to the pu.bltc is dependent upon the publi­

cation date of the ma,gc1.zine :1.n which the aclvertisement 

is placecL 

Ever)rthing ccm.siclc:cedp Prestige Publications 

will speno. most of its aclvertis~Lng dollars du.ring the 

period of July through February, with special emphasis 

on the 11 read:i.ng11 or 1vinter months of November, December, 

January ancl Fe brustry. 



VI o sur-INARY AND RI!;COi·HIEND! TIONS 

M&1.ny p:-i..·ob1ems exist ln the mailc,orcler field 

todeyc One of the most difficult problems centers 

aroun.d the fact that any tndi v-idual can enter the field 

l'ii th vcTy little capital and almost no kno1-!J.eclge. 

Another problem d eals 1·ri th th·e various devices the 

profossion:3.l lilS.il .,,. order opere.tors use ·which 11 milk11 the 

beginners of their capita l with well~worded, get-rich­

quick schemes. The last majo:t' probl0.m area is that the 

beginner too often attempts to begin his business selling 

another comp8.ny 1 s product 1·:hile not ree.11.z:i.n~ a sufficient 

ma rkup from his cost .. To c ombat these problems, a book 

is being ttritten entitled The Truth About Ma il-Order --.-r......-->·~-- __ .....,.._,. ...,._~ 

Fallu1·es. The purpose of this study is to create a 
-.._:J'I.~~-

strong advertising program to promote this book. The 

complete advertising prograu1 will include the thl.·ee types 

of mail-order advertising: classified advertisements, 

display advertisements, and direct-mail sales letters. 

Before the advertisements or the sales letter 

could be composed, the potential market had to be 

analyzed as to size and characteristics. When an·3.lyzing 

the size of the potential marlcet, support was being 

SOU8ht to justify adequate profit potential before any 

42 
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-:>:re rnone~,; or tin:e ,·ras J.111 -·,.;, 

~o,te_1·l·-ial n a rke;t was f C·uncl to be substantle.l. 

The characterj_stics of the potential market were 

~'.unalyzecl so thEtt the aclvcrtj_sing prog:cam eould be slanted 

t.ouards se.ti sf:y-in.r; the needs of potential customers. The 

hclefar;; stressocJ. in all the adve:etisements and the sales 

letter are increased incomep independence, and security 

throue;h success. 

When ~ITitinB the classified advertisement, the 

total ·uord c;ount 1-Ya s lcept to a minimum l·rhtlc maintaining 

the pulline; po°\·:re:r of the advertisement. The decision \·ras 

made to request inquiries from the classified advertisement 

rather tha n attempt to complete the sale since the purchase 

price of the boolc is greate:e than $1" 50. The classified 

ad.ve:cttsemcnt was keyed by adding a letter to the post 

office box number so that the results of the advertisement 

ancl the publication in 11hich the advertisement is run 

can be compared uith other classified adyertisements. 

In the display advertisement, an attempt to 

complete the sale directly from the advertisement ·we.s 

made since the offer can be presented in its entirety. 

Since the display advertisement cost is determined by 

the space used and not the ·word count, the advertise-

ment can be complete. It is important to point out that 



the di splfay advert:Ls cment 1·1111 be p:ccsentccl consider­

ably different th2 .. n it in in this p.:.:,,per. When it is 

ready for public~tionp it will contain a picture of 

the book~ The plcturep coupled idth the layout of the 

advertisement and the different sized type used to 

empha size certain points, will greatly increase the 

overall effect and power of the advertiser.1ent. 

Tho direct=mail sales letter as presented in 

this study is intended to represent as closely as possible 

the ectual letter that will be distributed to customers. 

This J.etter will be sent directly to names obtained 

from mailing lists brokers and to persons answering 

the classified advertisement~ It is felt that the sales 

letter 1·1111 be the strongest fo:rm of advertising, because 

it allows the co:nplete sales effort to be presented. 

Various advertis:tng rules and tricks are incorporated 

into the sales letter so that every possible tool is 

being used to close the sale without any customer 

hesitation. 

Choosing the proper advertising media. was a 

matter of research. Appropriate publications were 

examined to determine the quantity and frequency of 

advertisements for similar products. The advertisements 

in this study must be placed in publications that potential 



custo:u.1crs cormonJ.:y· exam:lne fo1"' inforr.-1.ation on mall­

order businesoes. Certain publications were chosen 

to be used solely for tho classified advertisement, 

while others lrill be us e d for only the display adver­

tisement or in s ome cases, both the cla ssified and 

diDpla y advertisements. 

The s a les lettoi· is the ruost effi cl ent mcf.,.ns 

to rea ch only a very select marl\'.ct 9 fo:c llsts are avail.,, 

able conta:i.n:i.ng na mes of pe:r.son.s 1-Jho ha ve a lready 

purchased related productso Selectivity in advertising 

is the key to a sv.ce;esoful aclv-e:rtisin~ campaign if the 

produc t is not one that would appeal to the general 

public" 

The total advertlslne; bud~et uill be compara­

tively small at ftrst since only cle .. ssi fi ed advertise­

ments and the sa les letter ,·r111 be uscdo As the appeal 

of the product and the power of the a dvertisements 

proves itsclf 0 the advertising budget wlll be expanded 

to includ0 all of the publications listecl in Table 2. 

When to advertise is en inpo1'tant point because 

various seasons and even some months have been proven 

to be more profitable than others in the publishing field. 

Figo 4 clearly indicates uhich months are above average, 

average, or beloH average in the number of responses 

received. 



Many sound recommendations can be taken from 

this study. First, pioneering can be costly to a 

beglnner, therefore all adverti se;.uents 1·;ill be placed 

in already accepted sources for information on mail order. 

Second.pall advertisements uill be prepared using proven 

adverti s ing methods and tools. Third, the advertising 
I 

program ·will begl n '\·Ll. th only classified &1.dverti sements 

and the sales letteJ.:. All advertisements will be 

thorou[shly tested, re1·ITi tten if necessary, ancJ. tested 

again before the advertising progra m gets into full 

swlngo Fou1"thp constant research will be conducted 

to uncove:r· ne1·r and better publications in i·rhich to 

advertise and new sources for better mailing lists. 

Fifth, constant market analysls ,,rill have to be con­

ducted so that future advertisements will satisfy any 

change in customer desires. Sixth, a mail-order 

business can be profitable if the get-rich-quick 

theme is disregarded in favor of a logj_ cal, con-

s erva ti ve approach. 



Jj .L .t>J., .1 u u H..' u~ 11.t 
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