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Introduction 

Much has been written and said about growing small and medium-sized 

businesses. Often by people who have never really done it themselves, let alone with 

dozens, hundreds, thousands of businesses. Anyone can do it once – but when you do it 

again and again over a sustained period with many different businesses in hundreds of 

different sectors all over the world like we have – that’s when you really do know what 

works and what doesn’t.  

Interestingly, the core strategies, the ones that work EVERY time, no matter what 

business you’re in, have until now, been largely forgotten to almost every small and 

medium-sized business. We un-earthed them over 15 years ago having researched old 

transcripts and books – some dating back to the late 1800’s from the ‘early ‘masters’ 

like Claude Hopkins, John E Kennedy, David Ogilvy, John Caples, Albert D Lasker and 

Maxwell Sackheim. Since then and after years of testing and refinement, they have 

become our ‘staple diet’ and a closely guarded secret. 

But after several long discussions (with your accountant and a number of other 

accountants in the UK) we have been persuaded to write them down for the benefit of 

those who are genuinely interested in growing their businesses. If that’s you, my friend, 

I have good news, really good news. Let me explain… 

You see, these 8 Lost Secrets will help you grow your business – no matter what 

you sell. No matter what challenges you’re currently facing. No matter what your 

success has been to date. And they’ll help you to grow quickly – as long as you apply 

this new found knowledge. Believe me, you won’t have seen anything like this 

anywhere else and you’ll be astounded at the simplicity AND power of each Lost 

Secret. 

Here’s what a few people have already said about this book… 

“Are You Giving Away The Crown Jewels?” 

“I have a background in entrepreneurial 

marketing myself and make it my business to 

learn from the very best out there. That would 

include people with a global following like - 

Jay Abraham – Ted Nicholas – Mark Joyner and 

others. Having read your book from cover to 

cover I think that you have provided a no fluff 

guide with very practical help in all the key 

profit making areas.  
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“My only concern is that you have provided so 

much information isn’t there a danger of giving 

away the crown jewels?  Any business owner who 

isn’t at least a bit curious about your book is 

either very rich already or has possibly lost 

their way. A great read and highly 

recommended.” 

 

Steve Prior – Joint Venture Cash Flow, UK 

 

“Full Of Specific Advice” 
 

“The book is an incredible one. Full of very 

specific and concise advice, which is very 

important nowadays, with so many information 

submerging us. Good job!” 

 

Emmanuel Cuny 

Life coach 

Strasbourg, France 

 

 

“Everything Is Easy To Follow” 
 

“We work through the book with great enthusiasm 

and have already used some of the principles in 

our new marketing strategy. Everything is easy 

to follow and very practical. I will recommend 

the book to other companies.”  

  

Regards, 

Jurie van der Watt, COO 

CORPRO (PTY) LTD 

Corporate Project Consultants 

South Africa 

 

“Informative And BS Free” 
 

“I just wanted to say that I found your book 

very informative and BS Free. I’ve no doubt 

that using the strategies outlined along with 

the many example templates will really help my 

grow my leaflet distribution business. Thanks 

for an excellent read!” 

 

Matt Dyer 

Local Leaflets 

UK 
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“Great Examples” 
 

“I have never been a great fan of general 

advertising and mainly market existing clients 

and get referrals from them. Your book has 

prompted me to consider obtaining new leads 

from marketing to targets. In the past my 

advertising has had very poor returns. 

The book contains some really great examples 

and the important factors to improve and even 

start off on the right foot. 

 

“I will certainly be putting some of the ideas 

into practice, starting with highlighting my 

target market(s) and the best types of media to 

use to get to them.” 

 

Clive Tolliday BSc (Hons) Cert PFS 

St James’s Place Wealth Management, UK 

 

Once you’ve read the book you’ll know the value of what you’ve got and you’ll 

know it will be a huge help to you. 

 

“The 8 Lost Secrets” 
 

To make it as easy as possible for you to benefit from this book we’ve detailed 

each ‘Lost Secret’ complete with easy-to-understand diagrams and real-life examples.  

 

We’ve demonstrated a good selection of examples across several different 

industries. However EVERY example is relevant to your business. Don’t think – ‘this 

will never work for my business’. These Lost Secrets have universal application. Instead 

you must think ‘how can I apply this to my business?’ It’s absolutely critical you have 

this mind-set. Don’t be blinkered. You have to accept that what we’re about to reveal 

works fantastically well – you just have to apply it to your own business. 

 

Okay are you ready? Let’s get started… 
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Lack Of Time & Expertise Causes Most Marketing 
Efforts To Fail, Bringing The Growth Of Most Small 
& Medium-Sized Businesses To A Grinding Halt 
 

The reason why you’re currently reading this document is because of one reason 

and one reason only – you lack the marketing expertise or the time to build your 

business at the pace you know is possible.  

 

Let us ask you a question… 

 

How many times have you been in this situation? You’ve set out at the start of the 

day to deal with some elements relating to building your business. Before you know it 

the day is already over and you haven’t even done a fraction of the stuff you were meant 

to do – never mind the marketing issues you had to deal with!  

 

The next day turns into the next month and the next month turns into the next 

quarter and so on. Before you know where you are another year has passed you by!  

 

One thing is guaranteed – every day that passes is another day you can’t get 

back. Your business isn’t being given the fuel it needs to grow into the champion it 

could become. You know it, but in the end it becomes an accepted part of your business 

life. As soon as it gets to this, you’re in trouble or at the very least your business isn’t 

going to yield the results it should.  

 

Now, if being too busy wasn’t bad enough, lets just add a lack of business growth 

and marketing expertise to really slow down business growth and bring things to a 

standstill. 

 

Just think about the times in your life that you’ve put things off because you 

weren’t sure how to get the job done? Uncertainty is a real ‘action killer’. And 

depending on your situation it’s either frustrating, overwhelming or a combination of 

both.  

 

You know some of the things you should be doing when it comes to your 

marketing but you don’t know fundamental things such as what to do first! Or if it’s 

not the order of things it’s the priority of where you spend your money. Or if it’s not 

that, it’s how to write a great enquiry or sales generating ad or mail piece. And if it’s not 

that it’s that you want your website to generate enquiries, but you don’t know how to 

get your visitors to bite.  

 

Whatever it is, you feel like the world’s spinning and you want to get off. 

 

So what’s the answer? 
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First read this book. It will provide you with the knowledge you’ve been missing 

in order to speed up the growth of your business. Second, by the end of this book you 

need to think seriously if you’ve got the time to create and implement all of the 

strategies you’re about to discover. 

 

If you're not sure about the answer to the second element then at the end of this 

book we’ll give you some pointers on what you can do to solve this problem. 
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Sharing Your Marketing Message With The Wrong 
People Kills Response  
 

This Lost Secret is probably the most important of all – no matter how amazing, 

appealing or unique your product or service is – if it is marketed to the wrong people it 

will never reach its full potential.  

 

Nothing is more certain than this! 

 

World-class marketing and business growth is built on one main principle – 

clearly identifying the people / organisations that you are trying to reach. 

 

This sounds like a very obvious statement to make and yet 99% of all businesses 

fail to do this – or fail to do this effectively. 

 

Before you write a single word, you must define your ‘target market(s)’ or 

‘niche(s)’.  

 

The ideal Target Market is a clearly identified group(s) of 

people/organisations who/which…  

1. Need – and more accurately ‘want’ – your products or services 

2. Can afford to pay for your products or services 

3. Can be easily reached by your marketing efforts 

4. Have similarities (demographic/psychographic) that enable you to easily 

identify them and ‘group’ them together 

 

One of the biggest mistakes you can make is to try and be ‘all things to all men’. 

Yes, you will get some results but focusing on one or more niches or target markets  

will be far more successful and  success will be achieved far quicker than any other 

approach. 

 

So why do so many people try to be all things to all men? In most cases it’s 

because they’re frightened to limit the number of people or businesses they specifically 

target. They think if they reduce the number of prospects, they’ll risk their whole 

livelihood! 

 

Nothing could be further from the truth… 

 

We are often asked – “If I limit my market, won’t I be reducing the chances of 

doing business with more people?”  

 

Of course you will, but to succeed in today’s competitive marketplace you need to 

concentrate your marketing on a small number of well-chosen segments or niches, into 

which you pour all your resources.  
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Because you are targeting fewer companies or people, the same amount of money 

you could have spent marketing to everyone is spread across a smaller number. 

Therefore you have more to spend on each prospect than you would if your market was 

bigger, or you can spend less because your market is smaller. Either way, your chances 

of improving your success is enhanced considerably. 

 

In a nutshell, your niche market(s) is the segment(s) which represents your best 

chance of getting a good return for your marketing efforts. Plus you don’t have to limit 

yourself to just one target market or niche. You can have several. 

 

Of course, if you focus on a smaller group(s) you may miss the business from 

outside the target group(s). But what actually happens is you increase the amount of 

business you receive from each target group.  

 

This is because you are specifically meeting the niche market’s needs and 

requirements. You are saying to them that you are THE company that knows about their 

situation – their problems – and their concerns. No other company specifically meets 

their needs in this way and therefore you are seen as the logical company to turn to. 

 

What we’re saying here is that you must define who your target market is 

BEFORE you do anything else. 

 

 

Traditional Mass Marketing Versus Niche Marketing… 
 

The diagrams on the next pages clearly show the differences between 

conventional marketing (mass marketing) and world-class marketing (target or niche 

marketing)… 
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The Mass Marketing Approach… 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The Result  
High cost to reach buyers. 
Response is low because 
you’re targeting everyone 
with a ‘mass market’ 
message – i.e. it doesn’t 
directly appeal to the buyers. 
Greater effort is required to 
qualify out bad prospects – if 
you’re targeting everyone, 
we will also get a large 
number of poor prospects. 

People/Businesses 
Who Are Unlikely To 
Buy 
The white space 
represents 
people/businesses that 
are unlikely to buy, but 
they all receive the same 
marketing message from 
you. 

People/Businesses Who Are 
In A Position To Buy  
Note how disparate these are. 
The white space in between 
represents everyone else in 
the mass market. You have to 
spend much more money to 
get ‘lucky’ and hit the right 
people/businesses. 

The Market Universe 
The prospects who could 
buy your product or 
service – ‘Mass Market’. 
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The Target or Niche Market Approach… 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The Market Universe 
The people or 
businesses who could 
buy your product or 
service – ‘Mass Market’. 

The Result  
This gives us the ability to 
concentrate our efforts on a 
smaller more targeted group. 
That means we can spend 
more targeting each 
prospect, or even enables us 
to cut our spend. Target 
marketing increases the 
likelihood of a sale. And 
enables us to take a big slice 
of this target market. 
 

People/Businesses 
Who Are Unlikely To 
Buy 
The white space 
represents 
people/businesses who 
are still unlikely to buy, 
but they all receive the 
tailored marketing 
message from you. 
Notice there are fewer 
now! 

People/Businesses Who Are 
In A Position To Buy Outside 
The Target Market  
Even this approach isn’t 
perfect – but it’s close! You 
can’t hope to ‘catch’ everyone. 
There will still be other 
people/businesses outside the 
chosen niche(s) that we ‘miss’. 
But notice how few there are. 

 

Target or Niche Market  
(a smaller segment of 
the Market Universe) 

 

People/Businesses Who Are 
In A Position To Buy  
See now that by concentrating 
our efforts on a carefully 
selected target market we 
‘capture’ a high proportion of 
potential buyers. Our message 
is completely focused on this 
group so response is 
increased significantly. 
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Multiple Target Or Niche Markets… 
 

As we said earlier, you don’t have to restrict yourself to just one target market. You may 

find it necessary to focus on two or more target markets depending on the product or 

service sold. For example, an accountancy firm may have three target markets… 

 

Primary – Start-up businesses 

Secondary - £1 to £2m businesses 

Tertiary - £2m - £5m businesses 

 

You would need to ‘speak’ and ‘communicate’ very differently to each target 

market because they are so different. You cannot speak the same way to a start-up 

business as you would a £5m business – so why do people do it? 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

TERTIARY Target or 
Niche Market  

 

The Market Universe 
The people or 
businesses who could 
buy your product or 
service – ‘Mass Market’. 

The Result  
This gives us the ability to concentrate our 
efforts on smaller, more targeted groups. 
That means we can spend more targeting 
each prospect, or even enables us to cut 
our spend. Target marketing increases the 
likelihood of a sale. And enables us to take 
a big slice of each target market. 
 

 

PRIMARY Target or 
Niche Market  

 

SECONDARY Target or 
Niche Market  
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The Power Of Target Marketing 
 

Here’s a simple but very powerful example of why defining your target market or 

niche is so powerful… 

 

Let’s say you’ve set up a new business and you need an accountant. Your first 

choice is to look in the Yellow Pages® under the ‘Accountancy’ category. Although 

there are a number of ads, the first one reads… 

 

‘ABC Chartered Accountants. Tax preparation, auditing, bookkeeping, 

payroll services, help for start-ups, management accounts, and so on.’ 

 

The second ad reads… 

 

‘XYZ Chartered Accountants. Specialising in helping start-ups get their 

businesses running quickly, profitably and effectively.’ 

 

Which firm of accountants are you likely to choose? The answer is obvious, but it 

serves as a reminder of how effective this strategy is – but amazing how rarely we see it. 

 

If you can create this bond between you and your niche market(s) we guarantee 

you’ll grow your business quicker than you could ever imagine. 

 

Real Life Examples… 
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EXAMPLE #1:  

 

Here are two very similar ads selling the SAME product. In this example the 

product is a marketing system for service businesses. Remember the product is exactly 

the same but the ads focus specifically on two separate target or niche markets. Ad 1 

focuses on ‘accountants’ and ad 2 focuses on Estate Agents. The ads were therefore 

placed in accountancy and estate agency trade magazines. 

 

So what we’ve done is modify the ad to suit each target market, yet we haven’t 

changed any of the product. If we’d used just one ad to try and be ‘all things to all men’ 

it just wouldn’t have been anywhere near as successful.  

 

For example, the sub-headline on the first ad reads… 

 

FREE Report For Accountants Reveals The Secret’s Of… 
 

If we’d created an ad to fit all, this sub-headline could only have been… 

 

FREE Report For Business Owners Reveals The Secret’s Of… 
 

You can see vividly why the second sub-headline above just wouldn’t be as 

successful. It can’t be – It’s not focused on a specific target market. 

 

THE RESULTS: 
 

These ads helped to sell hundreds of thousands of pounds worth of product over a 

7 year period. 

 

SUCCESSFUL APPLICATION OF THE LOST SECRET: 
 

1. Notice the sub-headline on the ad relates to the target market – ‘accountants’. Even 

though these ads appeared in publications such as ‘Accountancy Age’, 

‘Accountancy’ and ‘Accounting & Business’ where we knew only accountants 

would be reading them – you still must let the reader know this is for them. It 

connects at a much higher level and forces them to read on.  

 

2. The focus of the ad is clearly on how the free report will help an accountant grow 

their practice. Notice the words used are words an accountant would use – ‘practice’ 

‘fee income’ ‘client’ etc. that shows you know what you’re talking about. This in 

essence is what target marketing is all about. 

 

3. The estate agency ad is of course very similar to the accountancy ad – with one big 

difference – it’s completely focused on ‘estate agents’. Again the sub-headline 

immediately announces this is for ‘estate agents’. 

 

4. The rest of the body copy reinforces the fact that the report is for estate agents 

looking to grow their business. Again look at the wording used – ‘listings’ 

‘commissions’ ‘house sales’ ‘vendors’ etc. The reader connects with the ad because 

it’s talking about THEM. 
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EXAMPLE #2:  

 

Here is an ad for a wedding photographer. His average fees for one single 

wedding are over £10,000. Therefore only a small segment of the market can afford his 

fees. There’s no point therefore in advertising in magazines where the readership is 

generally of a low or middle class income. Again this is target marketing at its best.  

 

THE RESULTS: 
 

This ad has been placed in various forms in many of the high-end wedding 

magazines and beauty magazines over a six year period. It has generated a high volume 

of very targeted enquiries resulting in average sales values of £9,900 and generating 

well over £500,000. 

 

SUCCESSFUL APPLICATION OF THE LOST SECRET: 
 

1. The headline communicates a key attraction (Master Photographer Of The Year) to 

the type of market the photographer is after (affluent people looking to get married). 

 

2. It’s important the first paragraph again relates to the expensive nature of the service 

provided by the photographer. By saying ‘If you’re a person who understands that 

getting the best is actually worth paying that little bit extra for…’ it immediately 

connects with the target market and positions the photographer perfectly in the 

minds of his ideal customers.  

 

 

 

 

 
 

 

1 

2 
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Most Marketing Material Lacks The ‘POWER TO 
INFLUENCE’ Because It Doesn’t Reflect What The 
Prospect Is Thinking 

 

Unfortunately having the best product or service in the world isn’t good enough to 

make millions. Fact is there are probably thousands of brilliant inventions created every 

year which simply  never sell. How could that be? Easy – even the best products in the 

world will fail if they aren’t marketed correctly.  

 

First and foremost (as you’ve just discovered) the key is selecting the right target 

markets or niches. Once that’s done – you’re half way there. But the next most 

important element is matching the ‘RIGHT MESSAGE TO THE MARKET’.  

 

Ask yourself, “what does your target market want most and what’s the best way of 

communicating that to them?” For example, what is your compelling offer? Why should 

they do business with you rather than with anyone else? 

 

We often talk about the importance of the ‘message to market match’ - and this is 

exactly what helps to speed the growth of a business.  

 

This unfortunately isn’t as simple as it may seem though and is the area where the 

biggest mistakes are made. And hence why most marketing doesn’t work! 

 

Our experience and testing has proven that there are 9 key elements or 

MARKETING ASSETS that make up the message (there are more but these are by far 

the most important). Let’s explore each one… 

 

Marketing Asset 1: Unique Perceived Benefit (UPB) 
 

Unique Perceived Benefit (UPB) is a simple statement which differentiates your 

business from the competitors’ in the minds of your customers and prospects. In some 

ways it’s the short version of your message. 

 

It’s what really makes you ‘stand out from the crowd’. 

 

UPB is what makes the DIFFERENCE between a very successful business and 

one that never reaches its potential!  

 

Your UPB can often be found in your business – you just need to identify it and 

articulate it in a way which makes you stand out. The key to great success is having a 

UPB that’s highly desirable to your target market! 

 

We can't stress enough how important this is to you. 
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How can you expect your prospects or customers to choose you, over and above 

any of your competitors, if they can't quickly see what it is you do which is so unique 

and so beneficial to them? 

 

Outstanding businesses have been founded on a UPB alone. For example, here's a 

very well known UPB… 

 

"Red hot pizza delivered to your door in 30 minutes or less - guaranteed." 

 

Tom Monahan of Domino’s Pizza created one of the most successful fast-food 

franchises in the world based on the strength of this UPB. 

 

Just think for a moment about what Tom did... 

 

Notice he doesn't say “the best-tasting pizza”. Domino's pizzas are good, but not 

the best you can get – what he focuses on is what HIS customers (target/niche market) 

really want. 

 

And his customers (primarily students living in a 20-minute radius of each Pizza 

outlet) often buy on impulse so they want food delivered quickly and food that is hot!  

 

Sure, they want the pizza to taste good, but they are prepared to ‘suffer’ a little on 

quality for hot pizza delivered quickly! 

 

IMPORTANT 

Notice Tom Monahan couldn’t have crafted this powerful UPB if he didn’t 

know who his target market was. That’s why target market has to be the first 

‘Lost Secret’ you apply to your marketing! 

 

Also notice that UPB is NOT about what you do. It’s about what you can do for 

your customers. Find out what your customers want and then give it to them in a simple 

and easy-to-understand statement. 

 

Please Note:  

You may have heard of USP (Unique Selling Proposition). UPB is similar to 

this except USP assumes that your competitors are communicating their 

‘uniqueness’ to the market.  

As you know, this just doesn’t happen. Therefore you may have something 

that’s really powerful but not unique – however, if your competitors don’t 

communicate this uniqueness, then to your prospects or customers it is 

perceived as unique. Hence ‘Unique Perceived Benefit’! 

 

To help you understand this further, we’ll tell you a classic story that dates back to 

1920s America… 
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At that time there was an unsuccessful beer company called Schlitz Beer 

positioned a lowly eighth in their market. They went to number 1 in six short months by 

using UPB…  

 

Here’s what happened… 

 

At this time there were eight or nine different brewing companies 

aggressively competing for the same market. Everyone was communicating 

the same message that their beer was the purest. They didn’t explain what 

pure meant to the beer drinker, they just kept saying that it was pure, pure, 

pure. Unfortunately for Schlitz, they were losing ground. 

Luckily for them they were introduced to Claude Hopkins – one of the true 

legends of marketing. Many of his strategies are still being used today by 

people like us. Claude asked to be taken around their manufacturing plant.  

Like all good marketing people, he wanted as much background information 

as possible.  

As he was being shown around the Schlitz plant, he was amazed at how they 

made their beer.  

First and foremost, their facilities were right at the base of Lake Michigan. 

Back in the early twenties this water was very pure. Despite this, Schlitz 

sunk two 5,000-feet deep artesian wells on the shores because they had to 

go deep enough to find the right combination of water with the mineral 

content to make the best possible beer. 

They explained how they went through 1623 different tests and experiments 

over five years to identify the finest mother yeast cell that could produce the 

richest taste and flavour. They showed him the intricate process of 

distillation of the water where it was heated to 5,000 degrees F, and then 

cooled down and condensed. They carried out this process three times to 

ensure the water was absolutely purified.  

They talked about the bottling process where they steamed each bottle at 

temperatures of 1600 degrees F to kill all bacteria. They finished by telling 

Claude they had every batch tasted to make sure it was indeed pure and rich 

before they would even bottle it and send it out the door. 

Claude was staggered. The lengths Schlitz went to to purify their beer was 

amazing. He said to them, “Why don’t you tell people this story?” They 

replied by saying, “Everybody goes through this process, it’s not unique – 

it’s what must be done to ensure the beer is so pure.”  

Claude replied by saying, “No one knows about this. The first person who 

tells this story will gain distinction and pre-eminence in their market-place 

from then on.” 

Schlitz was the first and only beer company that ever told the story of how 

their beer was formed. It made the word “pure” take on a totally different 

meaning in the eyes of their prospects and customers.  



 

- 21 -  
The 8 Lost Secrets 

Copyright  Academy For Growth Ltd in Association with John Harrison and Company  

 

The impact was instant and remarkable. A rise to number 1 from number 8 in just 

six short months. That’s the power of UPB! 

 

And there are other factors to consider… 

 

If you are viewed by your customers and prospects as the same as your 

competitors, what do you think becomes the important criterion when customers want 

your product or service?  

 

That’s right – price.  

 

There’s no hiding the fact that as soon as you create the UPB for your business, 

you automatically take your business out of the ‘price war’ and into the nirvana of 

higher prices/fees – and less competition! Or worse case the same price but the ability to 

win more custom. 

 

That’s the power of UPB. 

 

If we asked you the following question, what is your answer? 

 

“What’s the one unique thing you offer that makes your prospects think – ‘Wow, I 

must have this product or service’?”  

 

If you’re like most people we meet and work with, your answer right now will be, 

at best, very vague. Few people take the time to articulate what it is they do that is so 

unique and special for the client or customer. 

 

If you can’t accurately describe this uniqueness to your prospects, what 

chance have they got to find out what you offer – over and above your 

competitors? 

 

If the prospect can immediately see what it is you do that is so unique and they 

find it irresistible – you’ve created the perfect UPB. 

 

UPB really is one of the most powerful concepts you can apply to your business! 

And once you’re created your own UPB you need to communicate it in every occasion 

as a BIG part of your overall MESSAGE. 
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Marketing Asset 2: The Headline 
 

Virtually every marketing piece MUST have a compelling headline. This is the 

most common mistake made by business owners. A headline is NOT the name of your 

business! 

 

The headline is the one thing that grabs the prospect’s attention. If they dismiss 

your headline – that's it, you've lost them. They won't start reading your letter, ad, 

brochure, etc., or listening to your telephone script or radio ad – and you won't get a 

response (or as big a response as you should). 

 

Put another way, your headline is the difference between success and mediocrity – 

it's that important. 

 

To emphasise the importance of headlines, here are a couple of quotes from two 

of the most highly respected copywriters of all time… 

 

“If you can come up with a good headline, you are almost sure to have a good ad. But 

even the greatest writer can't save an ad with a poor headline.” 

John Caples - How To Make Your Advertising Make Money 

 

“On average five times as many people read the headline as read the body copy.”  

David Ogilvy - Confessions Of An Advertising Man 

 

What does this mean? Basically, if you get your headline right you almost 

guarantee your success. Get your headline wrong – and your results will suffer!  

 

In fact effective headlines fulfil these four key objectives… 

 

 Get attention 

 Select an audience (the target market) 

 Deliver a complete message 

 Draw the reader into the body copy 

Therefore the first and most important part of your message is the headline. 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

- 23 -  
The 8 Lost Secrets 

Copyright  Academy For Growth Ltd in Association with John Harrison and Company  

Marketing Asset 3: Benefits (What You Get) 
 

A ‘Benefit’ describes the result of a feature.  Elmer Wheeler said it perfectly when 

he said “sell the sizzle – not the steak”! It communicates the end result that the buyer 

could expect to receive i.e. something they get rather than something you do.  

 

A ‘Feature’ is a statement of what you do or what something does. It has limited 

value as it doesn’t communicate the ‘what’s in it for me’ factor that all buyers are 

looking for.  

 

In reality, people don’t buy your product or service because of what it does 

(features) – they buy the results your product or service brings them (benefits).  

 

This is a very simple approach. 95% of all businesses DON’T convert the features 

of their product or service into benefits. This results in fewer leads and less sales. That 

means the moment you start communicating your benefits – you’ll get more enquiries 

and more sales. Nothing is more certain. 

 

Ideally you should communicate your benefits as a list of bullet points in your 

MESSAGE. 

 

 

Marketing Asset 4: The Irresistible Offer 
 

Using irresistible offers is an ethical way to ‘buy’ the customer’s business. 

Maxwell Sackheim (the American marketing genius) was the first to introduce this 

notion of ‘Irresistible Offers’ (or ‘loss leaders’) when he created the ‘Book Club’. Many 

book clubs have copied this approach since, but you can apply it to your business too.  

 

You’ve probably seen the book club offer before (you may have even joined a 

club because of it)… 

 

“5 books for £5” 

 

Now, clearly the book club (or music club, etc.) is losing money on the first sale, 

but the offer is so compelling that it forces many people to join and then keep re-

ordering. Here’s a similar offer which is equally impressive… 
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…and here’s one from the ‘Telegraph’… 
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You know when you’ve created the perfect irresistible offer when you get an 

avalanche of new customers.  

 

Before we move on, let’s first highlight one of the greatest mistakes businesses 

make…which is to base all your results on the first sale. Here’s what we mean… Let’s 

say on the first sale a new customer pays you £1,000. Your gross margin after 

delivering the product or service is 50%, which means you make £500 per new 

customer. 

 

However, it costs you £600 to generate this one customer (the cost of advertising) 

so you actually made a loss of £100. Based on these assumptions, you’d conclude that 

this approach was not profitable and you’d no doubt cease using it. 

 

That’s how 99% of business people evaluate their success – based on the first 

transaction or sale. Do you think the book clubs view their customers like this? 

 

Now, in most businesses, the customer keeps coming back for more. And even if 

you sell a ‘one-off’ product or service you can and should get referrals from your 

customers and start looking to ‘partner’ with other non-competing but aligned 

businesses so you can offer their products or services (for a commission, of course!). 

 

That means the customer is actually worth much more to you than the amount 

generated on the first transaction. 
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This, in effect, is what’s known as Lifetime Customer Value. 

 

Quite simply, Lifetime Customer Value is the total profit an average customer 

generates during the lifetime of the relationship with your business. 

 

 

3 Great Irresistible Offers Which Always Work For Any Business Are... 

 

 FREE Trials Of Your Product Or Service (the best offer)  

 

 FREE Special Reports (another favourite of ours – you’re currently reading 

one!)  

 

 FREE Additional Products/Services 

 

Now, to you these offers may not seem ‘irresistible’. That’s because you’re too 

attached to your business. However, your potential customers really do find these offers 

irresistible.  

 

Using Lifetime Customer Value, you can now tailor the irresistible offer to the 

‘budget’ you have allowed. It really is quite simple. 

 

The key is to think... 

 

“What can I offer prospects that they simply can't refuse?” 

 

Or in the words of Al Pacino in the film ‘The Godfather’, “I'm going to make him 

an offer he can't refuse!” 

 

Caution… 

Don't get trapped into discounting your products or services. This is NOT 

what we’re talking about. Discounts never have a lasting effect and only 

cheapen the products and services and worse still, result in big decreases in 

profits. 

When you use the powerful strategies contained in this document, you 

should maintain (even increase) your prices/fees.  

The key is to create an offer that allows your prospects to ‘sample' your 

products or services and expertise so they are highly motivated to continue 

using YOU at the full price!  

The Irresistible Offer is a method you use to acquire the customer – nothing 

more – nothing less! 
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Attracting Previously Loyal Customers Of The Competition To Your Business 

 

When you get the irresistible offer right, you’ll also attract customers from your 

competitors. Even the most loyal customers can be tempted with the right offer. 

 

So remember, an irresistible offer can overcome even long-term relationships. 

Relationships you once thought were impregnable. Here’s a very good example… This 

is a letter one of us received from a school our children attend… 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

As you can see, the school is letting all the parents know they've decided to 

change book club companies. As far as we’re aware, they've been with the existing 

book club for over 15 years!  

 

Take a look at paragraph two. This is what your offer needs to achieve...    

       

“This is too good an offer to refuse  

and so we will be changing to the BAKER BOOK CLUB”  

       

  In this example, Baker Books have created such an irresistible offer that the 

school simply couldn't refuse – even though they had a long-standing relationship with 

the incumbent book club. Can you see just how powerful this marketing technique can 

be?  

 

And I'd guess many other schools have acted in a similar way.  

 

What Baker Books have done is, first, realise the lifetime customer value of their 

customers (the schools). Second, they've figured out what they can afford to spend to 

get a customer (i.e. match the first order with the same amount of free books for the 

school).  

 

Very simple, but very effective. 

Dear Parents,  

 

Change of Book Club 

  

Baker Books have offered us a special introductory offer 

of free books to the value of our summer order from their 

pupil book club catalogues. 

 

In other words, if the value of the order is £600, we will 

receive £600 worth of free books for school. This is too 

good an offer to refuse and so we will be changing to the 

BAKER BOOK CLUB. I would be grateful for your 

support.  

 

Yours sincerely,  

Jenny Read  
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But don't forget there's a double-edged sword to this... 

 

If you can win new customers with irresistible offers, your own customers are 

open to offers from their competitors.  

 

The key, once you've won the business, is to add so much value the customer 

never wants to leave, irrespective of the offers that come her way!   

 

 

Marketing Asset 5: The Guarantee/Risk Reversal  
 

As you know, the benefit of your product or service is gained only after the sale is 

made. Sometimes this can be days, weeks, months or even years after the sale was 

made. This in itself places an enormous risk on the shoulders of would-be customers. 

It’s this risk that often prevents them from buying. 

 

However, if you lower or eliminate the risk, then the natural consequence is 

people will be more inclined to buy from you. Agreed?  

 

That’s the secret of creating a powerful risk reversal or guarantee. 

 

The risk reversal is nothing more than a simple method that takes the ‘barriers’ 

away from the purchase and ensures objections and worries are taken away, making it 

easy for customers to buy. 

 

To show you how this strategy works, please see the diagrams on the next page… 

 

Please Note:  

When creating your UPB you can use the guarantee or risk reversal as the 

‘Fall-Back Position’ or as a way to make the UPB even stronger. 
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The guarantee 
doesn’t 
completely stop 
people from 
having their 
doubts but it 
does eliminate 
the risks of 
doing business 
with you! 

Traditional Approach 
WITHOUT Risk 
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The risks a buyer faces –                           

‘barriers’ to the sale 

Prospects are 
prevented 
from moving 
forward to the 
sale because 
the ‘risks’ are 
too great 

The ‘barriers’ prevent 
good prospects from 
becoming Customers – 
reducing sales and 
customer acquisitions 

Fewer prospects 
become customers 
because the ‘risks’ are 
too great 

Lost Secret Approach – Using A 

Risk Reversal/ Guarantee 
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The risks a buyer faces –                          

‘barriers’ to the sale 

Your guarantee allows 
more prospects to move 
forward with confidence, 
resulting in big 
increases in sales and 
customer acquisitions Your Guarantee 
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As soon as you add a guarantee to your business you…  

 

 Remove the risks so you automatically gain more sales and customers  

 

 Automatically differentiate your business from the competition 

 

 Your prospects will value your business much more, because they’ll 

automatically assume you must be excellent at delivering your product or 

service (“why would they offer a guarantee if their product or service wasn’t 

great?”) 

 

The ultimate is to guarantee the result of your product or service and add a 

‘penalty’ should you fail. Here’s how it looks… 

 
 
            

 

 

 

Please bear this in mind. This one strategy can significantly grow your business 

and quickly! 

 

 

Marketing Asset 6: Sales Barrier Demolition  
 

This takes the concept of guarantees to another level. By focusing on the fears and 

frustrations your customers have with your industry (or your type of product or service) 

as a whole, you can create a multi-step guarantee (Sales Barrier Demolition) which 

completely obliterates any Buyer Hurdles, significantly increasing sales. 

 

For example here’s one we created for a kitchen replacement company (they don’t fully 

strip out the whole kitchen – they simply replace doors, drawers and worktops)… 

 

Our Unrivalled 7-Point MONEY-BACK Guarantee… 

 

1. We guarantee we’ll start when we say we will 

2. We guarantee we’ll start every morning when we say we will 

3. We guarantee we’ll leave your kitchen tidy and clean at the end of each day 

4. We guarantee we’ll never leave your kitchen until we’ve finished it 

5. We guarantee we’ll finish your kitchen when we say we will  

6. We guarantee your bill will be as quoted – not a penny more 

7. We guarantee our products and workmanship for five years 

 

If we don‘t deliver on all seven guarantees 100% of the time – you don’t pay us a single 

penny. In other words, your kitchen is FREE if we ‘foul up’.  

 

 

 

 

 

 

Guarantee the result or 

benefit of product/service 

Penalise the business if 
result not achieved + = 

Perfect 

Guarantee 
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Marketing Asset 7: Reasons Why  
 

Just saying your product or service is this or that much better than your 

competitors, isn’t going to be enough to convince prospects to buy. In addition to things 

like UPB, benefits, testimonials, risk reversal, etc., you must always give what I call 

‘reasons why’. 

 

For example, let’s take a cliché that many people use – “our service is the best”. 

On its own, this phrase is meaningless. It’s regarded as hype or puffery – and therefore 

instantly unbelievable. But if you give the reasons why it’s the best, your claim 

suddenly becomes believable. 

 

People incorrectly assume that their prospects will make choices based on 

minimal information. Sometimes it is true, but in the vast majority of cases your 

prospects need much more information to be able to act decisively and buy. They need 

reasons why. Here’s why… 

 

Before a prospect buys your product or service, they are asking themselves several 

important questions… 

 

 Why should I pay this price for this product or service? 

 If the price ‘seems high’ why should I pay more for it? 

 If the price ‘seems low’ why is it low – is it inferior? 

 Why should I choose you over other businesses providing the same product 

or service type? 

 What makes your product or service better than others? 

 How do I know you won’t let me down? 

 

We could go on and on, but you get the idea. Now, what do you think happens if 

you don’t answer all these relevant concerns? 

 

That’s right, the prospect will turn to someone else. It goes without saying that in 

order for you to acquire BIG increases in sales, you have to give reasons why. 

 

What does that mean? 

 

It means, for example, you need to explain clearly why you charge higher than 

your competitors, you need to explain how and why your product or service is better 

than your competitors, and so on. 

 

Tell them about your expertise. The rigorous lengths you go to, to recruit staff. 

How long you spend training your staff. What steps you take to ensure customer 

satisfaction, and so on.  

 

This stuff is important – really important.  

 

It provides the rationale behind your prospects’ decisions and helps cement the 

sale.  

 

We often think that if we say too much it will repel our prospects. Nothing could 

be further from the truth.  
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Tests have proven time after time that as long as a prospect is interested in the 

product or service they are willing to consume large amounts of information – as long 

as the information provided is interesting and informative. 

 

The more relevant information you provide, the easier it becomes for your 

prospects to make an informed decision. Plus, as long as you give ‘reasons why’, you’ll 

generate many more sales than ever before.   

 

Reasons why are even more important when you create a sensational offer or a 

powerful guarantee/risk reversal/Sales Barrier Demolition Strategy. Why? Because 

every time you state your offer, you must build credibility and conviction. If you don’t, 

people will not believe what you’re saying. It becomes too sensational and therefore 

unbelievable. 

 

This is simple to achieve. All you do is give the reasons why you are offering 

whatever it is you’re offering. For example, here are the ‘Reasons Why’ for the Sales 

Barrier Demolition Strategy shown above… 

 

So why would we do this? Simple. The guarantee states in the open our high level of 

service. Last year we refurbished 2,314 kitchens. Not one of our customers got their 

kitchen for free. That means one thing – we deliver on our promises, and I’m sure you’ll 

agree in our industry this is rare. So for us our guarantee isn’t a risk; but for you it 

delivers complete peace of mind. And that’s important – very important. 

 

Do you see how the ‘Reasons Why’ validate the ‘sensational’ nature of the Sales Barrier 

Demolition Strategy? 

 

 

Marketing Asset 8: Social Proof  
 

What is ‘Social Proof’? Social Proof is basically a psychological trigger that’s 

inherent in all of us. It’s been present in the human race ever since we became humans! 

 

It centres on the fact that we basically just follow what others are doing – we 

follow along. This is even more pertinent when we are in an uncertain situation. It 

makes our decisions easy – in fact, when Social Proof is in operation, our minds go on 

autopilot and we just, through human nature, ‘follow’.  

 

For example, let’s say you’re a football fan and you’re going to a stadium you’ve 

never been to before. You see a crowd heading in one direction so you just follow, you 

don’t even analyse it. 

 

Remember when you were a child and you had a friend or a group of friends and 

you basically did everything they did? Your mother or father would at some point say, 

“If Johnny told you to jump off a bridge, would you do it?” That’s Social Proof. 

 

We are very much influenced by our peer groups, people who we have a 

connection with, people who we are similar to. In this respect, Social Proof is even 

stronger. 
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Every single person in the world is continually being exposed to Social Proof, so 

how can you use it in your MESSAGE? How can you use it ethically to influence your 

prospects and customers to buy from you and to keep buying from you? 

 

Here are the elements of Social Proof you can use… 

 

 Testimonials – The more relevant they are to the people you’re targeting – the 

stronger the Social Proof  

 

 Case Studies – Again, the more relevant the better  

 

 Evidence – Mention in all your marketing how many people have already bought 

(be exact, don’t use rounded figures because that sounds like you’ve made it up). 

Tell them they are ‘just like you’ 

 

 Use Association – You don’t even have to say, ‘Look, these people have bought it – 

so should you.’ Even saying things like ‘Here are some of the people already on 

board’ creates strong Social Proof 

 

 Create ‘Community’ – Strive to create a ‘group’ or ‘community’ of people within 

your target or niche market(s). One of the reasons why Target Marketing works so 

well is, you are in effect targeting a set group or community of people. You can talk 

to them on the same level. You speak their language – you’re in effect creating a 

community around your business and the services or products you provide 

 

 Figures And Statistics – The more ‘proof’ you can use, the better. Strive hard to 

back all your claims up with hard evidence. Statistics and figures about the industry 

you’re in help to add credibility to your Social Proof  

 

 Endorsements – Using celebrity endorsements is taking advantage of Social Proof. It 

doesn’t have to be a celebrity endorsement. It could be anyone that’s well known to 

your target market. Endorsements work because people say, ‘If it’s good enough for 

them – I’ll give it a try.’  

 

All these things will help you take huge advantage of Social Proof and then just 

watch your profits soar.  

 

Marketing Asset 9: Call To Action 
 

Another essential part of the marketing MESSAGE. A call to action needs to give 

the reader a reason to ACT NOW.  

 

You've taken the right steps, your message grabs attention with the headline. It 

keeps the prospect interested because of your offer, UPB and benefits. You've created 

desire. You've proved you can deliver on your promises by adding social proof and a 

guarantee. Only one thing remains – you must get the reader to act and you must get 

them to act now! 

 

Remember, responding is usually inconvenient. More often than not the prospect 

is busy. Other things are more important.  
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It's very easy for your prospect to say to him/herself, “I'll reply tomorrow.” 

Unfortunately tomorrow never comes!  

 

Your number one goal therefore is to get a response NOW. Your call to action is 

all-important in achieving this objective. 

 

Real Life Examples… 
 

 

EXAMPLE #1:  

 

Grabbing valuable floor space in any retailer’s store is a challenge even for well-

known brands. So for a relatively unknown company to get results you need a powerful 

MESSAGE conveying as many Marketing Assets as possible.  

 

THE RESULTS: 
 

This one letter was responsible for millions of pounds in sales. It was sent to 

Courts (once the largest and most successful furniture retailer in the UK). It resulted in 

Courts stocking large volumes of the Kubek furniture ranges throughout the UK 

between 1999 and its eventual closure in 2007. 

 

SUCCESSFUL APPLICATION OF THE LOST SECRET: 
 

1. The letter was sent with a ‘grabber’. A grabber is basically something that helps the 

letter get opened by rising above the clutter. In this case the guys hand-made a solid 

wood frame with ‘COURTS’ engraved in the top of it. It was heavy and very 

impressive and was courier delivered by hand. 

2. A very powerful offer. 

3. Reasons why the offer is being made. This adds credibility to any potentially 

unbelievable statement. 

4. The guarantee. 

5. Bulleted list of benefits. 

6. Social proof in the form of the number of existing retailers and names of the better 

known ones. 

7. Call to action. 

8. Links the letter to the grabber. 

9. Repeat of the offer. 
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EXAMPLE #2:  

 

The marketing assets in this ad combine perfectly to significantly elevate the 

success of the client’s advertising. When you use the marketing assets – it literally 

transforms your original marketing strategies, bringing the business much needed 

increases in sales and profits.  

 

THE RESULTS: 
 

This ad replaced an existing one which had been performing so poorly that the 

owners considered pulling their advertising spend altogether. The new ad ran and 

immediately increased lead generation by over 100%. This in turn increased sales by 

over £30,000. 

 

SUCCESSFUL APPLICATION OF THE LOST SECRET: 
 

1. The headline is based on the headline format of one of the best selling ads of all 

time. It works perfectly in the context of this product. 

2. The ad is written in a personal and conversational style making it fun and interesting 

to read. 

3. The product is introduced in the ad in the context of a solution rather than just a 

product that has a list of functions.  

4. The ad has a photo of the owner with his arm around the product as if it’s a living, 

breathing thing. This creates a personal connection with the owner and the machine 

he is promoting.  

5. Strong social proof in the form of testimonials is provided early on in the ad, adding 

believability to the ad’s claims about the product.  

6. The ad uses a number of key benefits to communicate in limited space what a user 

could expect if they purchased this product. This is in stark contrast to the standard 

feature list that many product ads use, which under inform and in turn under value 

the product in question. 

7. The call to action uses a scarcity tactic which works well as long as it’s believable. 

The results proved that in this case it worked well. 

8. The ad thanks the people that the owner and his staff met at their exhibition stand at 

a local event, further adding the personal touch to the ad. 
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Not Enough Routes To Market Massively Reduce 
The Effectiveness Of Any Marketing Campaign 
 

Okay, we’re making great progress. You’ve got your market right. You’ve got 

your message right. Now what you need to do is deliver the message to the market using 

the most appropriate media channels. And this is something else most businesses get 

wrong.  

 

A media channel is the delivery mechanism used to communicate the MESSAGE 

to the target market. Here is an example list of media channels… 

 

 Newspaper advertising 

 Sales letters 

 Radio 

 TV 

 Web site 

 Fax advertising 

 Yellow Pages Advertising 

 Google 

 Door to door leaflets 

 

The key to your success however is to select as many media channels as possible. 

This is what we call using a ‘multi-media’ marketing approach. Most businesses only 

use one or two media and therefore are missing out on massive potential returns. All 

you have to ask yourself is this simple question…  

 

“Where do my target market look when they need my service/product  

and where can my target market be found?” 

 

Once you have this answer, you can build your media list in preparation for 

delivering your message to the target market(s).  

 

Real Life Examples… 
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EXAMPLE #1:  

 

What we’ve done here is show you the same message being delivered across two 

different media – magazine advertising and door-to-door postcard delivery (there is also 

a third example above with the personal injury Yellow Pages ad). Notice the 

MESSAGE doesn’t change – just the media used to convey and deliver the message. 

This is key to your success. When you have a proven winning message all you need to 

do is use that same message across multiple media channels and you’ll create an 

avalanche of sales and profits. 

 

This first example shows the postcard. 

 

THE RESULTS: 
 

The postcard was sent as part of a series to targeted households. It generated 

dozens of enquiries resulting in tens of thousands of pounds of fee income. 

 

SUCCESSFUL APPLICATION OF THE LOST SECRET: 
 

1. The headline selects the target market (have you had a serious injury?). 

2. With postcards it’s important to have a visual element on the front so it stands out. The 

key then is to link the image to the headline (image of dice and message of ‘don’t take 

any chances’). 

3. The reverse of the postcard is written as a direct response ad. The headline offers the 

unique benefit (Unique Perceived Benefit) of the service. 

4. Powerful sub-headline. Note: Speed is a key motivator in most situations. 

5. Expansion of uniqueness. 

6. Bulleted list of benefits. 

7. Clear call to action. 
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EXAMPLE #2:  

 

The magazine ad. 

 

THE RESULTS: 
 

This double page ad has been running in ‘The Road Safety Guide’ since 2004. It 

has so far generated dozens of enquiries and produced well over six-figures in fee 

income. 

 

SUCCESSFUL APPLICATION OF THE LOST SECRET: 
 

1. The left hand side of the two-page spread is dedicated to social proof. The headline 

makes this very clear to the reader. 

2. You can’t have too many testimonials! Often the price of doing a two-page spread is 

prohibitive, but in this case we negotiated hard and the extra cost was well worth it. 

That gave us the space to include far more testimonials than we ever could in a one 

page ad (or smaller). 

3.  The pre-headline and headline convey the unique perceived benefit – the FREE 

Walk-In Advice Centre’. This has worked extremely well. 

4. The sub-headline includes the guarantee and also conveys a key benefit – ‘you’ll 

meet a solicitor in ten minutes’. 

5. This is a key benefit and it was discovered after carrying out client research. The 

‘home visits’ are not only an important benefit – they also show the company to be a 

thoughtful and caring organisation. 

6. The bulleted list of benefits increases desire further. 
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Thinking “If They’re Not Interested Now They’re 
Never Gonna Be” Reduces Sales  
 

You know what they say? “Timing is everything!” And selling any product or 

service is no different. Just because someone isn’t interested in buying your product or 

service today, doesn’t mean they aren’t going to be interested tomorrow. 

 

That is in essence what ‘The Moving Parade’ is all about. Let us explain this 

further… 

 

Let’s say that at the moment you’re really happy with your car. You’ve got no 

intention of changing it. Therefore every advert, every mailing or any contact you have 

with a car dealer or car manufacturer is wasted on you.  

 

Letters go in the bin without a second thought. You pick up your newspaper when 

the adverts come on TV. You simply aren’t interested. And nothing will prompt you at 

this stage to even consider changing your car. 

 

However, three months later your circumstances have changed. You need to do 

more travelling, and so you decide it’s time to look for a more suitable car.  

 

Now every mailing, advert, or communication to do with cars is instantly given 

attention by you. You’re ‘in the market’ for a new car and you develop an insatiable 

appetite to find out as much as you can about the cars which would suit you best. 

 

This happens every single day when people are buying products and services. If 

you don’t keep in touch regularly with your prospects and customers you’ll never get 

‘lucky’ with the timing – people move in and out of the market, depending on changing 

circumstances (see diagram on the next page). 

 

By keeping in contact at least once a month, the chances that you will hit the 

prospect at the right time are increased tenfold. You will get ‘LUCKY’! 

 

Do this one thing and your sales and profits will increase. Do NOT take this 

lightly. Taking advantage of The Moving Parade is one of the simplest yet most 

rewarding marketing strategies you can apply to any business. 
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The Moving Parade – What It looks Like 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

People/Businesses 
Who Aren’t In A 
Position To Buy – AT 
THE MOMENT 
These people outside 
the ‘Buying Mode’ circle 
are in the target market 
or niche but for a 
number of reasons they 
will not buy at the 
moment. 

 

Target or Niche Market  

 

The Result  
Using The Moving Parade to 
your advantage by 
constantly keeping in touch 
with the target market and 
your customers means when 
movement occurs out of non-
buying mode into buying 
mode by any prospect, you 
have a high probability of 
getting the sale. 
 

People/Businesses Who Are 
Ready To Buy Right Now 
These people inside the 
‘Buying Mode’ circle are ready 
to buy right now – remember, 
they can only buy from you or 
your competitors. 
 
Using the Marketing Assets 
helps you win a large 
proportion of these customers. 

The Moving Parade: 
People/Businesses That 
Either Become Buyers Or 
Non-Buyers 
People or businesses move in 
and out of ‘buying mode’ all the 
time. Circumstances change 
resulting in people or 
businesses either becoming 
buyers or non-buyers. This 
movement in and out of 
‘buying mode’ is called The 
Moving Parade. 

Prospects In 
‘Buying Mode’  
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Real Life Examples… 

 

EXAMPLE #1:  

 

A good example of the Moving Parade is the time after a quotation is requested by 

a prospect. Most businesses just wait for the prospect to phone back once they’re ready 

– but they still need communicating with regularly. Obviously you don’t know when the 

timing is going to be right for each prospect. Therefore regular follow-up will enable 

you to get ‘lucky’ and win more business – much more business. This letter shows the 

first stage of the follow-up sequence.  

 

THE RESULTS: 
 

This is the follow-up letter that’s sent after the quotation – assuming the prospect 

doesn’t get in touch. It is sent 4 weeks later. Combined with the sales letter 

accompanying the quote the follow-up letter has helped increase sales conversion from 

31% to 67%. 

 

SUCCESSFUL APPLICATION OF THE LOST SECRET: 
 

1. The headline acknowledges the fact that the prospect hasn’t been in touch since the 

quote was sent. 

2. It’s very important in the first paragraph to reference the fact that no response has 

been received and this could be because of several factors. Tests have proven that by 

mentioning the earlier letter/quote this engages more with the prospect and increases 

response. 

3. More social proof in the form of a recent testimonial.  

4. Reiteration of the guarantee. 

5. Call to action. 

6. The P.S. shows the caring side of the business. Incidentally the more of this you do 

– the more sales you’ll get. Demonstrating to prospects that you’re a caring 

organisation and will try and help as much as you can – even if it’s in regard to a 

sale is very powerful! 
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<Name & Address> 

 

 

 

 

 

 

 

 

 

We Haven’t Heard From You Yet… 
Have You Any Unanswered Questions? 

 

Dear <Name> 

 

It’s been several weeks since you contacted us and we sent our quote. We 

haven’t heard from you so I just wanted to make sure you did receive our quote and 

second to make sure we’ve answered all your questions. You may even have some 

doubts or fears. I hope I can put your mind at rest.   

 

In fact we recently received the following letter from one of our customers. 

Please read it carefully… 

 

Dear David 
 
Thank you for your superb repair to the Bristol cylinder block 
and also for the prompt service. Your co-operation is greatly 
appreciated. 
 
During the course of sixty years in the Trade I have seen 
numerous examples of cold-stitched repairs; none could 
approach the quality of your workmanship for strength, security, 
durability, accuracy and neatness.  
 
I really do have pleasure in enclosing my cheque in settlement 
of your reasonable charge as per your invoice No. 2026. 

 

Peter Thetford  
Motor Engineer, Mathon, Worcestershire. Tel: 01684 540935 

 

We get many great letters like this from satisfied clients. My hope is that after 

reading this letter all your fears will be reduced or at least pushed to one  

 

Please turn page… 

 

 

 

1 

2 
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side. But if this isn’t enough we do offer this unique risk free guarantee which no-one 

else in our industry dares offer… 

 

 

Guarantee 1: We guarantee to solve your problem or you 

won’t be charged AND we’ll give you £250.00 for your 

inconvenience 

 

Guarantee 2: If in the first 12 months the same problem re-

occurs we’ll fix it at no cost to you OR we’ll refund the money 

you paid in the first place 

 

Guarantee 3: We will repair the cast-iron component by 

retaining as much of the existing parts as possible, or we will 

replace them with an exact copy. It will look and perform as 

good as new 
 

(please note for obvious reasons we cannot guarantee competition engines on 
this basis) 

 
 

Our guarantee demonstrates the confidence we have in our ability. I hope you 

can trust us to help solve your problem just like we’ve done for hundreds of other 

people like yourself. I promise you won’t regret it! 

 

Please call us on <Name> to place your order. Thank you. 

 

Regards 

 

 

 

 

Dawn Baker 

 

P.S. If you do have any questions or nagging doubts please give us a call – we’re here to 

help. Thank you. 
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Short Sighted Businbess Owner Attitudes Cause 
Marketing To Be More Expensive And Less 
Effective  
 

We can go into almost any business and release thousands of pounds of revenue 

and profit, literally overnight. We can do this NOT because we’re expert marketers (we 

are), but because we tap into ‘The Acres Of Diamonds Principle’ that every business 

possesses. 

 

You see the difference between ourselves and most other people, is we know 

where to look, and we know what to do  

 

What is this ‘Acres Of Diamonds Principle’, I hear you ask? 

 

Let us explain… 

 

One of the most interesting Americans who lived in the 19th century was a man 

by the name of Russell Herman Conwell. He was born in 1843 and lived until 1925. He 

was a lawyer for about fifteen years until he became a clergyman. 

 

One day, a young man went to him and told him he wanted a college education 

but couldn't swing it financially. Dr. Conwell decided, at that moment, what his aim in 

life was – besides being a man of the cloth, that is. He decided to build a university for 

unfortunate, but deserving students. He did have a challenge, however. He would need a 

few million dollars to build the university. For Dr. Conwell and anyone with real 

purpose in life, nothing could stand in the way of his goal. 

 

Several years before this incident, Dr. Conwell was tremendously intrigued by a 

true story – with its ageless moral. The story was about a farmer who lived in Africa and 

through a visitor became tremendously excited about looking for diamonds.  

 

Diamonds were already discovered in abundance on the African continent and this 

farmer got so excited about the idea of millions of dollars worth of diamonds that he 

sold his farm to head out to the diamond line.  

 

He wandered all over the continent and as the years slipped by, his constant 

searching for diamonds and the wealth they would bring were never found. Eventually 

he went completely broke and threw himself into a river and drowned. 

 

Meanwhile, the new owner of his farm picked up an unusual looking rock about 

the size of a country egg and put it on his mantle as a sort of curiosity.  

 

A visitor stopped by and in viewing the rock practically went into terminal 

convulsions.  
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He told the new owner of the farm that the funny looking rock on his mantle was 

about the biggest diamond that had ever been found. The new owner of the farm said, 

“Heck, the whole farm is covered with them” – and sure enough it was. 

 

The farm turned out to be the Kimberley Diamond Mine...the richest the world 

has ever known. The original farmer was literally standing on ‘Acres of Diamonds’ until 

he sold his farm. 

 

Dr. Conwell learned from the story of the farmer and continued to teach its moral. 

Each of us is right in the middle of our own ‘Acre of Diamonds’, if only we would 

realise it and develop the ground we are standing on before charging off in search of 

greener pastures.  

 

Dr. Conwell told this story many times and attracted enormous audiences. He told 

the story long enough to raise the money to start the college for underprivileged 

deserving students. In fact, he raised nearly six million dollars and the university he 

founded, Temple University in Philadelphia, has at least ten degree-granting colleges 

and six other schools. 

 

When Doctor Russell H. Conwell talked about each of us being right on our own 

‘Acre of Diamonds’, he meant it. This story does not get old...it will be true forever... 

Opportunity does not just come along – it is there all the time – we just have to see it. 

 

So how does this relate to you and your business? Any ideas? 

 

Well, by far and away the most lucrative part of your business is your customer 

base… 

 

It’s your customers who are your ‘Acres Of Diamonds’. 

 

Yes, no surprise there, but tell me why 99% of organisations don’t ever tap into 

the most lucrative part of their businesses? 

 

Once a new customer is acquired it’s your duty to enrich their life by giving them 

more value. More services. More products. More benefits. This is known as ‘Back-End 

Selling’. And when this is carried out successfully (it isn’t hard when you know how!) 

you’ll release so much cash, you’ll wonder what to do with it. 

 

There are a number of strategies you can use, but remember your MESSAGE and 

the Marketing Assets still need to be used. Example strategies to customers include… 

 

 Up-selling and cross-selling 

 Using a ‘Buyers Remorse Letter’ to cement the sale and make another 

immediate offer 

 Customer reactivation letters 

 Customer Offer letters to sell other products or services 

 Customer Incentive Reward Systems  

 

As long as you look after your customers, they’ll keep buying from you – but you 

must keep selling to them – or someone else will!  
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Real Life Examples… 

 

EXAMPLE #1:  

 

A Buyers Remorse Letter. 

 

THE RESULTS: 
 

This letter is sent to customers using O’Briens for the first time. The letter 

solidifies the relationship and 71% of new customers place their next order within 10 

days. 

 

SUCCESSFUL APPLICATION OF THE LOST SECRET: 
 

1. The headline says it all! Thanking the customer is a forgotten courtesy these days. 

2. The first sentence just reinforces the fact that the customer has chosen O’Briens for 

their outside catering needs.  

3. These next few paragraphs outline why the customer has made a good decision and 

reinforces O’Briens dedication to service. 

4. End with a thank you. 

5. Although a buyers remorse letter is used to reduce any doubts a customer or client 

may have about their purchase, it also gives you a great opportunity to add another 

offer. The P.S. here does a great job. 
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<Name & Address> 

 

 

 

 

 

 

 

Thank You… 
 

Good Morning <Name> 

 

Thank you for your order. We are delighted you’ve chosen O’Briens for your 

catering needs. 

 

I’d like to take this opportunity to assure you that everything we do for you will 

be of the highest quality. At O’Briens we don’t just say these words we actually live 

them.  

 

All the team at O’Briens has been through a rigorous training schedule – even 

our several part time people. Whether you call or come to the shop in person, you 

should expect to receive the warmest of welcomes and the utmost courtesy from all my 

team. 

 

Our aim is to consistently surpass your highest expectations. Of course even the 

best make mistakes from time to time. So if you ever feel you’ve been let down no 

matter how trivial the matter may be, I really would like you to give me a call to discuss 

it. We can only continue to excel if our customers help us! 

 

 I’ve outlined the details of your order on the enclosed form. Please check it 

thoroughly and let us know if you want to alter anything. 

 

We are all looking forward to working with you. Thanks again <Name> for 

having the confidence to use our specialist catering services. 

 

Kind regards 

 

 

 

Rosemary McIvor 

 

P.S. As a special ‘thank you’ I’d also like to extend to you our ‘Valued Customer Next 

Order Discount’. If you place your next order within the next 10 days we’ll give you 

15% off. Please call us on <Number> to place your next order. 
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EXAMPLE #2:  

 

Customer offer letter. 

 

THE RESULTS: 
 

This offer letter was sent to existing customers in an effort to sell off excess stock. 

Within 7 days the entire stock was snapped up by existing customers. 

 

SUCCESSFUL APPLICATION OF THE LOST SECRET: 
 

1. When the offer is strong it’s so easy just to lead with it in the headline.  

2. The opening is a proven way to start any letter on the proviso that your letter is 

going to be short and to the point! 

3. Communication of the offer in full. 

4. Expansion of the offer and the added incentive that the offer is only available to 

existing customers. 

5. Scarcity is important with all your offers. What you want to do is reduce 

procrastination. The more specific you are the better. As I mentioned above this 

offer actually sold out in just under 7 days (not 10 as we initially thought). 

6. Strong call to action. 
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Buy 3 Atlas frames  
and get one FREE 

 
Good Morning 
 

This letter is going to be short and to the point. 
 

Buy any three Atlas frames and get one FREE. That’s it. No strings. All 
I ask is you choose your FREE Atlas frames from models A6, A7, A8, A9 and 
A13 (please see your Olympus Brochure). 

 
We’re getting to the end of the year and I’ve just finished doing my 

annual stock take. The children’s models A6-A9 and A13 are surplus stock. 
Just buy any three Atlas frames and choose your FREE frame from these five 
models. By the way this offer is only available to our current customers! 

 
There are only 694 FREE frames available. I expect to sell out within 

the next ten days – so you’ll have to be quick to take advantage!  
 
Call us now on <Number>, or speak to your Olympus Sales Agent. 

Alternatively complete the "Urgent Fax Back Form" enclosed and fax it to us 

on <Number>.  
 
 Thank you for your continued business. 
 
Kind regards 

 
 

 

 
 

Gary R Goulden 
Managing Director 
 
PS Remember this offer is only available while stocks last. Call us now 

on <Number>. 
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Most Marketing Materials Are Boring And Lack 
Personality  
 

If you stood back a second and looked at your marketing material could you 

honestly say that it jumps off the page at you in terms of personality or out of the box 

thinking?  

 

If the answer is “no” then I’m sure this next section is exactly what you need.  

 

You see one of the main reasons why many marketing campaigns and materials 

are unsuccessful is that they ‘bore the pants’ off poor unsuspecting customers and 

prospects who have to read them. 

 

 For example, many businesses have tried and failed to market their products or 

services via Direct Mail or Newspaper Advertising. One of the main reasons why their 

marketing isn’t working is simply this… the ‘way’ these materials have been created 

lacks impact. In other words the ‘HOW’ is all wrong! 

 

So to get fantastic results with all your marketing you have to know ‘HOW’ to 

incorporate personality and innovative marketing approaches that grab attention. We’ve 

revealed many of our secrets in this document to help you get the HOW, right. 

 

And here are some great examples of companies getting the ‘what’ right, but 

failing miserably on the ‘HOW’. We’ve shown you the ‘before’ (not the right way) and 

‘after’ (the right way) so you can see the effect of the ‘HOW’ in full flow… 

 

 

Real Life Examples… 
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EXAMPLE #1:  

 

Magazine advert. 

 

THE RESULTS: 
 

The original ad was just about breaking even, but unable to bring a return for the 

business. 

 

The new ad has been running for over six years now in all the main print 

publications across the world, generating hundreds of enquiries. Resulting sales from 

the Information Pack (sales letter) runs into the multi-million category. 

  

SUCCESSFUL APPLICATION OF THE LOST SECRET: 
 

1. The ‘pre-headline’ leads the reader into the main headline with an important 

promise (now you can save thousands of pounds…). 

2. The headline structure used here is a proven money-maker. Taken from the all time 

classic John Caples ad – ‘They Laughed When I sat Down At The Piano, But When 

I Started To Play…’ it’s very difficult not to continue after reading this. 

3. The ‘problem/solution’ type opening is very powerful – especially in this example 

where the problem is an industry recognised problem. 

4. The solution is described in scintillating detail and backed up with social proof 

(already hundreds of printers…). 

5. Social proof is then extended further with powerful testimonials supporting the 

claims revealed earlier and in the headline. 

6. Showing the product in action or the benefit of the product are the only ways to use 

photos in any ad or sales letter. Many designers and marketers make the big mistake 

of making the product itself the star of the show. Remember people don’t care about 

the product they only care about ‘what it will do for me’. Although it’s hard to see in 

this example the photo shows the before and after shots of using the product. 

7. A bulleted list of compelling benefits increases the desire of the reader. 

8. The guarantee is alluded to here. 

9. A clear and concise ‘call to action’ is important to communicate what the reader 

must do to get the offer (the FREE Tri-Creaser Information Kit’). 

10. Adding the coupon increases response by 100%.  
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BEFORE 
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AFTER 
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EXAMPLE #2:  

 

Lead generation letter. 

 

THE RESULTS: 
 

The original letter did work, but only at a fraction of the results of the new letter. 

Notice in the original letter, the offer is almost hidden, yet it is a fabulous offer. 

 

As you now know, this is what we call a ‘Loss Leader’ offer. Over the years this 

has generated well over a million pounds in increased sales. 

 

SUCCESSFUL APPLICATION OF THE LOST SECRET: 
 

1. The word ‘FREE’ is THE most powerful word in the English language. Combining 

it with the right offer and it’s almost impossible to fail.  

2. When you can quickly and clearly state the offer and your letter is short – this 

opening is a proven way to engage the reader quickly. ‘Here’s the deal’ just gives it 

to the reader straight and they know within a few seconds they’re going to get the 

offer explained to them. 

3. If you have a great, or better still sensational offer you MUST back it up with what 

we call ‘reasons why’. When you do this you validate the offer and make it 

understood why you’re making the offer in the first place. Without ‘reasons why’ 

people may think it’s too good to be true – and will simply not respond. 

4. Beat procrastination with a limited offer. 

5. The P.S. reinforces the offer clearly. 

6. The letter includes a ‘leaflet’ reinforcing the offer a proven model for direct 

response – letter + leaflet + response form). 

7. The inside of the leaflet explains more about the offer and gives information about 

the company. 

8. The leaflet includes a tear off response form – which will always increase response. 
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BEFORE 
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AFTER 
 

 

 

 

 
 

 

<Name and address> 

 

 

 

 

 

 

FREE Full Size, Full Colour 

Exhibition Poster Worth £110.00 
 

Dear <Name> 

 

Here’s the deal: 

One full-size, full-colour exhibition print of your 

own design - totally FREE. 

 

 I’ll even include a free scan if you need it. 

 

I’m not talking about a mock-up. I’m talking about the 

real thing. Perfect for any exhibition. 

 

So why am I doing this? 

 

Quite simply, I’ve found that as soon as people see 

our work they like it. They like it a lot! And I’ve learnt 

that by providing a free poster we stand a better chance of 

getting your business.  

 

I suppose the “proof is in the pudding”. You see from 

the poster just how good we are. And that’s it. No strings. 

No obligation.  

 

So what’s the catch?  

 

Well there isn’t one - as long as you respond quickly. 

I  

 

 

Over, please… 

 

 

1 
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can only afford to produce 25 free posters, so the quicker 

you reply, the less likely you are to be disappointed! 

 

Just fill in and return the reply-paid card that came with 

this letter. You don’t even need a stamp. As soon as I 

receive it, I’ll call you to discuss your requirements.  

 

Alternatively, you can call me on <Number>. That way 

you can beat the rush and receive your free exhibition 

poster a day or so quicker! 

 

I look forward to speaking to you. 

 

Regards 

 

 

 

 

John McVay 

Managing Director 

 

P.S. Don’t delay. I can only afford to produce 25 FREE 

exhibition-size posters. Call me now on <Number>. 
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EXAMPLE #3:  

 

Lead generation letter. 

 

THE RESULTS: 
 

The first letter is typical of most professional service type letters – very weak on 

MESSAGE and marketing assets. 

 

The new letter produced a 6% response from the target list of architects (423 

strong). 25 meetings were held with 16 new clients acquired. Over the years this one 

letter has been responsible for over £540,000 of increased business. This is another 

great example of matching the message to the market. 

 

SUCCESSFUL APPLICATION OF THE LOST SECRET: 
 

1. The ‘gimmick’ (cheque) replaced the headline and ensured the letter was read. This 

is the only time when you can risk not having an attention grabbing headline – the 

gimmick acts as a replacement. The client was nervous about using the cheque (with 

the risk of having to hand over £25 each time an architect felt the meeting was a 

waste of time), so we offered to pay for every cheque they had to hand over. Our 

outlay for this was a big fat ZERO. 

2. When selling a service (professional or otherwise) you build value and 

differentiation in the market place by creating a name for the service. In this 

example ‘Architects – The 5 Elements Of Success’ was created after researching the 

target market to establish exactly what they wanted. 

3. The letter is pinpointed on the exact target market (architects). This automatically 

resonates and connects with the target market and as a result response will always be 

considerably better than just a general widespread approach. 

4. The research identified the most important and relevant aspects the target market 

needed. The 5 key elements were then included as a ‘standard’ part of the service. 

5. Social proof is again important here. It’s important the social proof is perfectly 

matched with the target market. Therefore a testimonial from an architect focused 

on the important benefits automatically connects with the reader. 

6. Multiple and simple response mechanisms are important. 

7. The offer is reinforced in the P.S. (remember the P.S. is the second most read 

element of any sales letter and therefore a huge missed opportunity if it isn’t used to 

reinforce the offer). 

8. More testimonials on a separate sheet – reinforces the social proof. 

9. Including a separate ‘order form’ will always increase response when written 

correctly. 
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BEFORE 
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AFTER 
 

 
 
Dear 

As you can see, I’ve made out a cheque for £25.00 to you 

and stapled it to the top of this letter.  

 

My purpose is simple. I want to draw your attention to our 

new service - “Architects - The 5 Elements of Success”. This is 

specifically developed for architects like you. 

 

You may think that what we are offering seems quite 

difficult to believe. That is why I am prepared to sign the 

cheque and hand it over to you without quibble if, after 

listening to me explain what we have to offer, you think I’ve 

wasted your time. It’s as simple as that. There are no strings 

attached. There’s no obligation to commit yourself to anything. 

Just spare me half an hour of your time. 

 

I think you’ll find it one of the most valuable half-hours 

you’ll ever spend. I have good reason to believe this because 

over <AMOUNT OF APPROX CLIENTS> firms like yours are already 

good clients of ours.  

 

We thought it was about time that we addressed the common 

frustrations and needs architects have when dealing with 

structural engineers.  

 

Over the last 12 months this research has helped us identify 

five main characteristics that architects want. As a result we 

have transformed our service to meet these needs. We call it our 

“5 Elements of Success”.  

 

Architects – The 5 Elements of Success 
 

1. Speed of Response, Accuracy and Clarity 
 

Instant response. That’s what you need. That’s what you 

get. All partners have mobiles (which are always turned on!) and  

each office has e-mail with high-speed modem and ISDN 

connections. We can supply you with drawings in any format such 

Please turn page… 
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as on disk, on paper or direct to you by e-mail. In fact, we go 

to such lengths as giving you our home numbers for emergencies 

(i.e. out-of-office hours). Whatever the time, you’ll always be 

able to contact us. This ensures that there are no more 

frustrations for you or your client. 

 

Of course, it’s not just the speed of response that’s 

important. Clear, accurate and positive feedback is also 

essential. That’s what you receive. 

  

2. Decisiveness and Positive Solutions 
 

I know indecision is quite common with structural engineers. 

And I know how infuriating it is for you. All you want is a firm 

positive solution every time - and that’s what you get! 

  

3. Input on Every Project at Partner Level 
 

All our projects are important. That’s why we attach a 

partner to each and every job. You know that your work is having 

the best input at all times. Never again do you have to worry 

about personnel having a lack of experience on your project. 

 

4. Practical, Flexible and Cost-Effective Solutions that Meet 
Your Brief 

 

Unfortunately, structural engineers are sometimes too rigid 

in their designs and therefore not practical enough. As a 

result, the most cost-effective design is overlooked. Worse 

still, some commit the dreaded sins of over-design and producing 

solutions that don’t meet your brief. 

 

We understand how important it is that these frustrations are 

never realised. 

 

We strive hard to find the most economical solution to any 

structural problem or circumstance. With this approach we can 

sometimes save more than the fee in the cost of the contract.  

 

We try to make the structure fit what the architect wants. We 

work with you in total harmony throughout the project. 

 

5. Clear, Readable Drawings and Details in Layman Terms 
 

Where necessary (i.e. dealing with the client) we explain 

complex engineering matters in simple terms. In fact, we produce 

a ‘Layman’s Summary Sheet’ to go with the calculations for every 

job. Clients love this because they can actually understand what 

is going on.  

Furthermore, you’ll love it too, because your client sees  

the sheet as another benefit of your service. You also need 

drawings and details that are readable and clear. There’s 

nothing worse than you having to ring the engineer back saying 

that you cannot understand the drawings because they’re not  

 

Please turn page… 
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clear enough. 

In addition, we understand how valuable it is that you 

receive information from us as soon as possible. We therefore 

provide you with details at an early stage to help you work up 

your drawings. You see,  

we’ve taken the time to find out what architects like you need. 

Our whole company operates around these needs, and concentrates 

on fulfilling them.  

 

Don’t just take my word for it. The orange “Testimonial 

Sheet” I have enclosed with this letter describes what some of 

our clients think about us. For example: 

 

“Paul Reading & Partners have thought very 

hard about what is important to us. 

Partner contact at each stage of the 

project is essential, as well as solving 

problems quickly in a positive manner 

without compromising other aspects of the 

design.  

 

“After we came to Paul Reading & Partners 

they quickly convinced us of their merits, 

which do set them apart from other 

engineers.” 

Tony Rodgers - Bundey & Rodgers  

   (Chartered Architects) 

 

I’m not that naïve to think that you will appoint us on 

the strength of this letter (although I would be delighted if 

you did). I also understand that you will have one or more 

engineers that you already use.  

 

What I’d like to suggest is that we meet up to discuss 

exactly what we can do for you. This will also give you the 

opportunity to see how easy we are to get on with. 

 

You can then decide to start using us for one-off jobs. 

That’s when you’ll really start to see the difference!  

 

I’ve enclosed your ‘Architects Special Appointment Sheet’ 

for you to fill in and return to me. Simply place it in the 

envelope provided (you don’t need a stamp). Once I receive it 

I’ll personally contact you to arrange an appointment. 

Alternatively, you can call me on <NUMBER> or fax the sheet back 

on <NUMBER>.  

 

Regards 

 

<NAME> 

Partner in Charge of X office 

 

P.S. Remember, if you think I’ve wasted your time after we meet, 

I’ll gladly sign the cheque and hand it over to you without 

quibble. 
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Most Marketing Is An After Thought At Best And 
Is Carried Out On An ‘Ad Hoc’ Basis  
 

When you study successful businesses (as we have) one thing is apparent in all 

of them – they use a marketing system one which gives them consistent and 

repeatable results. A system that drives the business forward. A system that enables 

the business to grow at the desired rate. 

 

For consistent growth you absolutely must have a marketing system. You 

cannot hope to achieve great results with ad hoc marketing. The example shown is the 

Essential Business Growth System For Small & Medium Sized Businesses...  

 

 

Real Life Example… 

 

EXAMPLE #1:  

 

Our ‘Essential Business Growth System’ has been responsible in various forms 

for generating hundreds of millions of pounds all over the world. It is arguably the 

most successful small and medium-sized business marketing system ever created. 

Easy to apply. Simple to execute. And above all produces consistently excellent 

results. Plus, when you become a client of John Harrison and Company you can 

acquire the system for just £497 (that’s a genuine discount of £500)! 

 

The diagram shown is the ‘high level’ view of the system.  

 

THE RESULTS: 
 

Hundreds of millions of pounds in profits worldwide.  

 

SUCCESSFUL APPLICATION OF THE LOST SECRET: 
 

1. Preparation – Important elements required to ensure the success of the three 

‘Business Multipliers’ (Lead Generation, Sales Conversion and Customer 

Maximisation). 

 

2. Lead Generation – focuses primarily on implementing the lead generation Tactics 

and Media Pieces to generate a constantly full ‘Enquiry Funnel’. 

 

3. Sales Conversion – focuses primarily on converting as many enquiries into 

customers. The use of specific Tactics and Media Pieces are also critical here. 

 

4. Customer Maximisation – focuses primarily on optimising the sales and profits 

from new and existing customers. This is when real wealth occurs. 
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The Essential Marketing System For Small & 

Medium-Sized Businesses 
 

delivers more enquiries, more sales, more new customers and more 

income from existing customers – guaranteed! 
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We hope you’ve enjoyed this journey with us. You should now have a much 

clearer understanding of the 8 Lost Secrets and how you can use them in your 

business.  

 

The good news is if you decide to become a client of John Harrison and 

Company you’ll get four of our most sought-after business growth services worth 

thousands of pounds - absolutely FREE and heavy discounts on all our business 

growth products. You cannot get this with any other accountant in this area! 

 

So if you’re genuinely serious about growing your business and you’re looking 

for an accountant with a difference, who genuinely cares about the financial health 

and growth of your business, now really is the time to make the change and use the 

services of John Harrison and Company. Thank you. 

 

 

 

 

 

 


