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ABSTRACT

The main problcms in developing e mall-order adver-
tising progrem arc analyzing consumer behavior, composing

lete

1LS18g

effective advert copy, and chioosing the eppropr

In writing thls independent study, rany leading nell-
ordcr advertising boolks and appropriate government publi=-
cations were used as reference materiﬂl Also, nany.

successful neill-crder advertliscnents end dlrect mall
offerings wvere examined to delermine procedure presently
being used in the mail-crder ficld,

Proven successful procedures and advertisling tools
were used to ccupese three strong mall-order advertisements;
A claseiflied advertisement, & display advertisement, and a
direct mail sales letter,

It was determined by analysis exactly which magezlines
would be used for the classified and display advertlsenments
and what type malling lists would be uvsed for the sales
letter,

When developing a new mall-ocrder advertising progran,
only proven procedures should be used, Careful analysis of
advertising technlques and advertlising media will assure

the greatest opportunity for success, The following direct

vi




-

mall advertising metiiods will be used teo promote the
preduct presceuted in this independent study: The classi-
filed and dlsplay advertisements will be placed in
appropriate magazlines; and the direct mail sales letter

. Y

wlll be sent to a select nairket,

vii




I. INTRODUCTION

Several yealrs ago, the general public became
intecrested in the financial opportunities in oper-
eting a mall-order business, Nost people accepted
the "get-rich-quick" claims used as a basis for most
advertisenents desligned to entlce newcomers into the
field, All beginners should better inform themselves
28 to the actuval difficulties, profit potential, and -
causcs of falilures in malil-crder businesses, A
wealth of Iinformation is available in local libraries,
professional organizations, government publications,
reputaeble publishers, such 28 Prentice-Hall and lMcGraw .
Hill, and from the many mall-order publishers that
sell instructlonal books, folios and manuals,

A few of the rudiments of mail-order operations
that each beginner should know are as follows:1

1, Mail order is one of the casiest

businesses to enter; little capital
or knowledge is necded,

2, Mall order has one of the highest

mortality rates of any business
endeavor,

- = -

lRobert E., Hildreth, Profits in Meil Order

(Schenectady, N, Y.: R, Hildreth and Sons, 1962),
p‘ lL'"o




3. The twoeto~one markup offered
by most drop--chippers is ine-
sufficient to conduct a profit-
able mail-order business,

l., The article or service being
sold must not be genevelly
available to potential customers
through local stores, If the
product is avalilable thirough
local stores, the mail-order
price wmust be considerably lower
than any local price,

5. Mail-order beginners are belng
taken advantage of by the “pro-
fessionals" luring beginners
Into the varlious catalog and
drop-ship plans of operation,

6. The greatest chance for success
goes to those who have ccaplete
control over the artlicle to be
sold.
The purpose of this study is to create a strong

advertising program promoting o book entitled The Truth

About Mall-Order Fallures., Such a book 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,.




IT. ANALYSIS OF POTENTIAL MARKET

Slze

The size of the potentisal market is literally
in the tens of thousands as is evidenced by the
mailing lists evalleble from Bookbuyers Lists, Inc.., 5
of New York, List No., 328 has over 137,000 names of
people who have roequested mall-order information in
the past, This list has been developed from only one
companyts advertising proegram to sell one mail-order
bock., Therec arc many other companics that have avail-
able appropriate maliling lists which they are only
too happy to rent, as this is a valuable source of
additlonal income, Also, each year there are thousands
of people becoring interested in mail order for the
first time, It is evident, therefore, that the number
of potential customers is quite large and will be in-

creasing by the thousands each year,

Characteristics
What type of person would be interested in
mail-order opportunlities, and what are thelr desires?
These questions nust be answered before writing be-

gins on the actval advertisements, for the advertise-

ments will have pulling power only if they are tallored
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to appeal to the potentlal buyers., A prospective
mall-order operator deslrecs edditional income, He
will want to reap the dollar benefits of his efforts
rather than be a salaried employee, Along with this
feellng of entreprencurship, he will want the satis-
faction of being successful through hlis omm efforts,
Briefly, hls reasons for cuntering the mell-order
field are money, independence, and security through
success,

These desires are quite common, but the be-
ginner does not realize the difficulties to be en-
countered in the field of mail order, Remember,
mall order has one of the highest mortality rates
of any business endeavor, This study will result
in an advertising program that will make each
prospective customer realize that mall order is a
difficult business, but tremendous profit potential
does exist and those profits can be his if he takes
a realistic approach when begimming his business,
Care must be taken not to completely discourage a

prospective customer by writing overly pessimistic

advertisements,
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CREATING EFFECTIVE MATIL--ORDER ADVERTISING

Description of Book to be Sold

Title: The Truth About Mall-Order Failures
Chapter Headings:
Section I
Why 95% of llail-Order Businesses Fail
The Truth About "Junk Mall®

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

The Truth About Mall-Order "“Package
Plans"

The Truth About Drop-Shipment Plans
Section IT

Why 5% of Mail-Order Businesses Succeed

The Best Product for Mall-Order Beglinners

How to Use an Advertising Agency

How to Learn from Other Mall-Order
Buslinesses

How to Keep Mail-Order Records

How to Avold the Seven Basic Mall-Ordexr
Mistakes

Specifications: 73% x 10%; 148 pages,
11 chapters, firmly
bound for lasting use;
English-finish paper




Classificd Advertiscments

The classified advertiscment will probably
be the least expensive of the three types of pro-
motlonal presentacions, but the profit potential of

b
)

led advertisements is {remendous Lf the product

Lo

K]
)

clas

0

being sold 1s normally sought by readers of classified
sections, Unusual innovations will not be attempted

when writing this advertisenent, Ploneering is ad-
mirable but often unprofitable, end Prestige Publicetion's
goal is to develop a profitable nmall-order advertlising
progrem, The classificed advertiscnent to be tested is

shovm beloiwr:

#MAIL ORDER! (Overcome 95%
Failure Ratet) New, Factual,
No-Holds-Barred book reveals
Startling Truth about lMail-
Order Fallures, Contalns
Specific Instructions for Your
Success, Detells Free, Publi-
cations, Box 1000-A, Minot,

N. Dak, 58701.%

Fig, 1l,~~Classified Advertisement

Before viriting a clessified advertisement, a
certain amount of research is needed, All similar
advertisements by successful competitors should be

studied to determine the technigque used and to discover
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tisement,

1

Since claessified advertising 1s paild for by
the word, one must be very concise in writing such
en advertisement, All woxrds used must be needed for
developing definite clarity of the proposition being
offered,

There 1s seeningly excess punctuatiocn and
capltelization used in this advertisement, This
policy 1s used to make the advertisement stand out
from those surrounding it, If the readert!s attention
is not directed towards this advertisement, there will
be no opportunity for a sale,

The first two words of this advertisement
serve as the maln attention-getter, as they will attract
interested persons to the body of the advertisement,
It must be remembered that potential customers actively
read classifled edvertisenents and nothing can be said
in a classified advertisement that wilill attract readers
who are not already looking through the classified section,
Those who do rcad the classified section are almost a
captive audience, and showvmanship tricks are not needed
to attract them to the advertlisement, The lead words

NMATL ORDERY" will identify this advertisement to all
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fied

=

those wiho are skimming the part class
section that contains the advertisement.

Now that the readers?! attention has been captured,
the advertiscment must immediately inform them of the
yurpose of the product being =0ld, Hence, the second
sentcnce: "(Overcome 95% Failuie Ratel)®

Once the reader understands the purpose of the
advertisement, he must then be given s complete a
description of the product as 1s possible in & classiflied
edvertisemnent, The following sentcnce is the description
of the product: "New, FPactual, No-Holds-Barrcd book
reveals Stertling Truth about Mall-Order Failures, This
particular section of a classified advertisement is ex-
tremely important, for Lf the prospective customer 1is
left with only a vague understending of the product, the
money and time invested thus far will be completely
wasted, for no order will be forthcoming.,

The reader will now be-thinking to himself,
"This 1s an interesting offer, but how will thlis particu-
lar book benefit me?" The classified advertisement
must answer this question without delay or the sale
will be lost. Following is the portion of the adver-

tisement written to satisfy that requlirement: "Contains

Specific Instructions for Your Success,"




The phraese "Detalls Free" indicates that come-

plete information about the boock 1s available from the
listed address, Note: No price wes mentloned nor 1s
there any attempt made to coumplete the sale with the
clasgified advertiscment, It is the feeling of many
successful mall-order operators that if the sellling
price of the product is more than $1.50, greater profits
will result from sending a follow-up sales lebtter to.
conplete the sale, rather then trying to complete the

2 The reason

sale from the clacssified advertisement,
is thet a cocmplete sales effort cannot be accomplished
in a classified advertiscecment wlthout exorbitant costs.
The last portlion of this classified advertise-
ment is the eddress, The neme of the company is Prestige
Publicaticns, but in the advertisement refeirence to the
conpany is merely "Publicatlions" which is all that 1is
necessary, thus saving one word, Following the post
office box number 1s a letter which is used to ldentify
the particulor advertisement from others, Another ad-
vertisement would use a different letter., This type of

key" is well suited to classifled advertisements, because

there is no additional charge in most publications,

2y. D. Angerman, How to Write A Classified Ad
That Pulls (Chicago: Scilence and Mechanics Publishing
Company, 1958), D, 21.
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Such a procedure 1g used to "key! all adver-
tisements fcor purposes of comparison, To determine the
most prefltable combination of advertlisement, publi-
cation, and classificd sections wlthin the publication,
the gross income must be identiflied as to exactly which
advertisenent produvced it. Also, the results of the
classlified advertlscnent must be compared with the -
results obtalined from display advertlisements and sales
letters used on a specific mailing list, Displayed ad-
vertlsenents and sales letters will be “keyed" with a
department designation, such as Dept., M.

Following is a summary list of the sections of
the classified advertisement:

1. Attentlon phrease

2. Purpose of the product

3. Description of the product

L, Product's benefit to reader

5. Vhere to obtain further information

6., Encoded "key"

Display Advertiscment
Display advertisements are paid for by the column
inch, which 1s equivalent to fourteen printed lines per
inch, This being the case, greater freedom 1s experienced

wvhen creating such an advertisement, Illustrations and
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advertisenent layout are valuable tools to be used in

developing a strong display advertisement, Such factors

¢

as typography, layout, end art work will not be con-
sidered in this study, as any one of them would be a
sultaeble toplc for a separate Independent Research
project, Admittedly, once the advertisements are com-
pleted and the proper publications are selected, the
areas mentioned will have to be consldered before the
display advertiscment and sales letter are ready for
presentation,

The display advertisement wnich will be tested

is showmn on the following page,




IMATL, ORDER FAILURES!

Do you Pnow wng 95% of _all Mall-Order Busl-

P e T )

nesses fail? If your enswer Ls NO, you

must hﬁmc your own copy of the Ho»uc t Selling
Mail-Order book available teday, New 148
page, 73" x 10" book containing 11 infor-
mation packed chapters such as:

Vhy 95% of Mzil-Order Businesscs Fail

The Truth Aboul D"opuShipmont Plans

The Truth About Mail.Order Package Plans

The Truth About "Junk Mail"n

Why 5% of li2il-Order Businesses Succeed

How to Avoid the Seven Basic Mall Order
Mistakes

This New, Powerfully VWritten, No-Holds-Barred

PR etuaniiac S

bock Reveals the %L_:L_l, ing TRUTH about Hall-
Order Failures and contains Specific Instructions
for your success, A HMust book for Your Hail-
Order library. Your complete Satisfaction is
Guaranteed or lloney Refunded, Act Now! Send
$2.98., Dealer inquiries welcomed, Prestige
Publications, 1048 Lincoln Dr,, Dept. L,

Minot, N. Dak, 58701.

Fig, 2.~-Display Advertisement
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The display adverticement contains basically
the same information as the classified advertisement,
but thevre are two major differences, The display ad-
vertisement is much more elaborate and contains more
informetion about the book, This is necessary because
of the second difference: the display advertisenent
attenpts to make the sale without any follow-up sales
mnaterial,

Selling directly from the dlsplay advertisement
1s possible because a2 complete description of the book
and its benefits can be included in the advertisement
along with a small picture of the book, Several chapters
of the book with the strongest sales appeal can be shown
in the display advertiscment.

Since the sale is being made directly from the
advertisement, the customer must be given assurance that
if he is not satisfied with the product, he may request
a refund, The satisfaction guarantee is a must state-
ment in all mail-order advertisements and has proven to
substantially increase sales over offerings without a

3

guarantee,

The phrase "Act Now" is the final stimulant

intended to convince the buyer to complete the sale

3Robert Stone, Successful Direct Mall Advertising
and_Selling (Englewood Clirffs, New Jersey: Prentice-Hall,
Inc., 1965), p. 20.
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without delay. Customer hesitation results in the loss
of many salcs,

Two smealler changes are incorporated into this
advertisement., The first is the method used to '"key"
the advertisement; a separate department number will be
used, Such a policy will be adopted because there is
less concern over the nuaber of woirds used in the dlsplay
advertisencnt., Also, it will separate the display ad-
vertisement from the classified advertisements as a
group and enable the results of various display adver-
tisements to be compared.

The phrase "Dealer inquiries welcomed" 1is included
in the display advertisement, With this phrase, an
attempt is being made to solicit additional distributors
of the book., Other mall-order operators selling associ-
ated informational material and instructional books on
mall order wlill be happy to include this offering as a
follow-up sale of their own product, Often greater
profit is realized on secondary sales than on original
sales, because almost no advertising costs are incurred.
The secondary offer 1s included as a "stuffer" in
the package which dellivers the original advertised
sale, Such a policy of allowing others to sell this

book will prove profitable to Prestige Publications
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because newr distributors would mzke purchases in whole-
sele lots of one hundred cr more, There would be no
edvertising costs to Prestige Publications, although
clrculars similar in content to the sales letter would
have to be printed, but those would be sold at cost to
new distributors to serve as thelr “stuffera, "

The display advertisement contains a street
address rather than the post office box number in the
clascsified advertisement, Why is the change necessary?

IT the sale is belng made directly from the advertisement,

it has been proven that a street address instead of an
impersonzl box number wlll increase grcss revenue,

Using a post office box number is acceptable in the classified
edvertisemnent because the sale is not being made from

the advertisement., Using the box number in the classified
advertisement will result in further cost reduction by
eliminating one word from the total word count, This

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

classifled advertisemnent is run in ten publications

each month for a year, the savings will be considerable,

Direct Mail Sales Letterxr
The sales letter will in all probability be more

profitable than the two previously mentioned methods of

uRobert E., Hildreth, Profits in Mail Oxder
(Schenectady, N, ¥Y.: R, Hildreth and Sons, 1962), p. 13.




16

advertising. To determine the validlty of this
assumption, one merely nceds to observe the practlices
of other successful mall-orvder operators that are
selling similer produects., Mest successful operators
focus their efforts on selling with a direct mail sales
letter, since this is the strouogest method of mall-
ordct distribution.5 Prestige Publications will use
the sales letter as its main selling tool, as this
method has proven itsell To be the most profitable over
many years of testing by many successful mall-order
operators, After Prestige Publications is firmly
established in the field end has developed its oun
malling list, experimentation wlth various advertising
tricks can begin on e limlted basis,

Two different uses will be made of the sales
letter. It wlll be sent as a fbllow up to the classified
_advertisement and as a separate and original malling
directly to names obtelined from mailling 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 mall keying 1s easier than periodical

keying, because the customer does not need to write

SLetter from Michael Fingerhut of Fingerhut
Products Company: St, Cloud, Minnesota, July 21, 1966,



dovn the key uvhich will be printed or stampcd on eilther

the return envelope or coupon that the customer sends
backe=a different key for each llst tested,

In final form, the sales letter will consist of
two pages with printing on only onc side., Printing one

rage on both sldes was conslidercd but found to be ime

th
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printing requlrements that wlll be
discussed hereinafter, The representation of the sales
letter as presented in this study is intended to be &s
close as possible to the actual printed sales letter that
would be distributed to potential cuvsitomers, Therefore,
it is on two individual pages. (See Fig. 3.)

Before writing a sales letter, the general theme
oy approach must be determined, For the sales letter in
this study, a personal theme was adopted--it would appear
to the customer that he has recelved a personal letter
directly from the author of the book, To further
strengthen the strived for feellng of camaraderie,
the authorts pilcture will be placed on the first page.
This will give the customer the feeling that the author
1s speaking directly to him,

Now that the general theme has been decided,
compositioﬁ of the sales letter can begin., Of course,

since the sales letter will be written in six sections,




ATTENTICN: ALL HMAIL-ORDER ENTHUSIASTS
oes i s e, ———————e Do you know why 9_?55’5“"__(.;;:‘” nail-order
bl”_ll“ rwtwé\v.: i.c-’.l«]:'l
Do yo ow how the "“professional
moil ¢ operateors teke advantage
of be ers?
(euthorts phioto) :
If you hed to answer NO to either
¥
questicn, your nmalleorder business
111l probably be £I01LE the 9Jﬂ Lhzo
fall ) this dis :
XeX3s] bx" . 19
you as Iﬁ{b alrn“' 3
s dsamassed Se— uciJmcLoc* mvﬂ,

i T My new book, The Truth About Meil.-Order
, the only bock availa ble today wnich reveals

Failur

SR -‘n

“the start

is
ling

“”

truth bechind the overwhelming 95% failure rate in mail-
order bu01ncdses, And most important, my book contains
(]gﬁy concise \ ""nq_to avold the prwaL]s _that

nal Leorder

ost_all new maill-order operators.,

(07 trap almost.

I'm sure you have read some of the current mail-order
ads in leading publications making such proposals as VI

nade $520,000 in six months in mail order, Let me help you

do the same.," Or the ads developed along the theory that
tyou can start your oun mailecrder business with only $15."
If you are templted by this type of advertising, you may
find yourself in the position of David Lawson, of Peo: ‘ia
I1linois, who sta °'L'ro his mail-order business in May, 19611.
By March, 196) he hoed lost almost helf of his oviglnal
investment, AcLV'WL* Dovid hed done bovoer Ghen most
beginners, Host Uculd probably be broke by then,

I will not let you put yourself in David Lawson's
predicament, Nail-order is profitable for many and

can be profitable for you if you have the facts., I WANT
YOU TO SUCCEED, But you must be aware of the true po-
tential in mail order and how the "professional mail-
o“dcr men often "milk" the begliner of his investment,

MY OBJECTIVE IS TO HJLP YOU SUCCEED BY TELLING YOU THE
T)Uﬁ}_{___é_egmu_g‘_u;ﬁg{ ORDER FAILURIES,

Authorts Credentials:

Successful rall-order business fer the
past 6 years
1 , ?-/
) /"y Bachelor's Degree - Buslness Adrinistration
= Mastert!s Dezgres - Management
{ -
« WY A
/Y book, The Truth About Mail-Oxrder Feilures, is
e ‘he most pov011LJJy written, factosl books avall-
: “oday in the field of mail order, This book wa

more than

afTter
s 3

anly
vy

twe yvaears

of Iintensi

e
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hen I heard of David Lawson's situation, I wrote
him a letter and LnﬂTQHﬁo a free copy of mny bock, The
Truth About Heil-Order Failures, I suggested leﬂbh}af
give my ildeas hzi C‘ vwagu-' svond instructl
stiffest test possible, that being to turn chL
business into a pr of,'.-. table operation,

Here 1s what Devid Lawvson says today:

.. 1 "Your book has literally puaped new life
WY ' into my business., If I had your book
Ly g /wnen I first sterted my business, I would

" not have made the foolish and costly nmis-
{» takes that I did. I recommcecnd that everyone
77y lnterested in this fascinating field of
*;,H;- mnall order take advantage of the ideas
i p i presented in your book, for I can honestly
G say that each chapler in your book has

meant money in ny pocket."

IT you vant to Jjoin the “get-rich-qulick?" group of
nail-order cbv-ouQLU (vho usually fail), plcase dontt
oxrder ny bock, i t only to those

hn are tr A \ %1

e

TQ{QTLL”-M”WUWHV,JJ:-_ i 3ou Wiont to be
included in the . : ordexr Op‘xatO;u who
succeed, send TODAY for the ho’“est selling iLl-order
book, The Trut y all-Crder Fallures, RT‘I‘TF IBER,

DEL f\Y Coui. “”c‘,om YOUR _BUSITNESS.

—

So rany people ere buying ry boek that I find myself
hard pre uucu io nateh production with demend for this
fantastic book, So DON®T DELAY., SEND YOUR ORDER NOW}
Send $2.98 toomy in the enclozed staunpsd envelope and
I wil), BUSH your book to you within Zk hours after
recelpt of your. oxder,

. Jf}The Truth About Mail-Order Fallures has proven
N  to be so beneficial to those who so wisely

I * purchased it in the past that I have no hesi-

QJ tation in telling you that after you have

;? 5 examined my book, You Are Free To Return It

W5 kﬁri Within 10 Days--if you can part “with ituu&nd
mhﬁ“@\' Your Money Will Be Refunded Immediately. “Under
"

these conditions, since you risk nothing, isntt
it just good business to send your order Now?

Sincorely yours,

ﬂ Lo (7 / ,

Don J. Page

e




20

each sectlon will flou smoothly to the next section
end the rceder will only be aware of the letter as a

whole,

6

The six secticons are as follows:

"lL. The opening--~uvhich gains the
readcrls attention by tying in with
his thoughts and emotions concerning
himself, thus exciting his curiosity
and tempting him to read further,

nz. ”honcﬂ 391H£:H§w9r descrlptione-e-
which pictures for the recader the
mein features of your product or

service.

i ”ngpgqucn-vhich creates in the
reader the want for what you are
selling by deccribing what your
product oxr service will do for him;
how it wlll contribute to his pleasure,

comfort, security, or gain,

"L, The evidence--which establishes
in the readeris mind conviction as
to the truth of your statements and

the value of your product to him,

"5 The penalty or inducement-.

which gets the reader to act at

once,

"6, The close~-which tells the reader

exaculy what to do, how to do it, and

makes action easy."
How are the objectives of each of the six sections satis-
fied? The opening: This section must be the strongest.

Each potential customer has basically one goal--profit,

68. M., Browm and L. Doris (eds.), Business
Executives Handbook (4th ed.; Englewood CLliffs, New
Jersey: Prentice-Hall, Inc., 1965), p. 60.
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By staerting the letter wlth a question referring to the
overimelning Tailure rate in mall-~order buslinesses, the
rezaderts attention and interest will be captured imnedi-
ately because fallure is his greatest fear, and avolding
failure i1s one of his prime concerns,
The explanation or description: Section two

very brliefly tells the reader of the product, The fact
that the produect is a book is first brought out in this

section, Also, the general contents of the book are

stated, Thlis section explains the causes of the high
fellure rate and glves speclfic instructions to avold
problem areas,

The motive: This sectidon polnts out the futility
of the wvarious "get-rich-quick" schenes that attract most
new operators into the mall-order field, The 1dea 1s
further enforced by using the story-telling technique
concerning a real person and townm with specilflc reference
dates, The second paragraph in Section three tells the
reader that he need not fall because this book will solve
the problems that cause most mall-order fallures,

The evidence: This section i1s quite lengthy,
because it must do the actuval selling by making the
reader realize the importance and true value of the book,
To do this, several informational paragraphs are needed,

The first two paragraphs of this section are to convince
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the reader of the authorts malil-order background and
literery credentials The next two paregirapns glve a

verbal description of the contents of the book and its

[¥2)

'

e}
——
=

1
~
]
o
Q
P
e
W
<y
0
‘-k
(-h

cs, Those two paragraphs are extremely
important because they support the customerts belief
that the beok is worth the price and cean truly benefit
him,” They also relieve the fceling of doubt on the par

of some customers who have ordered other so-called books
for a similer price from other meil-order companles end
recelved a twenty-eclilgnt page minecgraphed, stapled
booklet of little value,

The two paragrapns concerning David Lawson are
important psychologically, for they remnind the customer
of Mr, Lawson'!s previously vunprofitable situation and
present the oppertunity for an operational test of the
book, Of course, the test results are unquestionable
proof of the value of the book which 1s reinforced with
the testimonial,

The penzalty or inducement: As the name implies,
this sectlion attemnpts to prod the customer into acting
immediately for fear of the consequences that are pointed
out firmly,

The close: This section explains to the customer

the simple steps necessary to place an order and uses a
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stetement of limited productlion faclilities to accomplish
an immediate order., The section also includes the
mandatory money-back guarantee,

Seversl advertlsing "tricks" or plays are used in
this sales letter to control the reader'!s attention and
lead him through the body of the letter. Such advertising
tools were discovered by analyzing meny direct-mall
offerings distributed by highly successful mall-order
companies, It was found that all the advertising tools
used. in this letter were used, when appropriaste, by the
"professionals," It must be pointed out that Prestige
Publications 1s following its adopted policy of using
only proven successful methods in developing its adver-
tising progran, |

The following paragraphs will briefly discuss
each of the advertlsing tricks used:

The authorts picture is featured at the top of
the first page to give the reader the feeling of carry-
ing on a personal conversation wlth 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.
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Short paragrapns ere uscd to make the readerts
task as ezsy as posslible, It nust be remembered that the
sales letter 1s an "uninvited guest," and every effort
must be rade to ensure that the rcader expends a ninimum
effort,

Punctuation and underlining are strong adver-
tising tools, for they cause certain words and phrascs
to be remembered, They are also used as a safety factor.

F)

Many recipilents of the letter will only glve it a giance,
Just reading the bold print and underlined phrasecs,
These phreses nust carry the basic idea of the letter
and the product., This is another tool used to force the ~
reader to study the letter in its entlirety, thereby re-
moving the letter from the category of "junk mail" which
the rcader merely throws away. The sales letter should
be re~exanined, noting only the underlined words and
phrases, The book is provocatively represented by thosé
few words, so this tool has been used successfully.
Color is used for elmost the same purpose as
underlining and punctuation, except that here paragraphs
are made to stand out and invite the readerts attention,
Notice that the color red has been used in the study and

is 1ntended for the actual printed sales letter. Color

has symbolic meaning--red stresses boldness and
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Importance; blue uvsed for the border writing stresses
calmness, naturlity and confidencc,7

The border wiriting, done in script rather than
print, emphasizcs the personal tone of the letter by
gilving the recader the inpression of recelving a personal
handwrlitten note from the cuthor, Once again, the sales
lettcer should be czamined, this time noting only the
border writing, The points stressed are: authcntiqity of
the book, the bockt!s value in dollers to the reader, success,
and an emphasis to act now, Each point is important to
the overall success of the sales letter and must be
enphasized over and over,

The guerentee is one that is commonly used but
in this casc wuritten in e personal, friendly style.
The phrase "No one likes to buy a 'pig-in-~a-poket" 1is
especlally true in the mall-ordecr field, the reascn being
that there is a basic distrust about sending money for
a product that has not been examined., The guarantee
overccnes this feelling by telling the customer that
he can return the nercharidise i1f he 1s not satisfied
and reccelve & complete refund of the original purchase
price,

The postscript used in this sales letter is a

7Robert Stone, Successful Direct Mail Advertising
and Selling (Englewood Cliffs, New Jersey: Prentice-Hall,

-an' % 1965)’ po 118
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further attempt to personalize the letter, Its maln

purpose, theough, is to act asg a flnal statcment of The
mein appezl, that being the large number of mall-order
fallures and the statement that the reader can succeed

if he purcheses the boolk,




IV, CHOOSING THE ADVERTISING IMEDIA

In ma2il order, interest is often centered on
the nunber of inquiries received for each advertising
dollar spent. A further, and vital, reflinement of the
Inguiry per advertising dollar is the gross sales
generated per advertising dollar. Therefore, our ob-
Jective is to realize the highest possible gross sales
per advertising dollar expended, Utilizing this ratio
will assist in evaluating the effectiveness of each ad-
vertlisement and each publication in which the advertise.
ments are printed.

How would a high sales-to-advertlising expense
ratio be developed In a mall-order business? Selectivity
1s the answer, Since the book being sold is not a
genecral product that would appeal to all men or all
women or even Lo a large speciallzed group such as
sportsmen or fermers, great care must be exercised when
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-operatorts-lead rule will be put
to good use again, Appropriate publications can be

examined to determine how many and where advertisements

27
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simllar o those in this study ere being pleced, For
the clessifled and display advertisements, even the
rorticulary sectlon of the publication can be determined,

This procedure is vsed for two important reasons,
First, the advertisement must be placed before a
previously devcloned audience, Success could not be
expected 1T the advertisements were not placed in
publiceaeticons that had already attracted the attention
of those persons interested in mall order, Second,
there is no fear of competition, for there is no other
book on the market sinilar to this book, so all other
mall-order advertiscments will compliment not conflict )
with those advertisements Pleced by Prestige Publications,

Classified and Displey
Advertliscuents

After careful exanination of actuwal publicatlon,
1t was found that ten magezines were sultable for both
the classiflied and display advertlsements, In fact,
several of the listed publications are devoted solely
to those persons wanting to increase thelr inccme,
Table 1 shows a comparison of the advertising costs
of the ten phosen publications,

The two columns showing the advertising cost

per one thousand clrculation are useful for comparing




TABLE 1

COMPARTSON OFF ADVERTISING COSTS--
CLASSIFPIED ADVERTISEMENT

.re. . men w— A Ay W

—— A Tt T

S AN T 5 e T AR P LS N e I . B .

Frequency
8 of Publl- Classificd

Publication cation cireculationd Rate/WordS
Mechanix I11, Monthly 1,209,573 $ 1,10
Pop. lMech, Monthly 1,368,083 1.40
Pop. Sclence Monthly 1,321,441 V.25
Sclence &
Mechanics Monthly 336,276 .75
Salesments
Opportunities Monthly 235,000 . 60
Speclelty
Selesments lMag, Monthly 198,000 1,00
Inccme Oppoxr.-
tunities Bi-monthly 140,417 75
Spare Time Quarterly 502,000 2,00
Money-llaking
Opportunities Monthly 263,476 .90
Progressive
Mail Trade Monthly 10,800 .10
Mail Sale
Advertiser Monthly 17,400 «15

8

Illinois:

Vol. 46, number 12, section 134,

9

Business Publications, Rates and Data (Skokie,
Standard Rates and Data Service, Inc., 1965),

Thirty-three word count in classifled advertisement,

lO‘I‘wo column inch display advertisement,
lThree column inch display advertisement,

29



TABLE le~Continued

R SR
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Clagsi-
Cost of Cost of fied Cost Display Cost
Displey 8 Classi- 9 Display per 1000 per 1000
Ratc/Vord fied Ad. Ada, Circulation Circulation
$1.2,60 $33.30 $186, 40 & 0277 $ .1134
15.05 46, 20 210,70 .0338 .1540
9. 50 41,25 133.00 .0312 .1001
.95 2L, 75 69.30 .0736 .2062
Iy, 20 19. 80 117.60%° . 0843 . 5000
3.95 33.00 110,600 ,1667 . 5586
3.75 21,75 105, 0019 L1764 . 7500
8. 50 66.00 357. 0011 315 7111
3,80 29,70 159, 6011 .1130 . 6069
7 kol
35 . 3,30 14,70 .3000 1,3363
11
. 50 4,95 21,00 .2900 1.2353
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~

the avellable publications before any advertiscments

Sa

are run, Of course, after the advertisements are run,
"lfc 0SS c':'\l % 1‘.'-']'] be usced f =3 v ey e v mrasyy o ny
che gross sales will be used for purposes c¢f comparison,
In making comparisons, 1t must be pointed out that the
publicatlions listed in Table 1l can be divided into

three baslc groups. The first group contains the

"mechanics wmagazines," which are Mechanix Illustrated,

Popular HMechanics, Popular Sclience, and Science and
Mechanlce., Each of those four publications has a valu-

able and well-read classifilced section which has been
widely used by other mall-order operators., It first cen be

noted that Sclence and Mechanlcs has the highest classi- (

fied cost per one thousand clrculation and 1s used least
for mail-crder advertising. None of the four publications
in this group has been widely used for display adver-
tising except in the appropriate “"Shopperst! Section,"
Using these facts as a guldeline, Prestige Publications
will vlace only classifled advertisements in a2ll publi-

cations in this group, except Sclence and Mechanlics

which will not be used for any type of advertising.
The secoand group of publications consists of the

"salesments magazlnes," which are Salesment!s Opportunities

and Speclalty Salesments Magazine, By observation, it

has been noted that the classified sections are quite
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snmall and inadequate and very costly compared to the
"mechanles magazines," Therefore, only display ade
vertisements will be placed in.those publications, It
has erbitrarily been decided that a two column inch
display advertisement will accompllsh the task in those
two publications.

The third group of publicatlons ore those maga-
zines wnlch best pinpoint the potentlial customers,
Those publicaticns are purchased by current or prospective
mail-order operators, Since each of those publications
1s generally read in its entirety by people who would
be genuinecly interested in the product, Prestige Publi-
catlons wlill use both classified and display advertisements

in the following magezines: Income Oppertunities, Spare

Time, Money-HMaking Opportunities, Progressive Mall Trade,

and Mall-Sale Advertiser. It must be pointed out that

while the advertising cost per one thousand circulation
in both classified and display advertisements i1s qulte
high compared to the other publications listed, the
audlence 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.)




TABLE 2

ONE MONTISS ESTIMATED ADVERTISING COSTS

1 e A e T A e R S
B M s T S T i R 4

Publication

B— T TRATRE 8 r—" T T O A T AR e -

Mechanix Tllustratecd
Popular Mechanlcs
Popular Science

Salesments
Oppoxrtunities

Specialty Sales-
mnents liagazine

Income Oppor-
tunities

Spare Time

Money-iMaking
e

L
Opportunities

Progressive
Malil Trade

Mall Szle
Advertiser

Bookbuyers?®
wlare, Inc,

TOTAL

Classifled Displey Malling List Total
¥ 9350 ook Sk $ 33.30
L6, 20 46,20
41,25 b1,25
$117.60 117.60

110, 60 110, 60

2,75 105,00 129.75
66,00 357,00 L23,00
29.70 159,60 189,30
330 14,70 18,00
k,95 21,00 25.95
$70.00 70,00

8249, b5 $885. 50 $70.00 $1,20L,95
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Direct Mall Sales Letter
The sales letter will be sent as a follow up
for the classlfled advertisement and as direct corre-
spondence with prospective buyers whose names will be
acquired from appropriate mailing list brokers,
How important is a good malling list? Without

a current and appropriate mailling list, the cost of
printing end distributing the sales letter will be
completely wasted, Several methods for building a list
can be suggested:

"A complled list--The seller defines

the pro,peot “then systematically

makes a list of individuals who fit

the pattern,

"Current directories--Published di-

rectorics are good sources for lists,

Examples are clty dlrectorles, tele-

phone directories, voting listis, tax

1ists,; ete,

"A contest--The seller decldes upon

a giveaiay and advertises the contest,

Participants in return supply their
names and addresses to the advertiser,

"Rental or Purchgggqune of the most
reliable sources of lists is from a
firm which specializes in this sort
of work, A list can either be bought
outright or rented from one of these
houses at so much per name or so

much per thousand names,"12

Prestige Publications will adopt the policy of

12Richard D. Millican, National Mailing List House,
U.S. Small Business Administration Circular No, 29
(Wachington: U, S, Government Printing Office, 1964), ». 1.
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renting nmailing lists, because great sclectivity 1is
required and this can best be achlieved by a speclalist,
One of the best sources of mailing lists for mall-order
information books is Bookbuyers Lists, Inc,, of New York,
For ilnstance, they have available 137,000 names of
recent purchasers of encther type of mall-order infor-

natlon beol centitled Mall-Owder Taws end Regulations

o

which sold for $2.00, Such a list is aveilable for
$17.50 per one thousand names,

What are the attributes of such a 1list? The
quentlty of noumes is sufficlently large, The produvet
so0ld was simllar to the book offered by Prestige Publi-
cationsg, The price, while substaentlial, is reasonable,

A list of one thousand namnes can be bought for as little

as five dollars, but the selling power of such a list would
be slight, Also, this company, as do most malling-list
houses, sends the list on printed gunmed labels walch

are ready for ilmmediate use,

The particular list used as an example is sald
by the selling company to be "current," which mecans that
the list wes recently tested to verify and eliminate
outdated names and addresses, One of the cardinal rules
of using meiling lists is to use fresh or well-maintained

lists, It i1s estimated that each year changes in address
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or name include 22 per cent of houscholders, 23 per
cent of merchants, and 39 per cent of advertlising
executives,l3 Sce Table 2 for one nonthts estimated
advertising costs,

The classlfied advertisements will definitely
be uscd first since their cost is low eand their antici-
pated pulling pover high, The Ysalesmnen'!s magazinech
will not be used at the oncet of the advertising campalgn
since they arc the weakest publications of all those cone-
sldered, If the product and the edvertising proves
successiul, these publications will be added to those
already being used., The four remeining publications
wlll be used since they perfectly pinpoint publications
of the potentiel market., To begin with, only display
advertisements will be run in those publications since
their classifled sectlions are not as strong as those in
the “mechanics magazines,® Of course, mailing lists will
be used ilmmediately in the amount indicated in Table 2,
As the appeal of the product and the power of the adver-
tising proves itself, the advertlsing program will be
expanded to match the expenditures indicated in

Teble 2,

The abllities of an advertising agency with an

135ulian L. Simon, How to Start and Operate a
Mail--Order Business (New York: HMcGraw-Hill Book Company,

1965) < po 1320
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experlenced nall-order department could be used to
essist in cheooszing the proper publications in which
to advertise, Also, they could perform any ert work

needed for the display advertisement,




V. VWHEN TO ADVERTISE

The timing of the public offering can have a
definite effect on the degree of success of a mall-
order campalgn. In fact, "The seasonal influence is
so important that severel large mailers in the maill-
order field have conducted seasonal testsvfor a number
of years. The same offer, identical in copy, 1s mailed
each month so that results can be recorded by the month,
Reproduced below is a graph which reprcecsents the composite

experlence of a number of magazlne and book publishers:”15
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Fig, 4.--Seasonal Influence in Mail-Order

15O. E., McIntyre, "Seasonal Influence in Mall
Order" (Direct Meail Advertising Association, Inc.,),
manual file 2102,

38
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Fig. & graphically illustrates when an indi-
vidual might be nost receptive to & mall-order
offering. What seasonal influence might discourage
mall-order purchasing? To begin with, December, which
1s commonly thought to be very profitable, 1s only
a medliocre month, This 1s the case for two reasons,
One, people usuvally spend thelr noney on Chrlstnas

gifts, Two, people are generally afrald to order

s glfts through the mall in December for fear

Christma

)

of the gifts not arriving before Christmas,

Janveary and Februsry are profitable mell-order
months, agaln for two reasons, First, many people re-
celve cash for Christmas gilfts or as a Christmas bonus,
This will tend to boost Januvary sales, Second, January
and February are two of the so-called “"reading'" months
wnen pecople tend to do more magaezine reading due to
the winter weather, Thls, of course, subjects them
to more mall-order advertising and results ln greater
sales during those two months,

During the months of March, April, May and June,
mall-order sales are relatively low due to the pressures
of federal income taxes and the coming of spring, During
the spring months, people tend to occupy themselves

with outside activitlies; therefore %hey are exposed to
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less mell-order advertising in magazines they still
receilve by dlrect maillngs.

In July and Avgust, people again settle doun
to more moderate activities due to the hot weather,

September, October and November are average
months when melil-order sales are relatively profitable
and predictaeble,

Valvable information such as that preéented in
Fig, 4 can be put to good use when planning the ad-
vertlising budget. Prestige Publications can increase
thelir advertising in the more profitable months and
decrease or eliminate advertlsing in the less profit-
able months., The statistics presented in Fig. 4 will
be valid for Prestige Publications because the graph
represecints the composite experience of similar busi-
nesses, 1. e., magazine and book publishers,

Such statistics wlll ald in budgeting all types
of advertising, but a further refinement is needed for
determining when to mail the sales letter, Not only the
month but the week of the month can have an effect on
the success of the sales letter, What about the week of
the month? The first few days and the last few days of
the month are avoided by many advertisers, leaving the

tenth to the twenty-fifth as the preferred period.l6

160. A, Kirkpatrick, Advertising: HMass Corunnle
cation in Marketing (Boston: Houghton Mifflin Company,
1964, p. 323.
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Information concerning the desirable dasys of
the month in which to advertise does not apply to the
classified or the display advertlisements, because their
presentation to the public is dependent upon the publi-
cation date of the magazine in which the advertisement
is placed.

Everything consldered, Prestige Publicatlions
will spend most of its advertising dollars during the
period of July through February, with special emphasis
on the "reading" or winter months of November, December,

Januery end February.




VI. SUMNMARY AND RECOCIMENDATIONS

Meny problems exist in the mail-order field
today. One of the most difficult problems centers
around the fact that eny individual can enter the field
with very little capital and almost no knoiledge,

Another problem deals with the various devices the
professional nalil-order operators use which "milk" the
beginners of thelr capltal with well-worded, get-rich-
guick schencs, The lest major problem area 1s that the
beginner too often attenpts to begin his business selling
another companyts precduct while not reallizing e sufflcient
markup from his cost., To cembat these problems, a book

is being written entitled The Truth About lMall-Order

Failures, The purpose of this study 1s to create a

strong edvertising program to promote this boock, The
complete advertising program will include the three types
of mall~order advertising: classified advertisements,
display advertisements, and dlrect-~mall 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 analyzing
the size of the potential market, support was being

sougnt to jﬁstify adequate profit potential before any
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RS “ore nmoney or time was lnver

il;’@tential narket was fcound to be substantizl.
The characteristics of the potential market were
Hmalyzed so that the advertising program could be slanted
t.owvards satisfying the necds of potential customers, The
Ldeas stresscd in a2ll the advertisements and the sales
dletter are increased income, independence, and security
through success,

When writing the classgiflied advertisement, tho
total word count was kept to a2 minimum whlle mainteining
the pulling power of the advertisecment, The decision was
made to request iInquirles from the classified advertisement
rather than attemnpt to complete the sale since the purchase
price of the bock is greater than $1.50, The classified 2
advertisemncnt was keyed by adding a letter to the post
office box number so that the results of the advertisement
and the publication in which the advertisement is run
can be compared with other classified advertisements,

In the display advertisement, an attempt to
complete the sale directly from the advertisement was
made since the offer can be presented in its entiretly,
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 displey advertiscment will be presented consider-
ably different than it is in this paper, When it is
ready for publication, it will contein a plcture of
the book., The picture, coupled with the layout of the
advertisement and the different sized type used to
emphasize certain points, will greatly increase the
overall efiect and power of the advertisenent.

Tne directemaill sales letter as presented in
this study is intended to reprcecsent as closely as possible
the actual letter that will be distributed to customers.
Thils letter will be sent directly to names obtained
from mailling lists brokers and to persons answvering
the classiiled advertisement, It is felt that the sales
letter wlill be the strongest form of advertislng, because
i1t allows the complete sales effort to be presented,
Varlous advertvising rules and tricks are incorporated
into the sales letter so that every possible tool 1s
being used to clese the sale without any customer
hesitation,

Choosing the proper advertising medla was a
matter of research, Appropriate publications were
examlined to determine the quantity and frequency of
advertiseménts for similar products., The advertisements

in this study must be placed in publications that potential




customers commonly examine for infornatlieon on malil-
order businesses, Cervaln publications were chiosen
to be used solely for the classified advertisement,
while others will be used for only the dlisplay adver-
tisement or in some cases, both the classified and
display advertiscments,

The sales letter is the most efficlent meens
to reach only a very select market, for 1ists are avalle
able ceontaining names of perscns wno have alrecady
purchased related proecducts, Selectivity in advertising
i1s the key to & suvccessful advertising campailgn 1T the
product 1s not onc that wouvld appeal to the general
publlic,

The total advertising budget will be compara-
tively small at first since only clessifled advertise-
ments and the sales letter wlll be used, As the appeal
of the product and the power of the advertisements
proves ltself, the advertising budget will be expanded
to include all of the publications listed in Table 2,

When to advertise 1s en inmportant point because
various seasons and even some months have been proven
to be more profiteble than others in the publishing field.
Fig, & clearly indicates which months are above average,
average, or below average in the number of responses

received,



Many sound recommendations can be taken from
this study., First, pioneering can be costly to a
beginmner, therefore all advertlsements will be placed
in aelrcady accepted sources for information on mail order,
Second, all advertisements wlll be prepared using proven
adaverticsing mcthods and/tools. Third, the advertising
prdgram will begin wlth only clessified advertisements
and the sales letter, All advertisements will be
thoroughly tested, rewritten if necessary, and tested
agailn before the advertising program gets into full
swing. Fourth, constant research willl be conducted
to uncover new and better publications in which to
advertise and new sources for better malling lists,
Fifth, constant market analysis will 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 1s disregarded in favor of a logical, con-

servative approach,
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