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Introduction

From The Desk Of:

Michael Masterson

How to Make Your
First Million in Mail-Order
“The critical ingredient is getting off your butt and doing something.
It’s as simple as that. A lot of people have ideas, but there are few who decide
to do something about them now. Not tomorrow. Not next week. But today.
The true entrepreneur is a doer, not a dreamer.”
— Robert Browning
Thanks for joining me in my latest project, Direct Marketing University
Masters Edition: Start and Run Your Own Profitable Dream Business.
What we are about to do has not been done before. There are plenty of books
and seminars out there in direct marketing, but never before a practiced course
that can give you an elite training program whose entire purpose is to make
successful, high-income, mail-order (direct response) entrepreneurs.
The program is based on the success I’ve had teaching friends and family
members how to get into the direct response business:
■

One family member declared bankruptcy less than five years ago. Today, he
is making a six-figure income, owns two cars, a $350,000 home, and a
business he loves that will one day (probably very soon) be worth $1 million.

■

A childhood friend makes more than a quarter-million dollars a year and
lives a life in Miami’s South Beach that can only be described as the
ultimate lifestyle of a single man.

■

Another friend is pulling down a similar income — and is doing so from
his country house in Vermont, where he spends much of his day enjoying
skiing, hiking, and biking in one of the most beautiful parts of the country.

■

An ex-neighbor of mine was working in a prison-release program paving
parking lots when I met him. Today, he and I are partners in a multimilliondollar real-estate business — and he’s got his own direct-marketing
business that’s netting him more than $2 million a year in income.

■

A guy who used to sell me pens and pencils asked me to teach him the
direct-marketing business. I did, and today he has a business that is not
only worth more than $5 million, but it also allows him to come into the
office late, leave early, and take three-day weekends and long vacations.
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■

A young lady who came to work for me as a copyeditor now makes a
six-figure income in a direct-mail business she loves that may soon be
purchased for more than $1 million.

■

My babysitter’s new husband was working as a junior accountant for a
local business when I started helping him. Today, he and his bride live in a
beautiful house, drive two brand-new luxury cars, and enjoy a lifestyle that
the CEO of a multimillion-dollar, direct-mail-based operation can expect.
None of these people are selling the same product.
None are selling multi-level marketing or get-richquick schemes. Each is in a legitimate business that he
or she loves.

Most importantly, none of these people are dependent on me anymore
(although I have retained relationships with some of them). They are all
independent, earning their own fortunes, taking care of their own lives, free from
money worries and job hassles, and confidently looking forward to early retirement.
If that sounds good to you, if you think you might want this kind of
opportunity in your life, then you certainly signed up for the right program when
you joined this course!
It’s very exciting! Can you see yourself running your own direct-marketingbased company? Can you visualize your success? Depositing the checks? Watching
your bank account grow? Telling your boss you don’t need him anymore? Buying a
new luxury car or vacation home for cash? Becoming a multimillionaire and
achieving complete financial independence?
I’m pretty fired up about our little boot camp for direct-marketing
entrepreneurs. I’m anxious to get you moving from wherever you are today (in
terms of knowledge, experience, and preparation) to success — as fast as is
humanly possible.
I’m ready to teach you everything I know about direct marketing. And to
guide you in setting up your own business (or in developing your existing
business) with direct-marketing methods.
I’m hoping, in fact, that this will be something that you’ll one day refer to as a
pivotal experience in your wealth-building life.
What I intend to do with you and your classmates is to do, again, what I’ve
done with about two dozen friends and family members in recent years:
■

show you, honestly and candidly, how I have built dozens of
million-dollar direct-response businesses

■

work with Bob Bly, one of the nation’s top mail-order copywriters and
consultants (see www.bly.com), to give you that information in small,
sensible doses — so you can learn as quickly as you want to, without
ever getting lost
Direct Marketing University The Masters Edition: Start and Run Your Own Profitable Dream Business
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■

give you a plan to shift away from the dependency you may have on your
current job or business to a life where you can be more independent

■

give you plenty of great ideas for businesses that will fill you with passion

■

help you avoid all the major pitfalls that people who try direct marketing
on their own often stumble into

■

teach you how to increase your income by working less

■

give you a genuine chance to make a ton of money and retire early

That may sound like a lot to promise but that is exactly what I have done for
the people I have coached.
I’m going to do whatever it takes to make this project a success. I’ve started by
pulling together the ALI Team, our colleagues at the American Writers & Artists
Institute (AWAI), and some of our top direct response partners here in Florida,
and we’ve brainstormed about how this can be done.
To get the best results from our program, you must do each assignment, exercise
and quiz throughout the course. These assignments and exercises have been selected
for you by direct response experts. We’re guiding you so that you will be able to
follow in our footsteps.
Each exercise will be a step toward creating a complete Marketing Plan for your
business — something you’d normally pay an experienced consultant $2,500 to
$10,000 to create for you. We can help you along the way with any assignments that you
are having difficulty with. You may send both your marketing plan and your promotional
copy to us for critiquing. A direct response expert with hands-on experience in building
successful campaigns and businesses will provide feedback for you.
Included with the course are eight CDs with interviews from very successful
direct-marketing entrepreneurs. The first four interviews are included with this
installment and the last four will be sent to you with your 6th installment. Again,
these aren’t get-rich-quick guys… they’re genuine direct-marketing leaders who
have built multimillion-dollar businesses by following the very same techniques
you’ll be hearing about. We’ve picked their brains and discovered their secrets —
so if you think you’d like to do what they do, you’ll know just how to go about it.
I’m going to teach you secrets that very few people know. I’m going to show
you how the direct-mail business really works as a serious, money-making
business — which is very different from 95% of what you’ll find in the “get-richquick-in-mail-order” books and tape programs and seminars that are on the
market today.
From what I’ve seen (and I’ve seen plenty), there are two kinds of direct-mail
programs out there:
1. academic books written by marketing consultants who have never
actually built a direct-mail business, and
How to Make Your First Million in Mail-Order
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2. seminars and programs created by mail-order entrepreneurs who have
sold only one thing in their lives — their own programs on how to get
rich in mail-order!
This is a major point, one worth dwelling on for a moment. While we were
talking about how to put this program together, Bob Bly said to me:
“If you ask me, the biggest difference between what we
are going to do and what has been done before is you,
Michael. You are not some one-trick pony making a
hundred grand a year by selling a book of direct-mail
truisms — or an e-book on how to sell e-books online.
You have built dozens of direct-marketing businesses in
dozens of different areas. Some of these businesses were
million-dollar enterprises, some were worth tens of
millions, and at least two were really big — more than
$100 million. Nobody else out there — and I know who’s
out there — has that kind of experience.”
How could I deny such praise?
But seriously, I sensed Bob was right. Most of the stuff out there about direct
marketing is written by people who only know how to promote themselves. In my
30 years of experience in this business, I’ve worked on many successful projects.
Here is a quick list — just off the top of my head:
●

political and economic news reporting

●

academic-book publishing

●

financial-newsletter publishing

●

travel books and newsletters

●

real-estate books and seminars

●

jewelry

●

nutritional supplements

●

career counseling

●

rare coins

●

fine art

●

graphic arts

●

books and records

●

lottery systems

●

asset-protection plans

●

seminars and conferences

●

business counseling

●

martial arts

●

copywriting

●

perfumes

●

international real estate

●

luxury homes

●

home-study courses

●

business opportunities.

I could probably triple that list if I thought I needed to make the point.
Whatever your current business or future business interests may be, I’m sure
I’ve had enough experience of one sort or another that I can help you.
Maybe I’m overconfident, but I don’t think so. I believe I can really help you,
really teach you what I know. And I’m confident that under Bob’s leadership, and
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using the talents and resources of both the AWAI and the ALI staffs, we’ll give you a
program that will be worth many, many times what you invest in it.
Between us all we have well over a century’s experience in mail-order.
Our experts include Bob Bly with over 20 years of direct marketing experience;
Sandy Franks with almost 20 years experience in marketing information and how
to products; Deeba Jafri with 17 years direct marketing experience by phone and
mail with both business to business and business to consumer products; and
Katie Yeakle as CEO of AWAI adds creative expertise and practical businessbuilding skills to our team.
My main goal is for us to work with you until you succeed. But you have to
help, too. Specifically, you will need to complete the exercises and quizzes we give
you and submit the assignments so that we can make sure you are headed in the
right direction.
There is no other program quite like this one. Learning the way you’re going
to learn will be as close as I can make it to the way it was for the friends and
relatives I’ve helped before.
Your first lesson is enclosed. So… what are you waiting for? Read the material,
do the work, send us your questions — and within 12 months from now, you
can be well on your way to earning $100,000 to $1 million a year or more in your
very own direct-response business. Just like the others I have already trained and
made successful.
Best Regards,

Michael Masterson

How to Make Your First Million in Mail-Order
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The Hidden Secret
of Mail-Order Success:
Finding a Market
in Search of a Product
“I know of no business in the world that requires such
a small investment to start, yet holds the promise of such
tremendous financial gains as mail-order. There are
literally hundreds of people today who went into the
mail-order business a few years ago with extremely
small sums of money, yet today the annual volume of
each of them runs into a million dollars or more.
Do not be concerned if you think you’re
undercapitalized. The mail-order business is one
business where money is secondary to original ideas,
perseverance, and ambition. You can start a mail-order
business in your spare time and hold on to your
present employment until your own business is strong
enough to support you.”
— Joseph Cossman,
How I Made a Million Dollars in Mail-Order

So You Want to Become
A Mail-Order Millionaire
You want to make a million dollars in mail-order. But how
can you do it? And where do you start?
How can you do it? is the question this program will
answer for you. By the time we are done, you will know
exactly what you must do to succeed in your direct-response
business and make the six- or seven-figure income you
desire — and you will be well on your way to doing it.
Where do you start? is the question Chapter 1 of this
program will answer for you immediately.
The Hidden Secret of Mail-Order Success: Finding a Market in Search of a Product
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But be prepared — the answer may surprise you.
It may also make you uncomfortable. It might even make
you rethink the product idea you may have had in mind when
you signed up for this program in the first place.
If by doing so we help you avoid pouring money down
the drain into a doomed marketing venture with no chance
of success, Chapter 1 alone will be worth the fee you paid for
this entire program.

A 60-Second Overview
Of the Mail-Order Business
Mail-order (also known as direct marketing or direct
response) has different meanings to different people.
To people who dream of having their own business,
mail-order is one of the last entrepreneurial ventures the
average person can realistically afford to start.
If postage rates continue to rise and increasingly
complex tax regulations continue to be implemented, it may
become more difficult to start a direct-response business in
the future. But, right now, it’s fairly easy and doesn’t require a
lot of capital or equipment.
To mail-order shoppers, mail-order is a great convenience.
It eliminates the need to spend time and money driving to malls
and fighting the crowds. No more store shopping. Just pick up a
catalog and order items for yourself and gifts for friends and
relatives. The mail-order companies will even wrap the gifts and
deliver them to your mom’s front door with a personalized
greeting card enclosed.
To those who dislike mail-order shopping, mail-order is
a pain in the neck. Some people resent having their
mailboxes stuffed with catalogs, flyers, circulars, and mailers
— material they call “junk mail.”
Mail-order is a method of selling in which orders are
generated, received, and fulfilled remotely, with no face-toface contact between buyer and seller.
Buyers make their purchases sight unseen, buying based
on a written description or photograph, or both, rather than
hands-on inspection of the product in a store or show room.
The term “mail-order” derives from the fact that orders
traditionally are received, and fulfilled by mail. Although
Page 2
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that’s still the case, orders are now received through other
means, most notably telephone calls (to toll, toll-free, and
pay-per-minute-900 numbers), fax, websites, and e-mail.
Products are still shipped mainly by mail, although a few
information products, such as specialized newsletters and
business data, are delivered via fax or online.
Is there really such a thing as the “mail-order business”?
It depends on your point of view. Consider a company that
sells cheese by mail. Some would say the company is in the
cheese business and mail-order happens to be the marketing
medium it uses to generate sales. Others would say the
company is in the mail-order business and that cheese
happens to be its main product.
Two things we have noticed about people in the mailorder business. First, they seem happy most of the time.
They like the business. They enjoy their work.
Second, they are free spirits. Most want to control their own
time and be in charge of their own destiny. They often don’t fit in
well as employees working for corporations or organizations.
They got into mail-order because it is one of the few businesses
you can start and run successfully without creating a big
organization with a lot of employees and red tape.
A mail-order business is one of the very few businesses left
that you can start with a little investment of time and money while
maintaining your regular job until you know that the business is
successful. Many people have succeeded this way and found the
lifestyle and happiness they have been seeking for years. And the
sky is the limit. Some of the most recognized household brands in
America are mail order businesses or started out as mail order
businesses — Sears, L.L. Bean,Victoria’s Secret, Harry & David,
Sharper Image. In 2003, total direct marketing expenditures
surpassed $2.166 trillion, including direct mail, e-mail,
telemarketing, television and other direct response channels.

Getting Started: What to Do First
(Not What You Might Think)
Here are the “tools” an article in More magazine
provided to help its readers get started as entrepreneurs:
■

Consult with an attorney to make sure you set up
the right legal structure.

■

Check with your municipal authority to make sure “they
permit a venture like yours to work out of the home.”

The Hidden Secret of Mail-Order Success: Finding a Market in Search of a Product
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■

Buy business insurance and “talk to an accountant or
attorney” to make sure you’re not missing anything.

■

Get a toll-free phone number (to give the impression
that your business is much bigger than it is).

■

Invest in great business cards and letterhead stationery.

We can’t imagine worse advice.
Every one of the above-cited suggestions involves
(a) spending money and
(b) making your business life complicated. None has
anything to do with creating cash flow — by selling
the product.
Readers of More magazine, beware: You won’t get your
business off the ground this way. Try these suggestions instead:
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Don’t do anything you don’t have to do until you
have made the first sale. Setting up a corporation,
buying insurance, and getting your local status
secured is a crazy waste of time for a start-up
operator. Prove to yourself and anyone who might
want to invest in you that your brilliant idea works.
Do that by making a sale!

■

After you have made the first sale, make another
one. And then another one. Don’t print business
cards. Don’t worry about stationery. Just keep
making sales. You need the cash for the next step.

■

Once you are confident you can make a sale and
have proven that your idea is profitable (i.e., you get
paid more than you spend), you have to design a
marketing program so you can roll-out the selling
process indefinitely. This involves advertising. Directresponse advertising is best. Base your plan on the
success of someone else. Don’t reinvent the wheel.

■

Don’t worry about notifying regulators and
government agencies that you are going to start a
business. All they want to do is control and monitor
you. Since your business isn’t going yet... since it has
no cash flow ... it’s not really a business. There will
be plenty of time to get yourself hamstrung with
regulations later. Follow the law, but don’t be foolish.

■

Buy business cards and/or stationery only if and when
you actually need them. This time may never come.
Michael Masterson comments, “I run and/or own at
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least a half-dozen multimillion-dollar businesses and
have neither a card nor stationery for any of them.”

The Most Common Mail-Order
Mistake — and How to Avoid It
Here are the stages the typical mail-order beginner goes
through on the short road from start-up to failure:
1. Get an idea for a product.
2. Write or design the product.
3. Print, manufacture, or assemble the product.
4. Advertise the product.
5. Watch the ads flop and produce no sales.
6. Sell or give away copies of the product to your
mother, spouse, aunt, uncle, and friends.
7. Store the unsold inventory in your garage or
basement where it gathers dust for years before
you finally throw it out.
Why do so many beginning mail-order entrepreneurs
fail this way? Because the formula commits the most
common mistake in mail-order:

Starting With the Product
Instead of the Prospect
That last point is so critical that we will repeat it:
The biggest mistake in mail-order is to start with the
product instead of the prospect.
The method that leads to success is the exact opposite
of the above.
Instead of coming up with ideas for products that no one
wants, savvy direct marketers understand, in depth, the needs
and wants of a market (group of buyers), and then come up with
products that meet those needs and satisfy those wants. Just
remembering this and applying it will save you needless failure.
The reason is that most creative people are idea-oriented,
not analytical. They get an idea for a book, information product,
publication, invention, software, gadget, appliance, or some
other product or service — and immediately go out and create it.

Mail-order
is a method of
selling in which
orders are
generated,
received,
and fulfilled
remotely, with
no face-to-face
contact between
buyer and
seller.

Since they are so enthusiastic about their idea, they
The Hidden Secret of Mail-Order Success: Finding a Market in Search of a Product
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instantly start advertising it to the world, without checking
to see if anyone else might be interested in their idea too.
They launch a major advertising campaign, putting
every last penny they have into print ads, direct mail, TV,
radio, and other media — none of which they have
previously tested on a more limited scale first.
In most cases, they sit back and wait ... and nothing happens.
Their marketing program generates a tiny fraction of the response
and sales they had hoped for. In fact, every ad loses money.
Soon, the entrepreneur has run through all his capital. He
is broke. The entrepreneur gives up his dream — for now,
anyway — of becoming a mail-order millionaire. And goes
back to his 9-to-5 job until he saves up money for his next
scheme, which, unfortunately, will also fail and lose everything
he invests into it.
He has discovered, in a most expensive and painful way,
that the world does not beat a path to his door, despite the
fact that he may, indeed, have invented a better mousetrap,
widget, or whatever.
So, what’s the right way to go about making your mailorder fortune?
By starting with the prospect (market), not the product.
Let’s look at exactly what we mean by that.

Start With the Prospect,
Not With the Product
A market is a group of prospects (potential customers)
that share similar characteristics — and therefore buy
similar products.
For a market to be useful to us as mail-order
entrepreneurs, it needs to be reachable — either online
(covered in Chapter 6), offline (covered in Chapter 7),
or both — and responsive to direct marketing.
All that is necessary to have a mail-order market is
(a) the common characteristics of the group resulting
in common needs, wants, and desires, and
(b) a sufficient number of these people who can be
reached via a mailing list, website, club,
association, publication, or other media.
Page 6
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Here are some examples of markets:
●

Retirees

●

Insurance agents

●

Senior citizens

●

Chiropractors

●

Singles

●

Antique collectors

●

Households with children

●

Collectible buyers

●

Single mothers

●

Rare coin buyers

●

Stay-at-home fathers

●

Farmers

●

Stock-market investors

●

Homemakers

●

Mutual-fund investors

●

Poker players

●

Options traders

●

Options traders

●

Gamblers

●

Videogame players

●

Sweepstakes players

●

Computer programmers

●

Dentists

●

Network administrators

●

Pediatricians

●

Chefs

●

Accountants

●

Bakers

●

Tax preparers

●

Grandparents

●

Teachers

●

Crossword-puzzle
enthusiasts

As you see, people can be grouped
into one or more markets by any of
the following characteristics:
●

Age

●

Gender

●

Family status (single,
married, children,
grandchildren, divorced)

●

Household income

●

Geographic location —
zip code, city, state

●

Net worth

●

Education

●

Ethnic and religious
background

●

Political beliefs

●

Profession

●

Hobbies

●

Special interests

●

Employment status
(unemployed,
self-employed, work for a
small business, work for
a large corporation)

The Hidden Secret of Mail-Order Success: Finding a Market in Search of a Product
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For example, let’s say you are a chiropractor and you
have an extremely successful practice.
Other chiropractors know of and admire your success
and are constantly asking you how you did it and to share
your best methods with them.
You get the idea of writing a manual on practice
management and marketing it for other chiropractors who
are not as successful as you are.
Writing the manual and marketing it through direct
response will give you two immediate benefits.
First, it will save you countless hours answering the same
questions over and over for dozens of different people. Now,
you can just tell them: “Read my manual.”
Second, instead of giving away your hard-won expertise
for free (why should you?), you can create an additional
profit center far beyond the chiropractic patients in your
town. Direct response will allow you to sell your manual to
chiropractors across the country.
Do you have a market? The market is other chiropractors,
of course. So, you already know the answer: Yes, there is a
market for the product.
Does the market want what you are selling? You already
know the answer — if they didn’t want this information, they
wouldn’t constantly be calling you and asking you questions
and picking your brain. (If you were making $50,000 a year
in your practice and the doctor across the hall was making
$1 million, wouldn’t you want to find out what he is doing
that you are not?)
How many people are in this market? You can get the answer
easily enough. (We’ll tell you how later in this program.) (Tip: You
can do it online right now at www.edithroman.com. or use your
Direct Mail List Encyclopedia we’ve provided in this course.)
Are they reachable via direct marketing? Well, is there a
professional association that you, as a chiropractor, are a
member of? Is there a chiropractor newsletter or magazine
you subscribe to? If so, those are the means by which you
will reach other doctors to tell them about your new manual.
Do chiropractors buy products by mail? Yes. They
subscribe to magazines, join professional associations, and
buy books and other educational materials by mail.
Page 8
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So far, this venture looks pretty good!
The above is an example of what we call “business-tobusiness direct marketing” — selling a product to a business
or professional audience (in this case, chiropractors).
A bigger category of direct marketing is “business-toconsumer direct marketing” selling goods, services, and
information to the general public.
For instance, we know a divorce lawyer. He commented
that many people in divorces suffer huge financial losses, and
pay much more than they have to, because of stupid things
they do as well as bad advice from inferior lawyers.
He is a great divorce lawyer, but he serves a limited clientele
(within 100 miles of his office). And with a $10,000 minimum
fee, many people who could use his services cannot afford him.
By packaging his expertise into an audiocassette
program on how to protect your assets during divorce, he
can sell his expertise to many more people, at a much lower
price — say, $100 per audiocassette album.
Since the tapes are sold by mail-order, he can get orders
and ship his product to people anywhere in the country.
With more than 50% of marriages ending in divorce, his
potential market is in the millions.
Let’s say the total market is 5 million. (It may not be, but
let’s not worry about the exact number here.) If 5% buy his
tapes, he sells 250,000 albums. At $100 apiece, that’s a gross
of $25 million — considerably more money than he can earn
handling local divorce cases.
And unlike his legal services, which take a lot of his time,
he spends no time on the audiocassettes. An outside audio
service duplicates and packages the albums; a fulfillment house
sends them out. Our attorney is getting richer than he ever
dreamed possible through legal practice, offering essentially the
same advice but in a different format sold via direct marketing.

The Absolute Best, Most Lucrative
Market for Your Mail-Order Business
The logical place to start your mail-order business is by
selling to a market that you know intimately.
Ideally, this is a market in which you are preferably a
participant or, if not, at least a very informed expert or observer.
The Hidden Secret of Mail-Order Success: Finding a Market in Search of a Product
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For instance, if you want to sell products to equestrians
(people who ride horses as a hobby), you can see why it
would help if you had experience as either a horse breeder,
trainer, or jockey.
With such a background, you would understand the
“hidden secrets” of the business...the needs, problems, and
dynamics of what makes it work.
You would know who the customers for your product
are, what they want, what they think, and what they need —
because you are or were one of those folks yourself.
Further, you would be able to “speak their language” in
your marketing campaigns aimed at this target market.

The logical
place to
start your
mail-order
business is
by selling to
a market that
you know
intimately.

When you speak the prospects’ language, you make them
more comfortable with you and increase your credibility with
them. (Remember, people are most comfortable with people
like themselves.)
You would know what associations they belong to, what
conferences they attend, what magazines they read — in
short, the best ways to reach them.
Do you have to be a member of the market that you target
with your new direct-response business? No, but it helps.
As we will discuss in Chapter 2, “The Core Complex,” to
sell effectively via direct marketing, you really have to get
inside the mind of your potential customer — and understand
what makes him tick. Obviously, if you are one of those
people, you gain a leg up by reaching them with a message
they’ll really react to.
Other times, you have an idea for a product that seems
right but you are not a part of the market. This can work, but it
does put you at a disadvantage: If you are not enthusiastic
about the product (because you wouldn’t personally buy it), it is
more difficult to convey a sense of enthusiasm to your reader.
For instance, Bob Bly, the program facilitator for this
course, got an idea for a new way to sell video games online,
sparked by his kids’ interest in video games and the
inefficiency of retail distribution. But he didn’t go further
with it. Why not? “I am personally bored by video games,”
says Bob. “Therefore, I couldn’t work up much enthusiasm
for devoting a large part of my life to the business.”
Other entrepreneurs are not held back by such a lack of
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personal involvement or interest in the product. Bob once
met with Dick Z., a direct-response entrepreneur who sells
seminars on negotiating skills. “I have no special interest in
negotiations,” admits Mr. Z. “I’m an entrepreneur. My
passions are marketing and selling. It doesn’t matter what
the product is. Selling via mail-order is what turns me on.”
So obviously, you can be driven either by
(a) a market, a need, and the product to solve it, or
(b) a desire to make money in mail-order.
We will cover finding a product in Chapter 3. But in speaking
with dozens of successful direct marketing entrepreneurs, we
have found that the first method — being market-driven — is
much more common, as well as easier and more advantageous,
as explained above.

Find Your Market’s Need —
And Fill It!
The old rule for coming up with profitable mail-order
products is “Find a Need and Fill It.” And it’s still the only
formula that works consistently.
Yes, people have had occasional success with fads and
trendy products. But to build and run a million-dollar directresponse business that can make you wealthy over years or
even decades, you have to find a big need — and fill it.
A good example is Anthony Robbins, the motivational
guru. You’ve probably seen his infomercials selling audiotape programs on how to become happier and more
successful. This is a deep, basic human need — to be
happier and more successful — and there are many, many
products that address it.
Another big seller in mail-order is fitness and weightloss. Look at all the infomercials for machines that give you
firm, six-pack abs. Or consider the great success of Billy
Blanks and his TaeBo® videos, or Jay “The Juiceman” Kordich
and his mail-order juicers. People want to live longer, feel
better, look more attractive, and be healthier.
As the explosion of websites on the Internet reminds us, sex
has always been a big seller. We have sold nutritional supplements
for many years with great success — and one big category is
supplements that increase libido or eliminate impotence.
The Hidden Secret of Mail-Order Success: Finding a Market in Search of a Product

TIP:

Pay special
attention to
direct-mail
packages you
receive over
and over again.
These are the
products, offers,
and promotions
that are
successful and
making money
for the
marketers.
How do we
know?
Simple: If they
didn’t make
money, the
marketer
would not keep
mailing them.
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Big corporations spend thousands of dollars on expensive
market research studies to find out what the market wants.
You can’t afford such expensive market research. So how can a
novice mail-order entrepreneur know what the market wants?

Two Case Studies:
Executive Book Summaries
and Thousands of Free Things
The late Harold Longman, Bob Bly’s uncle, had worked as a
book-club director and also as a copywriter on Madison Avenue.
One day, Harold noticed that the executives at his ad
agency bought a lot of business books, but most of those
books went unread because these busy executives didn’t have
time to read them.
Harold was a reader, and when he read business books,
he felt that most were bloated and padded — saying in 400
pages what could be summed up in 4 pages.
Here was a market (business executives) and a need (the
need for business advice in a more compressed format that
took less time to read).
To meet that need, Harold created SoundView Executive
Book Summaries. He would hire writers to read the best
business books, pull out their key ideas and lessons, and
summarize them in short, quick-reading book summaries,
which the subscriber would get in newsletter form.
The idea took off like a rocket. Harold quit his ad agency
job and made SoundView Executive Book Summaries his
full-time direct-marketing venture. The Longmans lived very
comfortably, and Harold was free to do whatever he wanted,
Bob Kalian, a good friend of Bob Bly’s, started his
successful direct-response business not with a market or a
need in mind, really, but with a passion: Bob and his wife
Linda loved to get free stuff!
They would see free offers in magazines and other
places: A flour company would offer a book of free baking
recipes. A liquor company would offer a free bartending
guide. A diaper company would offer a free sample pack of
disposable diapers. A publisher would offer a free book.
A magazine publisher would offer a free issue.
Bob and Linda sent for it all. They just liked the idea of
getting free stuff.
Page 12
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Then, one day, Bob said to Linda, “We like getting free
stuff, so there must be other people that like it too. But these
free offers are often not widely promoted and are difficult to
find. We already have them all, and have sent for the stuff so
we know it is worthwhile. Why don’t we compile them into a
special report or small book and sell it?”
Bob and Linda spent hours writing and laying out their
book at their kitchen table. They called it “A Few Thousands of
the Best Free Things in America.”
As Bob Kalian recalls, “We spent $2,175 taking out a
quarter-page mail-order ad selling the book in Moneysworth
Magazine. I wrote the ad myself. Because our book promised
the reader she could get “thousands of free things,” I used
the word “free”in our ad 32 times.” The headline was:
How to Get THOUSANDS of FREE GIFTS
The most incredible collection of free things — ever!
The copy began:
“Imagine the thrill of walking up to your mailbox every
day and finding it overflowing with valuable gifts of every
type and description.
“No, it’s not a dream. As a result of months of intensive
research, we’ve uncovered thousands — yes, THOUSANDS —
of fantastic free things. Every one is COMPLETELY FREE —
nothing to buy, no gimmicks, no catches.”
Bob placed the ad. The next day, he went to check his
box at the post office.
Nothing. And nothing the next day. Or the day after that.
Then, on the fourth day, he saw a single pink slip of paper in
the box. “The first thing I thought was it was a pink slip and I
was getting fired!” he said.
Bob took the slip to the front desk. “Oh, we put this here
because you have so much mail it would not fit in your box,” said
the postal clerk. He signaled to workers, who brought out several
baskets stuffed with mail for Bob. “I opened the first and saw that
it was a check and order form for our ‘free things’ book.”
Of course, the hundreds of other envelopes also
contained checks and orders.
They added up to $3,000 for just the first day of response.
Overall, that $2,175 ad generated a total of $13,176 in sales —
a return on investment of greater than 6 to 1!
(continued on page 16)
The Hidden Secret of Mail-Order Success: Finding a Market in Search of a Product
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Here Are 11 Techniques for
Finding a Market with a Need You Can Fill:
■ Pay close attention to direct
marketing — ads in magazines
and newspapers; mail-order
catalogs; e-mails and websites;
and direct mail. See what
products are being promoted and
to what markets. For instance, right
now, some of the hot products in
online direct marketing including
financial advisories and nutritional
supplements.
Pay the most attention to the mailorder ads. In consumer magazines,
these are often small ads grouped
together in the back of the magazine.
Also, check the classified ads in
these magazines, almost all of which
are for mail-order offers.
Start a file and save mail-order ads,
catalogs and direct mail pieces that
you receive. These clippings can
give you ideas, remind you of what
you need to do to be successful and
also remind you of what NOT to do.
Study these direct marketing efforts
as closely as a student studying for
his final exams reads his class notes
and textbook.
Rarely do we invent something totally
new in direct marketing. More often,
we see what is working for the other
guy and then put our own twist on it
and sell it to the same market.
You do NOT need a unique product
to succeed, and 90% of the most
successful direct-response
products are not unique. What you
need is to create the perception
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that your product is unique, special,
or different — and to emphasize that
in your promotions. We do this with
something called the USP, or
“reason for being,” which we will
discuss a bit later in Chapter 1.
Don’t feel the need to invent
something new. Often, that’s
dangerous: If no one else is doing it,
there’s probably a good reason why.
It’s much better to see what’s out
there that is already selling, find a new
hook or angle, and market a similar
product to the same audience using
similar (but stronger) promotions.
■ Surf the Internet. See what
products are selling online.
Websites that just give free
information don’t count. You only
want websites where the visitor
can actually order products directly
from the site using a credit card.
■ Visit the library. There are 81
patent depositories across the
United States in various libraries.
Thousands of good ideas can be
found, ideas that someone did not
have the ability to market
successfully. Patents are only good
for 17 years so you can use ideas
from products previous to 1986 to
create new products. If you see a
patent you like that is after 1986
call the patent holder and see if
you can license the patent. Offer a
small royalty on net sales. You will
be surprised at how many inventors
will say yes. Most inventors invent.
They are not marketers. You can

Direct Marketing University The Masters Edition: Start and Run Your Own Profitable Dream Business

Chapter 1

also check out The Patent Gazette,
a weekly publication by the Patent
Office that shows all the patents
issued that week.
■ Go to the supermarket and buy
some tabloids, such as the
National Enquirer or Globe. You may
laugh at these papers, but they are
big mail-order media. Reading the
ads can give you a good idea of what
Middle America is buying, not to
mention show you how to write
effective space ads.
■ Keep and study the catalogs you
find in your mailbox — another rich
source of mail-order ideas. Note the
types of products being sold. Can
you think of a product these catalogs
don’t carry that would fit well with
their other merchandise? You may be
able to sell it to them wholesale, or
market it individually to consumers
via direct mail or ads.
■ Watch late-night TV, especially
cable, and study the infomercials. Pay
attention to which infomercials are
played over and over again. These
are the products, offers, and spots
that are performing best.
■ If you are not already, become an
active mail-order buyer. Order
items online and from catalogs.
Respond to mailings. Start buying
your books, records, tools, gifts,
vitamins, shoes, and other items by
mail rather than at the mall.
Becoming an active mail-order buyer
gives you several advantages. For
one thing, you see how successful
direct-response companies run their
businesses.
When you subscribe to a newsletter

Notes

or magazine, for example, keep and
study everything the marketer sends
you. Do you get a “welcome letter”
or kit? When is that mailed? When
do you start getting mailings asking
you to renew your subscription?
How many do they send? At what
intervals? What other products do
they try and sell to you?
Every successful business has a
few simple principles that make it
successful but are not obvious to
outsiders. By ordering from
companies in areas where you
might want to launch your own
company, you become privy to their
methods and mechanisms.
(But don’t worry. We have done
the hard work of modeling successful
direct-response businesses for you,
and these models are presented in
your free bonus report, “Made To
Order: The 50 Top E-Mail & MailOrder Businesses.”)
Another advantage of becoming an
active mail-order buyer is that these
companies rent your name to other
mail-order marketers, which will bring
a lot more mailings to your mailbox.
■ TIP: When you order a product
from a mail-order company, “key
code” the name you use differently
for each order. For instance, say your
name is John Smith. When ordering
from the Sharper Image, write your name
on the order form as John S. Smith.
When ordering from Victoria’s Secret,
write your name as John V. Smith.
And so on.
Then pay attention to mailings you
(continued on next page)
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(continued on previous page)
start getting addressed to John S.
Smith and John V. Smith. These
reveal which companies are renting
the Sharper Image and Victoria’s
Secret customer lists. So you can
see which products and offers
direct marketers are targeting to
that specific market.
■ Become a student of people.
Watch their behavior. Listen to what
people say about the products they
buy and the companies they buy
them from. The more you understand
what motivates people to buy, the
more successful you will be in
virtually any endeavor.
■ Read everything you can get
your hands on about direct mail,
mail-order, and advertising — and
everything else. Become an
“information junkie.” You can never
read too much or learn too much.

You never know when a small tidbit
of information you collect becomes
the basis for a new selling idea.
Mail-order entrepreneur James
Young says: “Once I was sitting
around thinking and the question
popped into my head, ‘Why does
every man hope his first child will be
a boy?’ This became the headline of
one of the most successful ads I
ever wrote.”
■ Talk to other direct marketers.
People in direct marketing are not
secretive. For the most part, they are
sharing. They will often gladly tell you
what offers, products, mailings, and
lists are working for them.
■ Ask mailing-list brokers
which mailers are mailing in
the largest volume.
These are the direct marketers whose
offers are working best right now. ■

(continued from page 13)
Over the next few years, many more ads ran and thousands
of check poured into that mailbox. Bob sold over half a million
copies of his “Thousands of Free Things” book and retired
several years later as a self-made mail-order millionaire.
Why did Bob Kalian’s free-stuff book sell so well? Says
Bob: “Experienced direct marketers agree that ‘free’ is the
most powerful word in direct marketing. Well, Linda and I
built an entire business around that word!”

Make Your Product an Exclusive
A common phrase used in mail-order advertising is “not
available in stores.”
Once upon a time, experts teaching mail-order stressed that
you had to have a product available only from you — something
the buyer cannot buy in a store.
Well, you know that, today, some mail-order products are
also sold in stores.
Page 16
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Levenger’s, for instance, sells lamps and other products
for readers by catalog and on the Web, but also has a large
retail outlet. The Sharper Image also has both a mail-order
catalog and retail outlets.
Still, it is to your advantage to offer a unique product —
one that the buyer cannot get elsewhere. Or, at least, cannot
easily find elsewhere.
For example, the Hancock Company specializes in
selling large-size men’s shoes (EEE and wider) through a
mail-order catalog. “Yes, you can sometimes get EEE or EEEE
in your size,” says Bob Bly, “but as an EEE wearer, I can tell
you that good styles in that width are often not in stock in
local shoe stores – which is why I am a Hancock customer.”
Harry & David’s sells pears and other “gourmet fruit” by
mail. “But you can get pears at the supermarket,” one of our
students rightly observed. “So how can this work?”
Well, read the Harry & David’s catalogs. These are a
special variety of pears, called “Royal Riviera” pears. They are
not sold in stores and are available only from Harry & David’s.
Are they really that different? We have tasted them, and
they are good — but we are not sure that they are really that
different. The catalog copy creates the perception that the
Royal Riviera pears are, in fact, unique. It says they are “so
rare, not one person in 1,000 has ever tasted them.” So, the
marketer has created the impression that this is a unique
product — and that’s what works best in mail-order.

Determining the Real Size
Of Your Potential Market
You may have identified a market and a need, but is the
market big enough?
A common mistake novices make is to assume that
everyone, or at least most everyone in their market, will buy
their product.
But that’s not true. Say you invent a new kind of odorless
cat-litter box. If there are 1 million cat owners, do not plan
your business assuming you will sell 1 million litter boxes. It
will never happen.
As a rule of thumb, you are doing well if you can capture
5% of the buyers in your market.
The Hidden Secret of Mail-Order Success: Finding a Market in Search of a Product

Exclusivity is the
desire to belong
to a group,
especially an
elite group.
Advertisements
that appeal to
this emotion
usually flatter
readers by
elevating them
above the
masses, making
them feel like
they’ve been
“chosen”
because they’re
a cut above
the rest.
— Excerpted
from AWAI’s
Six-Figure
Copywriting
Program
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You will not sell the entire market. If you are marketing a
product to dentists and you determine that there is a mailing list
of 100,000 dentists, you will be fortunate to sell to 5,000 of them.
Is that enough to make a business out of? It might be,
depending on the product.
Let’s say it was a videotape the dentist could use in his
office to teach his patients how to floss. Let’s assume you have
done some research (by talking to dentists and also by checking
out other videos and patient-information materials they buy)
and have determined to test a price of $40.
If you sell 5% of the market, you will sell 5,000 tapes and
gross $200,000. A tidy little sum, but hardly a business.

As a rule of
thumb, you are
doing well if
you can capture
5% of the
buyers in
your market.

How could you make it work? By selling additional
videos to these dentists. For example, a line of videos on:
how to brush ... keeping gums healthy... keeping teeth
white... root canal... dentures... crowns... cosmetic dentistry...
bleaching... whatever dentists need to teach patients about.
So, when you are thinking about the market you will sell
to, come up with as many products as possible that would
be useful to your market. You want to build a business with
continuing revenues not just a one-hit wonder. We’re going
for home runs, not singles. It is also MUCH easier to sell to
an existing customer you have than to go out and find a new
one, but we will cover this later in the course.
When we talk about mailing lists and other directresponse media later in this program, we’ll show you how to
accurately assess the size of your market.
The late Jerry Buchanan, a famous mail-order
entrepreneur and teacher, once said, “If the market is large
enough that someone is publishing a magazine for them,
they are probably large enough for your mail-order
business.” That’s not a bad rule of thumb.
Often, the inspiration to find a product for a market
comes from being a member of that target market.
Sy Sperling, for example, was pre-maturely balding and
he felt that hair loss handicapped him in dating.
A friend recommended he go to a small salon in New
York that offered something called a “hair weave.” It was sort
of a permanent hair replacement that, unlike a toupee, would
not blow off.

Page 18
Copyright © 2005 by ETR, LLC

Direct Marketing University The Masters Edition: Start and Run Your Own Profitable Dream Business

Chapter 1

Notes

Sy had it done and liked the way it felt and looked. He
went into business with the salon owner, forming what
would eventually be called The Hair Club for Men.
“Hair weave” had a negative connotation, so Sy came up
with the name “hair-replacement system” — and is credited
as the founder of the hair-replacement industry.
He started running small ads in the New York Daily News
with the headline,
“Bald?”
Then, with $5,000 he borrowed against his credit-card
line, he created the first of the many successful directresponse TV commercials. In it, Sy told viewers, “I’m not only
the president of the Hair Club for Men, I’m also a client.”
He became extremely wealthy, with as many as 60 Hair
Club locations nationwide.
Recently, he sold the Hair Club for a huge sum and
retired to the beach in Florida.

What’s the Right Price?
As Much as the Customer Will Pay!
Let’s continue with the dental-video example from page
13. As we said, you decided to charge $40 for the video. But
how do you know that’s the right price? How do you know
dentists will pay that much? How do you know that you are
not undercharging and that dentists aren’t willing to pay
much more than that? If you undercharge, you are leaving
money on the table!
Since we haven’t even found or created our product yet
(we’ll do that in Chapter 3), it’s a bit early for us to be pricing
our product. But now is the time to consider several aspects
of mail-order pricing.
To begin with, because of the expense of marketing (i.e.,
doing mailings, running ads), it’s extremely difficult to
profitably sell very cheap products by mail.
Yes, there are ways to do it, as we’ll discuss later in the
course. But, as a rule, mail-order works best with products
costing at least $20 or more, and preferably $50 or more.
Also, mail-order products need a relatively high markup because of the cost of doing direct mail, advertising, and
The Hidden Secret of Mail-Order Success: Finding a Market in Search of a Product
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other promotions (vs. a retail store where people just buy the
goods because they are displayed on a shelf, on rack, or in a
store window).
That means we look for products that are relatively
inexpensive to produce or buy and can be sold for many
times their cost.
The profit margin can vary, but most mail-order
entrepreneurs ideally look for an 8:1 mark-up or better
(although they don’t always get it). In other words, if the
product costs $3, they want to be able to sell it for $24 or more.
(Bob Kalian sold his “Free Things” report for 10 times what
it cost to print it.)
So, when it comes to determining whether your product can
realistically be sold via direct marketing, you must ask yourself:
1. Can I buy it or make it relatively cheaply?
2. Can I sell it for at least 6 to 8 times its cost?
Note: The required mark-up varies somewhat as a
function of price. For high-priced products, you can get
along with a mark-up of as little as 3:1, although we usually
prefer 4:1 or better.
For instance, if the product sells for $100 and costs $33
(a 3:1 mark-up), you make a $67 gross profit on each
unit, which is enough margin for direct-mail promotion.
On the other hand, for inexpensive products, you need
at least a 5:1 and often as high as a 10:1 mark-up to sell via
direct marketing.
If you are selling a $20 book via mail-order, and the
book costs you $2 to print (a 10:1 mark-up), you make an
$18 gross profit on each unit, which is enough margin for
direct marketing, but barely.
In Chapter 3, we will show you how to find or create
products that cost you very little to buy or make, and can be
sold at the high profit margin required for a profitable directresponse business.
The cost of goods is one of the reasons so many directresponse entrepreneurs sell information products rather
than merchandise. Until recently, the only cost of producing
these products was paper, ink, and glue — the printing and
the binding.
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Now, the Internet has made selling information even
more profitable. Online products such as electronic
newsletters and e-books cost zero to make — they are just
electrons! In addition to zero manufacturing cost, delivery is
also zero or close to it: they are e-mailed to the buyer. Post
office and UPS fees are eliminated.
OK. Let’s go back to our dental videotape. Say that the
cost of duplication, when the videos are duped in bulk
quantities, is $5 a piece (We are making this up. We don’t sell
videos and so we don’t really know. But there are videoduplication services that can give you a quote. They are
listed in the Fast-Start Rolodex for this program.)
If the cost is $5 and we mark it up 6:1, we must sell for a
minimum of $30. That seems about right, since it’s really
difficult to profitably sell products costing much less than
$25 or so.
If we give ourselves a more comfort-able profit margin,
and mark up our cost 8 times, we get a selling price of $40.
But — and this is important — that does not mean the
selling price should be $30 or $40. It means that $30 or $40 is
the MINIMUM fee we need to charge to make this product
profitable.
Could we charge more? And how do we know whether
we could?
Researching the competition is the best way to get a handle
on pricing for dental videos. If other companies sell dental
videos for $100 to $200 a tape, and they have been doing this
awhile, then they have done the “market research” for us — and
have shown that dentists will pay this much for a single video.
We would probably want our price to be in this range.

Price Testing Surprises
Often, when creating a new pro-duct, you might not be
sure about what to charge.
In that case, you can do a “split test.” Split tests are
explained more fully in Chapter 7, “Testing.” But, basically, it
means you send out three mailings promoting the product,
identical in every way except price.

...as a rule,
mail-order
works best with
products costing
at least $20 or
more, and
preferably
$50 or more.

For instance, say you want to publish a stock-market
newsletter. You might test $99 vs. $149 vs. $199.
The Hidden Secret of Mail-Order Success: Finding a Market in Search of a Product
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Contrary to what you might think, the low price is not
always the winner. Why not?
Well, it’s true that people want to save money and spend
less. But do you buy everything based only on price?
No! If you needed brain surgery, and three brain
surgeons gave you quotes — one for $10,000, one for $9,500,
and a third for $800 — would you instantly go with the lowest
bid? (Could you imagine marketing a chain of discount
neurosurgery centers? Maybe you’d call it “Brains R Us!”)
Obviously not — and that’s why a higher price often
outsells a lower price: It creates a higher perception of value
and credibility on the part of the buyer.
If, based on our price test for my new financial advisory,
$99 was the winner, you might go with that price. Or you
might test even lower — maybe $79 or even $49.
If $149 were the winner, you’d probably stick with that,
having already tested prices both higher and lower.
But if $199 were the winner, you would know only that
people were willing to pay more rather than less — but you
would not know how much more, how high they would go.
So you might do another split test of $199 vs. $299 vs. $399.

Acquiring the Maximum Number of
New Customers To Your Business Is Key
There is another important price concept, price elasticity,
that applies when setting prices for direct-response products
that we will cover in more detail in Chapter 10, “Developing
Your Front- and Back-End.” But let me touch on it briefly here.
Price elasticity says that you tend to make the same overall
sales regardless of the up-front price of your lead product.
For instance, if you price a book at $25 and get 40
orders, you gross $1,000.
Price flexibility (which holds often but not all the time) says
that if you charged $100, the same promotion would generate
only 10 orders, but the gross sales (10 x $100 = $1,000) would be
the same.
Which price, then, is better — $25 or $100? Assuming a
low cost of goods with a sufficient mark-up to make $25
profitable, $25 is better.
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Why? Because although the gross is the same, you sold 4
times as many books, which means you gained 4 times as many
customers. And as we will discuss later in the course, the bulk of
your profits in direct marketing are made in repeat sales to your
customers, not in one-time sales to new customers.
Promotions to existing customers can generate anywhere
from 2 to 10 times the response rate as promotions mailed to
rented lists to generate a first sale from a new customer.
Therefore, the faster you can build your customer list to
a large size, the more money you can generate by marketing
to this list.
For instance, if you acquire only 100 customers and
every promotion to these customers produces a 10%
response, each promotion will produce 10 sales — not
enough to return the time and effort put into the mailing.
On the other hand, if you build a customer file of 1,000
and get a 10% response, every promotion to this list will
generate 100 sales.
Doesn’t sound like much until you realize that your
customers will pay premium prices to buy good products
from you because they trust you and the products you create
are designed to meet their needs. If such a product costs
$1,000 and you sell 100, that’s an immediate gross of $100,000.
Therefore, the more customer names you can add to
your database or “house file” of mail-order buyers, the
quicker you can grow your direct-response business.
And your customer-acquisition pro-motions should be
designed to bring in as many new buyers with each effort
as possible.
One of our associates is a successful publisher of
options-trading courses and other financial information.
He does a lot of marketing online and has built up a huge
e-list (customer list with e-mail addresses).
He recently started publishing specialized investment
books. While a book in a bookstore sells for around $10, he
offers his books to his customers at $100 each. He recently
told us that sending a pro-motional e-mail to his list (which
costs virtually nothing, since he owns the list) immediately
sold 4,000 copies of a new book. That’s a gross sale of
$400,000 with virtually zero marketing cost.
The Hidden Secret of Mail-Order Success: Finding a Market in Search of a Product
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Determining Market Potential:
Urgency and Intensity of Need
When we mentor beginning copy-writers, the copy they
hand in is often competent. It describes the product, its
features and benefits, and tells how to order.
But when we ask them, “What is the reason we should
order this product now instead of later?” they often give us a
blank stare or shrug.
It’s something they never thought about when writing
their promotions. Many people don’t.
But in direct marketing, convincing the prospect to
order today instead of later is critical to your success.
Your promotion must communicate a sense of urgency
— a reason why the prospect either benefits or gains a
reward by buying today, or suffers a loss of money or other
pain by not taking quick action.
Why is the element of urgency so important? Because,
unlike general advertising (e.g., soap, soda, and car commercials),
direct marketing does not seek to build brand awareness or
preference. Its goal is an immediate response — an order.
And we have found, through long experience, that a
decision deferred is a decision not made. Therefore, we must
find a way to get the reader to “act now” or else he never will.
Related to urgency is intensity of need. In our
promotional copy, we want to move our product in the
consumer’s mind from “Who needs that?” to “Nice to have”
to “Gotta have that!” to “Gotta have that today!”
Chapter 5, “Writing Direct Response Copy,” gives you
time-tested copywriting techniques that can build an
incredible urgency and perceived intensity of need in every
promotion you write.
But first, you have to know why the prospect should buy
and buy now, rather than not at all.
Go back to our dental video on flossing. Why should our
dentist spend $40 on a video that teaches patients to floss,
when all his technicians can teach it?
Because his staff is busy and time is money! If he has
1,000 patients and it would normally take a nurse or dental
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hygienist half an hour each to teach flossing, buying the tape
saves 500 hours of staff time.
If a hygienist’s time is worth $50 an hour, that’s a cost savings
of $25,000 — not a bad return on investment for a $40 tape.
Also, when patients learn to floss, their teeth will be healthier,
increasing their satisfaction with the dentist and his practice.
As Bob Kalian points out, “If they have a problem and
you have a solution, they will send you money.”

Features, Benefits,
And the Big Promise
If you have ever read anything about marketing (and if
you are taking this course, we assume you have), you’ve heard
this a thousand times before: “Stress benefits, not features.”
But do you know the difference? The best definition
we’ve ever heard comes from AWAI student Andrew Owen, a
sales trainer in the UK: “A feature is what a product is or has;
a benefit is what it does.” Example: “Double-ply radial” is a
feature of a tire. The benefit is that it allows you to drive
more safely when roads are slippery and wet.
In mail-order selling, our promotions stress the benefits
(what the product will do for the buyer and how he or she will
come out ahead by owning it), rather than just features (what
the product is). For instance, people don’t buy an exercise
machine from a direct-response TV commercial because it
“trains via tensile resistance.” They buy it so they will have a
flat, sexy stomach that attracts the opposite sex on the beach.
Not all benefits are created equal, and, as a mail-order
entrepreneur, your job is to find the big benefit, the major
benefit, the one reason above all others that will attract buyers
to your product. We call this “the big promise,” because, in
effect, you promise your buyer, “Buy this product and you will
get this benefit.”
“Promise, large promise, is the soul of an advertisement,”
wrote Samuel Johnson — and he was right. Tiny, small
promises will not be strong enough to drive the masses to
order your product. To work, advertising, and especially mailorder advertising, must make a big, spectacular promise.

The bulk of your
products in
direct marketing
are made in
repeat sales to
your customers
not in one-time
sales to new
customers.

We have learned this from our work in promoting
investment newsletters. When the bear market hit, we
thought it might not be believable any more to promise
The Hidden Secret of Mail-Order Success: Finding a Market in Search of a Product
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investors “make 500% profits” as we traditionally had, and so
we made our claims more modest — e.g., “Even though the
market is terrible, we will help you make 20% to 25% profits
safely like you did in the old bull market.”
It didn’t work. We went back to “make 500% stock
profits,” and people bought.

Your Product’s Unique Selling Proposition
(USP) and “Reason for Being”

LESSON:

Your directresponse buyer
needs a big
promise. If your
marketing fails
to offer such a
promise, it
won’t work.
The big promise
is why they buy.

But it’s not just enough to have a big promise. Why not?
Because so many direct marketers are making the same
promise. To make your marketing stand out, and
differentiate it from all the other marketing bombarding the
consumer, you have to have a USP.
The term, coined by Rosser Reeves in the 1960s, stands
for Unique Selling Proposition. It means a sales appeal other
products do not offer. Reeves said that to work, a USP must
have three components.
First, it must promise a benefit. It must say how the
consumer will come out ahead by buying the product.
Second, the promise must be unique — either a feature
the competition does not have or a claim they do not make.
Third, the promise must be big and significant: strong,
important, and desirable enough to convince thousands of
prospects to buy your product instead of the competition.
We use a variation of this in our direct-response
businesses, which we call the product’s “reason for being.”
Whatever product you decide to sell, there are already
similar products or at least other products the buyer can
choose from. The market is already crowded.
So, you must tell the consumer your product’s “reason
for being.”
That is, aside from your wanting to make money, why
even bother to make and market the product? What
can it do for the consumer that other products cannot?
How can it help solve his problem better than what is
already out there? If you do not know why your product is a
better choice, how can you convince others that it is?
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To come up with a clear statement for your product’s
reason for being, complete the sentence below:
“My product helps (whom?) do (what?) better than any
other product in the world by (how?).”
How would you fill in the blanks for this course? Here’s
what we came up with:
“This course helps entrepreneurs and would-be
entrepreneurs start up a direct-response business — and
rapidly grow it to the $100,000+ a year level — by allowing
students to be mentored by mail-order masters Michael
Masterson and his team. These are experts who don’t just teach
how to make a million dollars or more in mail-order sales, but
have done it dozens of times over the past three decades.”
So, the “reason for being” defines three crucial components
of direct-response success concerning your product:
(1) who your product is for,
(2) what it can do for them, and
(3) how and why it can do it better than
competing products.
You must have a clear reason for being, in writing, before
you can move on to the next phase of building your directresponse business. Do that now by filling in the box below.

EXERCISE:
Your product’s “reason for being”
NAME OF PRODUCT: __________________________helps
WHO WILL BUY IT: ______________________________to
WHAT IT DOES FOR THEM: ______________________by
HOW IT DOES IT: __________________________________
Note: This is not an academic exercise. In fact, it is the
most crucial part of the whole program. But do not worry if
you have not found a product yet. You can come back to this
exercise when you have identified a product you want to sell.
Chapter 3 will cover finding your product in great detail. If
you have a number of products you are already considering,
The Hidden Secret of Mail-Order Success: Finding a Market in Search of a Product
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Chapter 3 will help you select the best one to sell first.
Remember you can always refer back to previous sections
as you go through this course.

Determining Market Potential:
Accessibility and
Direct-Marketing Responsiveness
There are 30,000 mailing lists available for rental from
virtually any qualified list broker. (See Chapter 8, Media and Lists)
But only a small portion will work for your mail-order business.

TIP: Look for

magazines and
newspapers in
which other
direct marketers
advertise
consistently.
You then know
that publication
is a good
mail-order
publication,
because if it
didn’t work,
those mailorder
advertisers
would not
repeat
their ads.

It’s easy to tell which. You want to mail to response lists —
lists of people who have demonstrated responsiveness to
direct-marketing offers by buying something through the mail.
Response lists are the best lists for mail-order, and
usually the only ones that will work.
The other type of lists are compiled lists. These are lists
of prospects compiled from various sources — for instance,
Dun & Bradstreet records or the Yellow Pages.
Compiled lists almost never work in mail-order. Why not?
Even though they might reach the kinds of people who are
your market, you don’t know whether these people will buy
products through the mail. So, a lot of your mailing is wasted
going to people who are, in fact, not mail-order buyers.
With response lists, you know that everyone on the list is a
mail-order buyer — eliminating that barrier to a sale.
To determine market accessibility, contact any of the list
brokers in the course Fast-Start Rolodex.
If response lists reaching your market are available, and
of sufficient size to deliver the number of buyers you need,
then there’s a good chance you can profitably sell to these
folks using direct mail.
The same principle works in all other media, from online
advertising to space advertising to TV. You want proven mailorder media, where the readers, viewers, or visitors have
proven that they respond to direct-marketing offers.

OK. Let’s Get Started …
Start brainstorming (with your partners or employees, if you
have them) on what products you want to sell via direct marketing.
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That’s where the successful direct-response business
starts: with finding and selling a real product. Not writing
business plans or designing a logo!
As quickly as you can, start writing down ideas for
markets … needs you can solve… and the products you can
offer to solve them… using the worksheet below. (We’ve filled
in the first row, just as an example.) Use another sheet of
paper if you need more space.
If the ideas are flowing faster than you can write, great! Keep
writing until you have absolutely no more markets, needs, or
products you can think of. Don’t dismiss any idea as out of hand
at this stage. Refinement will come later. Some of the best ideas
come from what seem like crazy initial thoughts. Then, pick the
one you like best and, based on your selection, complete the
exercise at the end of this Chapter.

Trouble Getting Started?
If you’re having trouble getting started take a look at
pages 32 through 35 with secrets from one of the industry’s
most prolific “idea guys,” Jay Abraham. We’ve also included a
few more tips for brainstorming from a colleague of Deeba’s,
Stan Holden. Stan worked on the agency side in creative for
many years and is a whiz at brainstorming for copywriting
his own packages. You can reach him through his agent
Kevin Finn in Redondo Beach, CA at kevin@finncom.com or
at 310-540-0350.
If you are trying to brainstorm by yourself you’ll need
inspiration. One of the best ways to get inspiration is to read.
Try to read at least one book a week.
If you’re working try asking your colleagues the following
questions, something they say may spark off an idea for you.
“What are you doing that’s smart for our business?” “What
are you doing that’s good for our customers?”
For instance, one of our students said her passion was
greyhounds. Not racing, but adopting greyhounds who are too
old to race any longer as pets.
“What kind of mail-order business could I possibly have with
this?” she asked. “I don’t want to be a dog breeder or sell pets.”
Well, thousands of people are looking for a nice dog for
the family. How about a booklet on how to adopt and care for
greyhounds as pets, along with a directory listing where
retired grey-hounds can be adopted?
The Hidden Secret of Mail-Order Success: Finding a Market in Search of a Product
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EXERCISE:
Your Market, Need and Product Worksheet
MARKET

(NEED

PRODUCT

People recently laid
off from work

To find another job
— fast!

A CD-ROM with model
resumes and cover letters

If you’re having trouble coming up with anything, the
following may help:
In his classic book Mail-Order!, Eugene Schwartz gave
a long list of products that sell well via mail-order. We’ve
revised, expanded, and reorganized this list into the handy
“Idea-Starter” list on the following page. Read through it
several times. You’ll rapidly discover several ideas you may
want to develop further into a product or line of products.
You should also read through the special report, Made To
Order: The 50 Top E-Mail & Mail-Order Businesses we’ve
included as part of this course.
Dale Prohaska decided to profit from his hobby of
making wooden toys. To start this business in his spare time,
he placed a classified ad in Workbench at a cost of just $16
selling patterns for making wooden toys. Pleased with the
results, he later expanded into display advertising.
While continuing to advertise for new customers, he
built his business by sending catalogs to his customer list.
Sales at Love-Built Toys and Crafts, Inc. of Tahoe City,
California, soon were at the quarter-million dollar mark.
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Dale believes in testing new product ideas in the classified
sections before investing in space advertising.
We’ve included more resources to help you find a market
in search of a product in this program. Your “Fast-Start
Rolodex,” gives you plenty of additional help in identifying
and reaching your target market.
In the “periodicals” section you’ll want to take a look at
American Demographics magazine. Each issue provides indepth insight on various markets ranging from Hispanics to
baby boomers to retirees.
Another helpful periodical is DM News. Each weekly issue
has short articles announcing new mailing lists that have
come on the market. Many of these lists can serve as the
starting point for profitable new direct-response ventures.
Bob Bly has a monthly column in this publication.
Next, take a look at the listings under “Mailing List
Brokers.” These list brokers have mailing lists for rent that
reach virtually every conceivable mail-order market.
Under “Directories,” take a look at Standard Rate and
Data Service, a directory that lists virtually every magazine
published today. The category breakdown in SRDS can also
be a source of ideas for markets reachable through magazine
advertising and lists. (Most of these magazines rent their
subscriber lists to direct marketers.)

Getting The Most
From This Program
Our goal is simple.
We want you to have a successful mail order business.
To achieve this we are spelling out the steps you need
to take and leading you by the hand so that at the end of
the course you will have a complete marketing plan and
marketing copy. This course is designed to help you learn the
right way in a step-by-step process, and will continue to be a
valuable resource long after you have had your first success.
Take your time to go through each section of the course
and complete each and every exercise and assignment.
Each assignment will be part of your overall marketing plan.
(continued on page 37)
The Hidden Secret of Mail-Order Success: Finding a Market in Search of a Product
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Use These 8 Ground Rules
For Your Next Brainstorming Session
1. State your topic (just one per
session) clearly and simply.
Such as: “How can we attract more
members?” If you also have a
related question — e.g., “How can
we keep members from quitting?” —
save it for a second session, with
the same or different participants.
Then prepare a one-page memo
that states the objective or problem,
provides some background on the
situation, and offers two or three
examples of the type of ideas being
sought. Distribute a copy to each
intended participant at least two
days before the session.
2. Invite from five to ten
participants. You might get by
with just three or four, but — in
most cases — the more, the
better...up to a point. Sessions
can be unwieldy if there are more
than ten or so participants.
Participants can all be members
of your club. Or — if practical —
some can be outsiders (e.g.,
friends or relatives of
members...perhaps even high
school or college students) to get
a really fresh approach.
Many times, the freshest ideas or
best solutions will come from
those who knew little or nothing
about the topic before being
invited to brainstorm.
“I work with many ad hoc groups,”
said creative consultant James L.
Adams, author of The Care and
Feeding of Ideas, “and I find them
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remarkably productive insofar as
creativity and change are
concerned. They are not anchored
to past traditions and constraints.”
3. One member of the panel
should serve as the leader — to
introduce the topic...explain the
basic rules of brainstorming...
direct the conversation if it goes
off-course... call on specific
individuals if nobody talks, or if
everyone tries to talk at once... jot
down the key words of ideas, as
they’re presented, on a
chalkboard or flipchart...and
squelch any negative comments,
such as “We tried that once; it
didn’t work.” (See Rule 7.)
Another member of the panel —
or a non-participant — should serve
as a “recorder” or “facilitator” and
also jot down the ideas, so that
none are lost. As further insurance,
you could use an audiotape
recorder or a camcorder, with an
omni-directional microphone at the
center of the group.
4. Begin the session at the
scheduled time, and end it
when the ideas stop coming or
after about 45 minutes,
whichever comes first. Often, it
takes time for panel members
to feel comfortable tossing out
suggestions, especially if
they’re new to the group, new
to the concept of brainstorming,
or are intimidated by some of
the others.
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The main purpose of
brainstorming is to produce ideas
in quantity — once again, the
more, the better — without any
initial regard for quality. There are
several ways to achieve this.
In his book, Aha! subtitled 10
Ways to Free Your Creative Spirit
and Find Your Great Ideas —
creativity consultant Jordan Ayan
suggests these three techniques:
•

Freewheeling — Anyone
can call out any idea at any
time. It’s an idea free-for-all
that benefits from fast
thinking and momentum.

• Round-robin — Participants
are invited one by one to
propose an idea or to
pass. The rounds continue
until everyone passes.
Participants listen more
closely to what the others
suggest, thus triggering
their own associations.
• Closed eyes — With eyes
closed, people tend to be
less inhibited, because
they are not staring at
their colleagues and
feeling self-conscious.
This can generate as
much as 30% more
ideas... and many more
unusual ideas.
5. Welcome wildness. “The crazier
the idea,” Osborn commented,
“the better. It’s easier to tone down
than to think up.”

6. Invite “hitch-hikers” — ideas that
build on someone else’s idea, to
make it even better. Also, two or
more ideas can be combined into
yet another idea.
7. The leader (backed up by other
participants) should prohibit
criticism of any idea. This is the
most important rule of all.
“Require everyone to suspend all
criticism and judgment until after
the idea generation stage,” said
think-tank leader Michael Michalk
in his book, Cracking Creativity.
“Whenever someone says,
‘Yes, but...,’ require the person to
change it to ‘Yes, and...” and
continue where the last person
left off. This simple change from
the negative to the positive
will help change the psychology
of the group.”
8. At the conclusion of the
session, the leader should
thank the participants and ask
them to keep the brainstorming
topic on their minds until the
next day, when they will be asked
for their afterthoughts.
The facilitator — perhaps aided
by the audiotape or videotape —
should then transcribe his or her
notes and present them to the
leader or whoever set up the
session, for study, analysis
and judgment.
The best ideas should be promptly
and carefully considered and,
if practical, implemented. ■
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How to Develop Your Business Ideas Like a King (Stephen King), That Is
Finally, there is the Stephen King
(author of such horror classics as
“Carrie” and “Misery”) way.
Stephen King’s explanation of how
he writes his novels can be used as a
blueprint for anybody who does creative
work including entrepreneurs who drum
up new products and marketers who
want to invent new marketing schemes.
King divides his work into three phases:
1. Door Closed
This is the first draft. King locks himself
away from the world and tolerates as little
distraction as possible. He doesn’t want
anything to get in his way — including
domestic interruptions, outside interests,
financial concerns, or (and most importantly,
perhaps) criticism. In order to preserve the
original creative thought that sparked the
book’s creation, he works quickly, resisting
any temptation to go off on a tangent.
2. Door Opened
Once the first draft is completed,
King shares it with a small number of
trusted readers — usually four or five.
Sometimes six. In selecting “trustworthy”
readers, King looks for people who
recognize good writing — and bad writing
— when they see it. When they all agree
that a particular passage is especially bad,
he fixes it. When they all like a passage,
he is bolstered. When they display split
feelings/ opinions, he decides for himself if
he is going to make any changes.
3. Go Outside
After he’s corrected the first draft, he
sets it aside for at least six weeks to give
himself some distance from it. Then he
lets his door open wide to other
comments and criticisms — from folks in
the publishing world and also from those
who may have a different sense of what
good writing is than he does. This
exposure gives him the chance to fix any
major weaknesses that might still remain
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and to fix all the smaller (grammatical and
other) problems.
King’s system is simple. And the idea of
gradually exposing a concept to outside
critics makes a lot of sense. This process
can work very well for new business ideas,
new marketing campaigns, and new
product/service ideas.
You start with the spark of an idea and
take it as far as you can by yourself. You
make notes. You ask questions. You draw up
outlines. Sometimes, this process can be
completed in a few hours. More often, it lasts
weeks. If you find it taking any longer than
that, consider yourself stalled and either
(1) drop it or
(2) take it to the next step, unfinished.
The next step is probably going to be
some kind of brainstorming session — by
phone or in person — with a limited
number of trustworthy people. Since you
are talking about a business idea and not
a literary manuscript, you’ll want to get the
cooperation of people who understand
your business and your market. This
session needs to be as open as possible
— to generate as many ideas as possible
— and you need to be open to change.
If the session works as it should, you
will emerge with a good plan that includes
both a viable marketing strategy and an
economic model that makes sense.
Now, put it aside for a little while.
Not as long as Stephen King does. But
maybe a week or so to let it “settle.” Then
pick it up and look at it again. Does it still
make sense? Are you still excited about
it? If so, it’s time to move forward.
Call in your troops and show them
the battle plan. Listen to comments but
don’t let them deter you. Now is the
time for small adjustments, not rethinking
big ideas. ■
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How to find ideas — The secret of “creative emulation”
By Jay Abraham www.abraham.com
Creative emulation, as I define it, is
the highly leveraged art of studying and
observing all sorts of effective and
successful marking techniques and
concepts that companies totally outside
of your marketing sphere are using — and
inventively adapting variations of these
concepts to fresh applications in your
own business or practice.
This simple strategy can give you a
marketing breakthrough that changes
your whole business. I’ve seen it happen
many times.
Let me give you an innovative
example of what I mean...
A newsletter publisher friend of mine
was sitting in bed reading his Wall Street
Journal, and he read about a little restaurant
in Pennsylvania that allowed customers to
pay whatever price they felt their meal was
worth. This restaurant was doing a
landslide business. So my newsletter friend
tried a “name your own price” approach to
subscription renewals. He doubled the
number of people renewing.

By cultivating an inquisitive, curious,
and investigative attitude and exploring
all sorts of unrelated avenues in search
of concept inspiration, you will increase
your chances of coming across usable or
“emulatable” ideas manifold.
Here are some of the approaches
I use when looking for good ideas.
First, I read as many unrelated
publications as possible, looking both at
ads as well as articles. For example, I read
all the ads in the Wall Street Journal, the
National Enquirer, Forbes, TV Guide,
USA Today, and my local newspaper.
I read all the rags-to-riches stories
and the marketing columns in all sorts of
business and trade publications. I read
biographies of self-made successes,
looking for the specific techniques these
people cultivated — so I can apply them.
I look backwards — two to 20 years or
more — to concepts that were successful
long ago and that could be revised and
applied today.

Another friend of mine in the preciousmetal business was reading his mail and he
saw a solicitation from a national insurance
company offering to compare their rates
with his current insurance rates if he’d mail
back to them a copy of his current policy. It
set my precious-metals dealer friend’s mind
to humming. He came up with a fascinating
application.

I observe everybody and everything
in stores, at theaters, at restaurants, on
menus, and on billboards. I listen to
people talk in groups — at parties, around
hotel lobbies, and at poolside. I sit in
airports and listen. I stay up late and
watch the hokey-seeming late-night TV
commercials for mail-order companies
and car deals, always looking for valuable
ideas. I interview people for jobs from all
sorts of other fields I’m not familiar with,
and I ask tons of questions.

He ran ads offering to compare
commissions between his firm and others
on certain negotiable commission trades
if customers of other firms would mail him
a copy of their confirmation receipt. Over
5,000 people who were ongoing metals
traders did just that, and nearly 800 of
them became my friend’s customers!

I’ve learned to look at things in what
I’ve come to refer to as a “CAT scan”
perspective, whereby I see things cockeyed
and sideways and orbitally and pivotally
and vertically and diagonally, looking for
fresh new fits or innovative ways to
reconstruct and present a concept.
You should learn to do this, too. ■
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IDEA-STARTER CHECKLIST
●

Alternative medicine

●

Fashion accessories

●

Pets

●

Appliances

●

Financial services

●

Psychics

●

Audiotapes

●

Fishing

●

Psychology

●

Automobile accessories

●

Food

●

Rare coins

●

Beauty

●

Franchise opportunities

●

Real estate

●

Booklets

●

Furniture

●

Records

●

Books

●

Gambling

●

Relationships

●

Business gifts

●

Games

●

Retirement

●

Business opportunities

●

Gardening

●

Saving money

●

Business skills

●

Gifts

●

Self-improvement

●

Calendars

●

Gold

●

Self-help

●

Careers

●

●

Selling

●

CDs

Hair-replacement
systems

●

Services

●

CD-ROMs

●

Health

●

Sex

●

Hobbies

●

Software

●

Home accessories

●

Special reports

●

Home-study courses

●

Sports equipment

Collectibles

●

Home plans

●

Stamps

●

Computers

●

Insurance

●

Starting a business

●

Computer games

●

Internet access

●

Status symbols

●

Computer peripherals

●

Investing

●

Tax planning

●

Consumer electronics

●

Investment newsletters

●

Timeshares

●

Cooking

●

Jewelry

●

Toys

●

Cosmetics

●

Kits

●

Training

Crafts

●

Lotteries

●

Travel

●

Dating services

●

Luck

●

Vacation homes

●

Day planners

●

Magazines

●

Vacations

●

Debt resolution

●

Magic

●

Videos

●

Dental products

●

Models

●

Video games

●

Diets

●

Money-making

●

Vitamins

●

Directories

●

Music

●

Vocational training

●

Do-it-yourself

●

Newsletters

●

Web-marketing advice

●

DVDs

●

Nutritional supplements

●

Weight-loss

●

Exercise

●

Personal computing

●

Genealogy

●

Personal finance

●
●
●
●

●

Children’s books
Clothing
Clubs
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(continued from page 31)
Your first assignment that we will be reviewing will cover
all the research needed for you to understand who and what
your market is. This is a fundamental foundation block from
which you will build the rest of your business so we want to
be sure that you are on the path to success before we
go any further. Please take the time to complete Assignment
1 and send to us at Agora Learning Institute, Attention: DMU
245 NE 4th Avenue, Suite 1201, Delray Beach, FL 33483 or
email it to us at support@earlytorise.com so that we can
review and provide feedback for you.
The web address to our online forum is
www.earlytorise.com/fasttrack We’ve created this for you to
use to brainstorm and talk with other students.

We’re Always Here For You
If you don’t understand something about this program
or if you have any questions — write us or fax us. We’ll help
you in any way we can. Remember members of our board
have been in the mail-order business for over 20 years and
have helped sell millions of dollars in products and services
through direct response. We’re a powerful resource that you
should never hesitate to use.
Bottom line is, to be a successful mail-order business
owner, all you need is this program — but you need to work
hard to master every section. Go the extra step and do even a
little more than we ask you to do. Build your own direct-mail
library and study your competition daily, use the Fast-Start
Rolodex to develop relationships in the industry, and
network with other direct marketers.
Remember, the truth is success doesn’t always come
quickly to everybody but it comes surely to those who persist.

The Hidden Secret of Mail-Order Success: Finding a Market in Search of a Product
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