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Masters Session #1
NOTES:

Fleshing Out
Your Prospect Profile Or
Building a 3-D Image
of Your Buyer
By Michael Masterson

In the accelerated copywriting program, you learned a
good deal about the importance of knowing your reader and
addressing him in a personal way. And if you’ve read any other
material on copywriting or attended any writing seminars, you
may well have come upon the term “buyer profile.”
A buyer (or prospect) profile tells you about your prospect by
giving you a statistical reflection of him.
If, for example, you are writing copy selling a financial product
or service, you would want to know that your “target” buyer is a
55-year-old man who lives in the suburbs and is thinking of
retiring. To sell health products and services, you’d be interested
to know that your prospect is a 36-year-old married woman with
three children.

A buyer (or prospect)
profile tells you about
your prospect by
giving you a statistical
reflection of him.

There are basic buyer profiles … and there are useful buyer
profiles. Most companies will be able to give you something, even
if it is only statistical data — e.g., average age, sex, address
(urban/suburban/rural) — about their buyers. Companies that
have done customer surveys and used focus groups will give you
more. They will have information about net worth, income,
political orientation, and, perhaps, views on certain things.
A rare few companies will give you a fuller, more detailed fact
sheet on your prospect. This will include a description of the
buyer’s buying habits: what he buys, how often, how much he
spends, how often he requests refunds, and so on. It goes without
saying that this level of information is very valuable.
Or maybe it doesn’t go without saying.
Fleshing Out Your Prospect Profile Or Building a 3-D Image of Your Buyer
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Why You Must Know Your Prospect
Let’s ask: “Is it really necessary to create a buyer profile?
Do you really need to know so much about your reader?”
If you want to write
great copy, to be
known as
a great copywriter,
and to make the big
money that comes
with that recognition,
you have to write
with the accuracy
and depth that comes
from knowing
your buyer.

In a word, yes. If you want to write great copy, to be known as
a great copywriter, and to make the big money that comes with
that recognition, you have to write with the accuracy and depth
that comes from knowing your buyer.
Since you completed the accelerated copywriting program, you
are already capable of writing competent, professional copy. But
to create that landmark package, the one that throws all previous
packages into the dustbin of forgotten mailers — the one that sets
you apart as a powerhouse copywriter, an all-star player in this
wonderful, lucrative franchise we call direct-mail marketing —
you’ve got to know your prospect like you know your best friend.
The reason is this: People buy things (as we’ve said so many
times before) not only for rational reasons but to fill emotional
needs. Mail-order purchases, like most purchases, are as much
(or more) about wants and desires and beliefs as they are about
rational considerations.
In the accelerated program, you learned a great deal about
appealing to these wants and beliefs. And from what you know,
it should be obvious to you that you are not likely to find out the
desires and hopes of your prospect by looking at data cards and
statistical summaries. They can be known, but not by matching
buying lists against zip code selects. So, to understand these
important facts about your buyer, you need to create for yourself,
using every available resource, the best and clearest possible
picture of your prospect.
Think of it this way. To get your prospect to buy what you are
selling, you have to do two things very well:
(1) capture his interest immediately (i.e., hook him) and
(2) maintain it (i.e., don’t let him wiggle off the hook).
And how do you hook him? By saying something — anything
— that instantly conveys to him the idea that your sales letter is
urgently and immediately about him. He’s got to glance at your
teaser and think: “Hey, this looks interesting.”
And how do you keep him hooked? By providing him with
new and interesting information that benefits him.
And where does this hooking take place? In your prospect’s
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head, of course. But more specifically, in his experience of your
copy. To write masterful copy, you have to get into your prospect’s
head and stay there. Great copy, ultimately, is an exploration,
stimulation, or provocation of the prospect’s greatest and deepest
desires, fears, hopes, and dreams.
That was some statement, wasn’t it? I’d underline it if I
were you. It’s one of those sentences that will become more
meaningful as time goes on and you become a master. Please be
sure to repeat it often among colleagues and introduce it by
saying, “As the great Michael Masterson once said …”
Now that we’ve made the case for “imaging” your typical
buyer, let’s talk about how you do that — ordinary ways and
(ahem) more masterful ways.
Let’s start with basics: demographic information. At the
very least, you should know a few fundamental facts about
your prospect — his/her sex, age, where he/she lives (urban/
suburban/rural). This kind of information is very important.
It helps you use the right tone of voice, employ the appropriate
vocabulary, and figure out just how dense with “information”
your copy should be.
In terms of creating a prospect profile, think of this step as
building the skeleton.
Now, if you can, attach to that skeleton sociographic
information: political affiliation, level of affluence, religion, etc.
These are the tendons and ligaments of your prospect profile.
Next — what really gives this body form — his spending
habits, particularly recent purchases through the mail. Consider
what he buys, how often and how much he typically spends.
These are his muscles and the skin that covers them.
And, finally, find out what makes him tick (or, as the directmail scientist might put it: identify the psychographic details).
These are the things you cannot really measure, but must intuit
— your prospect’s fears, hopes, desires, dreams, and beliefs.
These are the eyes, ears, nose, and mouth of your profile.
To write a letter that sells your buyer like an apostle on Easter
Sunday, you’ve got to move him. And to really move him, it’s very,
very helpful to have his image, fully formed and breathing, sitting
in front of you. You’ve got to see the wrinkles, note the nervous
finger tapping, understand the sparkle in his eyes.
Let’s talk some more about fleshing out the image of your
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prospect — about building, bone by bone and muscle by muscle,
a three-dimensional buyer profile.

Bones and Muscles: Demographic Profiling
As you learned from the accelerated program, you can
extrapolate some basic but important information about your
prospect by studying the data card describing the mailing list of the
product or service you are selling. From this, you’ll discover your
buyer’s sex (almost always), his age (sometimes), his net worth
(less often), and some of his buying habits.
Data cards are easy and effective sources of this kind of
information. To refresh your memory of (or introduce you to)
data cards, let’s take a look at two: one is from Lillian Vernon and
the other from Covenant House.

Card #1: 3,000,000 Lillian Vernon Buyers
Customer Profile
Sex:
98% female
Average age:
43
Average household income: $36,000
Work status:
63% working women
Education:
Above average

Card #2: Covenant House’s House File
Customer Profile
Sex:
55% female
45% male
Income: 65% between $46,000 and $100,000
Age:
Over 50% are 60+
Interests: Nearly all have hobbies; many own pets
Okay, now look over Card #1 again — and this time, try to
picture your prospect using just the gender data. Then consider
the age data in addition to gender. Are you starting to see your
prospect more clearly? Continue this process until you have
mentally “laid” each consecutive piece of data upon the rest.
You should have a broad image of the person you’re marketing to.
Now try this exercise with Card #2.
When you analyzed Card #1, you discovered your prospect is
Page 4

The
The
Masters
Masters
Program
Program

Masters Session #1
NOTES:

a 43-year-old, educated, working female. When you looked at
Card #2, you found a 60-plus-year-old, affluent individual who
has enough spare time to engage in hobbies.
So, if you were writing copy for Lillian Vernon, the first thing
you’d want to do is get your hands on their data card. Then, you’d
analyze the card (as we have just done), overlaying each piece of
demographic data. When you could visualize your prospect, you’d
be ready to take the next step …
What kind of lead would pull this prospect into your package?
What type of language would grab her attention? Remember,
she’s an educated, middle-aged, working woman … which means
she’s busy, she’s tired, and she can tell the difference between a
fair deal and a hustle. Offer to make her life easier, save her some
time … make her feel special. Talk to her in the tone she’d use to
talk to her friend. Then, go the extra mile by backing up your
claims and promises with facts and figures, stats, and
testimonials. Prove to her you’re the real deal.
Now let’s see what you learned.
Examine the four leads below and …
(1) Guess what type of buyer (age and sex) each one is
being written to.
(2) Note the use of language, the tone of voice, the density
of information, etc.
Now, challenge yourself. Try to create a rough data card for
each lead. Search for more demographic variables (including
education, income, and political orientation).
(Keep this in mind whenever you read copy in the future.)

Lead #1:
For the past 30 years, the medical mainstream has tried
to turn you into a woman ...
From cholesterol-phobia and anti-smoking ordinances to fatfree tofu burgers and politically correct mantras, feminized
America has done everything it can to make you soft …
Hey Buddy,
Don’t look now, but your virility is at stake …
For the past 30 years, pseudo-scientists … crybabies …
and others in the medical mainstream have brainwashed
us to believe that the “modern man” of 50 and older is
destined to be an impotent, forgetful, fat, and repentant
Fleshing Out Your Prospect Profile Or Building a 3-D Image of Your Buyer
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shell of his former self … with bones that ache, a gut that
quakes, and a prostate the size of a softball.
But guess what … that’s BULL. Regardless of what
untruths have been shoveled your way by some very
misguided male research studies and the biased media
year after year, there is verified scientific proof now
available that says no man has to surrender his dignity,
strength, or ability to perform — regardless of his age …

Lead #2:
Good Friend,
This invitation isn’t for deadbeats, rip-off artists, or
“gentlemen” who hate to get their hands dirty.
It’s for the rest of us.
It’s for the average guy who works hard for a living
(and wants to live better). Who knows the value of a buck
(about 50 cents these days). Who is willing to trade a few
drops of sweat for the chance to save big bucks.
It’s for guys who aren’t afraid to get down under the sink
with a pipe wrench. Guys who don’t mind sticking their
hands in the toilet tank to adjust a ball cock (because they
know it’s going to save a $16 plumber’s bill).
(Pardon me for “waving the flag” but that’s the way I feel.)
Our country was built on the sweat and hard work of
do-it-yourself guys. And from POPULAR MECHANICS,
the #1 do-it-yourself magazine, we’d just like to say
THANK YOU.
Our big, illustrated POPULAR MECHANICS DO-IT-YOURSELF ENCYCLOPEDIA was written with “shirtsleeves”
guys in mind. Guys like you.

Lead #3:
Fellow Angler:
There’s bait casting. There’s spin fishing. And then there’s
fly fishing —
— what Robert Traver (author of Anatomy of a Murder
but best known to fisherman for his love affair with trout)
called “one of the more amiable forms of an incurable
madness.”

Page 6

The
The
Masters
Masters
Program
Program

Masters Session #1
NOTES:

If the hairs on your neck tingle at the vision of a duskrising brown gently finning as he looks upstream for
hors d’oeuvres, you’ve got the madness.
I know I do. I’m the Editor of FLY FISHERMAN.
Like Robert Traver I fish because …
“… in a world where most men seem to spend their lives
doing things they hate, my fishing is at once an endless
source of delight and an act of rebellion …
“… because trout do not lie or cheat and cannot be bought
or bribed or impressed by power, but respond only to the
quietude and humility and endless patience …”
I’ve got it bad; this amiable madness. And so do all of us
here at FLY FISHERMAN magazine.

Lead #4:
Dear Reader:
If the list upon which I found your name is any indication,
this is not the first — nor will it be the last — subscription
letter you receive. Quite frankly, your education and
income set you apart from the general population and
make you a highly rated prospect for everything from
magazines to mutual funds.
You’ve undoubtedly “heard everything” by now in the way
of promises and premiums. I won’t try to top any of them.
Nor will I insult your intelligence.
If you subscribe to Newsweek, you won’t get rich quick.
You won’t bowl over friends and business associates with
clever remarks and sage comments after your first copy of
Newsweek arrives. (Your conversation will benefit from a
better understanding of the events and forces of our era,
but that’s all. Wit and wisdom are gifts no magazine can
bestow.) And should you attain further professional or
business success during the term of your subscription,
you’ll have your own native ability and good luck to thank
for it — not Newsweek.
What, then, can Newsweek do for you?
The answer depends upon what type of person you
happen to be. If you are not curious about what’s going on
outside your own immediate daily range of concern … if
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you are quickly bored when the topic of conversation
shifts from your house, your car, your ambitions … if you
couldn’t care less about what’s happening in Washington
or Wall Street, in London or Moscow … then forget
Newsweek. It can’t do a thing for you.

More Than Data Cards
As you can see, even the most modest information (sex
and age) can give you some good ideas about how to approach
your buyer, what language to use, what words will catch his
interest, etc.
So you can imagine how much sharper your copy will be
as you come to know your reader better. But even a beginning
copywriter can find out much more about the prospect than
age and sex.
The data card itself will usually contain information about
other direct-mail promotions that have worked to your prospect
file. This is very important information. It tells you much more
about who the typical buyer is than you might suspect. If, for
example, you are selling a travel magazine and you discover that
motorbike and extreme skiing magazines have repeatedly rented
the prospect file, it’s fair to guess that your buyer might like
adventure travel. If you notice that Gourmet magazine and Conde
Nast have tried mailing to the file, but have not rented again, you
can be even more sure that your prospect is an adventurous type.
If he’s bought camping equipment and skis and Swiss Army
knives through the mail (again, the data card tells you if these
mailers have mailed to the prospect file over and over), you
know he likes gadgets. Keep that in mind. It may come in very
handy later.
Sometimes, the data card will contain phrases that tip you
off about other aspects of your prospect’s purchasing psychology.
For example, if you see the phrase “insatiable appetite for all
kinds of income opp. products,” you can deduce that stronger,
hyperbolic sales messages will work fine to him.
All the information on
a data card can help
you write a stronger
sales letter.

Page 8

Here’s an interesting thing to consider: Not one in 10 copywriters
ever asks for, let alone looks at, the data card of the prospect file.
Yet, all the information on a data card can help you write a stronger
sales letter. Do yourself a favor. The next time you’re asked to write a
direct-mail package, request a data card and study it like a message
from the direct-mail heavens.
The Masters Program

Masters Session #1
NOTES:

What else do you look at? How about the product?
If it’s an information product (such as a book, magazine, or
newsletter), there should be hundreds of clues about your buyer
in the text. Study it not only for what is said (e.g., “This is a
magazine for any man that’s ever thought about trout fishing”),
but also for what is only implied (“If you haven’t at least thought
about trout fishing, you’re not a real man”).
Study the subtext — the prejudices, opinions, and belief
systems that lie beneath the words. Appealing to prejudice
(and I’m not talking about bigotry here, but a predisposition to
certain ideas) is the quickest and strongest way to get the
prospect to identify with your copy. And scouring the text for its
promises will help you know what claims and promises you need
to make. In the accelerated program, we went into some detail
about how legendary master copywriter Gene Schwartz used to
practically memorize the books he wrote copy for. That’s a
different way to study the product: Read it like a cryptographer
looking for hidden clues.

Appealing
to prejudice
(a predisposition
to certain ideas)
is the quickest and
strongest way to
get the prospect
to identify with
your copy.

What else do you study? You got it. The prospect profile that
we talked about earlier — a tip sheet prepared by your client.
Some clients have very detailed notes about their buyers.
Be warned, however. Just because the buyer summary comes from
the client doesn’t mean it’s impeccable. I’m always astonished at
how poorly most customer surveys are conducted, for example,
with questions that virtually tempt the respondent to misrepresent
himself. Often buyer profiles contain information that was true
years earlier, but is misleading by the time you read it. So, do ask
for and use client-supplied profiles — but when you do, ask
questions and treat the data with skepticism.
Now, let’s talk about the most commonly used source of
information: previously written direct-mail packages. Many,
many copywriters do no other prospect research than study the
work that was done before them. They accept an assignment,
take a quick look at the prospect, and then dig into all those good,
old sales letters that worked so well in days gone by.
This is an understandable impulse because it saves a lot of
time. And, truth be told, it will give you, quick and dirty, a lot
of what you want. But there’s something in the nature of our
business (and perhaps any business) that despises the easy road.
Because most of the time, packages written this way do less well,
not better than, the packages they borrow from.

Fleshing Out Your Prospect Profile Or Building a 3-D Image of Your Buyer
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And it makes perfect sense when you think about it. The
direct-mail market is a sophisticated, vital, ever-changing and
growing organism. It is, in a real sense, the sum total of every
package and product that’s existed before.
And direct-mail buyers, though they may not think of
themselves that way, are developing organisms themselves.
Every package they look at and buy from, or toss in the trash,
makes them that much more savvy when they open their
mailboxes next time around.
I’m not saying you shouldn’t look at other packages. You should.
And you should make notes and clip sentences and even steal a
phrase or two, if you need to. But recognize that unless your
package is mostly new, mostly fresh, and mostly original, it won’t
work because it will be selling not to your prospect but to the ghost
of all the past prospects of all those old direct-mail packages.

Fish Bait and Tackle
Here’s another metaphor: hooking the prospect. Getting
your buyer to make the purchase requires dangling something
interesting before him, feeling his tug, and then snapping on the
line — getting the hook in.
Think about the
moment when
your prospect
gets your mail.

Think about the moment when your prospect gets your mail.
In his hand, is a stack of mail. Yours is just one of a bunch. He’s by
the mailbox (or at his desk) sorting through it, deciding which
he’ll open, which he’ll put aside, and which he’ll toss.
Direct-mail experts tell us that the average mail-order buyer
spends less than 10 seconds determining the fate of each
envelope. (That’s not a lot of time, considering the countless
hours you’ve put into it!)
You are as close to this buyer as you will ever be. He’s the big
fish you’ve been waiting for — and yet, you can’t jump into the
water and grab him around the neck. (Yes, yes. It’s an absurd
idea.) You can’t catch him in the way you can catch someone you
are chasing. You can’t shoot him and you can’t club him. Your only
chance is to get him to take your bait.
Yet, there’s all this other bait around. So what do you do?
Well that’s easy, isn’t it? Make sure your bait is bigger and
tastier looking than all the rest. But all the other fishermen
(crowded around you) have the same idea. Every guy with a
pole in his hands is thinking bigger and tastier.
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So how do you get the fish?
Keep this in mind. (I’m leaving this scaly metaphor, now,
and going back to reality.) This is the magic moment. Your
prospect is looking through a stack of direct-mail packages and
he’s looking to throw away many of them — but he’s also looking
to keep a few.
That’s important to remember. If you think about it, your
potential buyer is actually in a very positive state of mind
(from your point of view). He is actually open to your offer.
For these few, brief, magic moments, your prospect is
open to the right word or phrase because what he’s really doing
is searching for something in the mail. He’s searching for
something to help him with his troubles, to bring more of what
he wants into his life. He’s searching for something that means
something to him.
Means something to him. Think about that.
You have a rare few moments to say something to him that
will give him what he has been looking for — and your only
chance to do that is to say something that persuades him to hold
onto your direct-mail package as he tosses the others away.

Seize the Opportunity
You’ve got to grab him with your lead. You’ve got to hook
him by saying something he truly cares about. You have to make
him a promise that he wants fulfilled. Make him believe you can
deliver it. And you’ve got to make him believe that what is inside
that envelope is worth his time.

You’ve got to make
him believe that what
is inside that envelope
is worth his time.

How do you do it?
You can’t do it simply by making a big promise. “Make a
Million Dollars in 30 Days.” Or “Lose Six Inches Off Your Waist
Without Diet or Exercise.” These big promises, while critically
important, won’t distinguish your package from umpteen
other packages out there that have been written by ordinary
copywriters who haven’t taken the time to write leads that are
more targeted to their prospects.
No. You’ve got to do more than make a big promise. You’ve got
to say something that makes your prospect think: “This offer is
different. This sounds real. This sounds like it was meant for me.”
In other words, you’ve got to get your prospect hooked on the

Fleshing Out Your Prospect Profile Or Building a 3-D Image of Your Buyer
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idea that your particular direct-mail package will be uniquely
meaningful to him.

Establishing a Meaningful Relationship
And to do that — to create the anticipation of a meaningful
relationship — you’ve got to do a number of subtle, clever things.
It’s a bit like establishing a personal relationship. You are at
an art gallery opening. There are a dozen attractive women
milling about, looking single. One of them is especially attractive.
You want to hook her into a meaningful relationship. What do you
do? You certainly wouldn’t walk up to her and say, “Hi, I’m going
to make you the happiest woman in the world. I’m going to light
up your world, and take care of you for the rest of your life and
give you beautiful babies.” Well, maybe you would. But let’s just
say you’d be lucky if it worked. The promise is big, and it may
indeed be what this woman is looking for. But she is more than
just a Single Desire draped in flesh and blood. She’s a threedimensional woman with hopes and fears and desires. And one
of her fears might be getting hooked up with an egotistical bore.
So what would you do? You’d probably look at how she’s
dressed, notice how she interacts with other people, see which
paintings she lingers in front of. Then you’d come to some kind of
conclusion about her likes and dislikes, her tastes, her education,
her comfort level at the moment. You’d figure out as much as you
could about her and then you’d say something — something that
she’d instantly be taken by. It would be something that, if you
were right about her, would be meaningful to her.
You’ve got to choose
exactly the right
words that convey the
promise you want to
make in a way that
will be welcomed.

Okay, you get the analogy. Same is true for direct mail.
You have one and only one moment to woo your prospect.
And time to use only one or two “lines.” So you’ve got to say the
right thing. You’ve got to choose exactly the right words that convey
the promise you want to make in a way that will be welcomed.
That’s why you have to know your prospect. That’s why you
need to create a target profile. You can’t afford to say anything
wrong, use the wrong diction, or speak in an offensive way.
You must say something tempting, something that indicates
you have what he wants.
Obviously, the more you know about your prospect, the better
your chances are.
The same can be said for keeping your prospect hooked, for
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maintaining his interest throughout the sales letter. And the same
rule holds true here: The more you know about him, the more
likely you will be to hold his attention.
By knowing your prospect, your copy will be much less likely
to go off on a tangent, to run onto topics he doesn’t really care
about, or (worse) turn him off.
So that’s why knowing the target buyer is so important. And
that’s why you’ll be a much better copywriter if you know how to
create a better, deeper, more truthful image of your prospect.

How to Create a Very Good Buyer Profile
The most effective, proven way to flesh out your reader is to
uncover the feelings and ideas in the original promotion that sold
him … that spoke directly to him and persuaded him to buy.
This is the clearest indication of who your reader is … the closest
possible link to his heart and mind.

So that’s why knowing
the target buyer is so
important. And that’s
why you’ll be a much
better copywriter if
you know how to
create a better, deeper,
more truthful image
of your prospect.

Let me explain …
Your data card might tell you that your reader is an unmarried
female who makes $40,000 a year and travels abroad. But if you
thoroughly investigate the original promotion that put her on the
data card, you’ll know much more. You’ll understand, perhaps,
that she wants to make money slowly but surely, fears the stock
market, and believes that big government is evil. With that
additional information about her tendencies and fears, you’ll be
better able to speak to her in a persuasive manner.
It’s like adjusting a camera lens until your subject becomes
clear as day … standing right in front of you. But don’t jump
to the promotion just yet. The ideas that originally sold your
prospect are very often not what you think they are … not
what immediately meets the eye. And this is the second half
of Secret #1 …

A Case in Point
Let’s say your reader responded to a penny-stock promotion.
Does that mean he’s interested only in penny stocks? Of course not.
The sales letter might have been written in such a way that the
underlying pitch was not about investing in penny stocks per se
but about getting rich quickly. A promotion with a primary theme
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of “fast cash” is going to attract a different group of buyers than
one with a more sophisticated message.
If you see a promotion for a financial product or service that is
full of “get-rich-quick” claims, you can bet your buyer will be
less sophisticated in many ways, more inclined to gamble, and
susceptible to bigger and more direct promises.
For the purposes of illustration, let’s call such a buyer Reader #1.
Now let’s look at a promotion that is full of investment jargon,
contains specific, technical claims, and uses charts and graphs to
back up its assertions. This type of promotion would attract a
reader who believes the best way to make money is by applying
some kind of scientific formula to the market. Reader #2 is likely
to be less of a gambler than Reader #1 and will probably not react
well to exaggerated claims and promises.
This is the kind of profiling you should be doing before you
write any direct-mail promotion. You need to use data cards
and client-provided descriptions, and to study the product and
past promotions to develop an in-depth understanding of your
target buyer.
But to be masterful at
copywriting, you need
to do even more.
You need to make
your profile
three-dimensional.

But to be masterful at copywriting, you need to do even more.
You need to make your profile three-dimensional.

The 3 Dimensions of Personality
There are many ways to analyze buyers. We have talked
about sex, age, home address, education, political orientation,
and buying habits.
All of these categorizations help you get a better picture of
your reader. And if you follow the advice above, you’ll be leagues
ahead of your competitors when it comes to communicating
with your buyer.
But because you are at the Masters level in the world’s best
copywriting program, I’m going to give you an additional tool.
It’s a way of seeing the full, human shape of your prospect’s
personality.
I call it “The Three Dimensions of the Buying Psyche.”
Three is not many, but it’s enough to build a threedimensional image — one you can look at from several sides.
One that will let you discover subtleties and nuances others won’t
ever even begin to understand.
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Success, they say, occurs at the margins. The world’s fastest
sprinter beats an ordinary runner by just hundredths of a second.
In copywriting, you can beat your opponents (and enjoy the
reputation of being a superstar performer) by knowing your
buyer marginally better than anyone else does.
This Masters technique of “fleshing out the prospect” gives
you enough information to achieve much more than a marginal
advantage over your competitors. So if you take the time to learn
and understand it, you’ll be a much stronger writer.
Let’s take a look at the three dimensions of your prospect’s psyche:
1. His wants
You know that the foundation of any buying decision is
desire. Prospects buy not because they need something
but because they want it. In fact, when most people say
“I really need that,” what they mean is “I really want it.”
Let’s face it, there is not too much that we need.
Food, clothing, a roof over our heads. It’s unlikely
you’ll be selling much of those things as a direct-mail
copywriter. Most of your work will be devoted to creating
desire. So the first thing that you need to do in terms of
building your prospect’s three-dimensional portrait is
determine his primary desires in terms of what you’re
selling. Does he want more money? A secure retirement?
A full, thick head of hair? A more exciting love life? Find
out his primary wants and meditate on them.

This Masters
technique of “fleshing
out the prospect”
gives you enough
information to
achieve much more
than a marginal
advantage over
your competitors.

2. His emotional state
Next, you’ll need to understand your prospect’s emotional
state. How does he feel generally? How does he feel about
the product or service you are selling? What makes him
worry? What makes him happy? All these considerations
are part of the very necessary task of mapping out his
emotional topography. You’ve got to know, for instance,
that if he’s lived through a major economic downturn,
he’s likely to have a strong fear of losing money. If he’s
bought cosmetics, he’s probably vain. Keep in mind
that your prospect is not a cartoon, but a real person.
That means he will probably have two or three emotional
responses (sometimes in conflict) about any product
or service, problem, or opportunity. Your job as a master
copywriter is to understand what these emotions are
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and to make sure your copy appeals to each and every
one of them.
3. His beliefs
Here’s something 99 out of 100 copywriters don’t take into
consideration. What are your prospect’s basic beliefs?
What intellectual prejudices does he hold? Is he, for
example, someone who believes government is innately
corrupt and inefficient? Or does he feel that government
holds the potential to solve most social problems?
Does he believe that American cars are built better than
Japanese? Does he favor German technology? To make
your copy sizzle, you’ve got to start off in the same place
where your reader is standing. And that means saying
things that he’ll recognize as sensible and true. The most
common mistake new copywriters make is to express
(either directly or implicitly) ideas that their prospect
simply doesn’t believe. This is a serious mistake.
It can seriously damage almost any sales letter. So take
the time to think about your prospect’s beliefs and make
your copy use those ideas as springboards to the sales
message itself.
Once you’ve
determined your
reader’s wants,
feelings, and beliefs,
you will have a big
selling advantage.
You will know things
— important things —
about him that
your competitors
don’t. You’ll be able
to express yourself
in a more convincing
way, and use words
and expressions
that trigger strong
emotional reactions.

Once you’ve determined your reader’s wants, feelings,
and beliefs, you will have a big selling advantage. You will know
things — important things — about him that your competitors
don’t. You’ll be able to express yourself in a more convincing
way, and use words and expressions that trigger strong
emotional reactions.
In short, you’re going to do a much better job selling him.
Now, let’s walk through this process, using the penny-stock
example for the two personalities we’ve already talked about:
Reader #1 and Reader #2.
Your Masters Level prospect profile for Reader #1 might look
something like this …
Personality Profile (Reader #1)
“Here’s a man who wants to make money right away,
who feels comfortable with the market’s risk, who
believes that you make money by finding out what the
insiders are doing.”
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For Reader #2, it might look like this …
Personality Profile (Reader #2)
“Here’s a man who wants to make money over the long
haul, who feels nervous about unsubstantiated claims,
who believes that you make money by sticking with
complex analysis.”
And that’s all you need … because once you’ve broken down
your reader’s personality into the most revealing, most indicative
dimensions, you’ve temporarily become him. There is no
closer connection.
Are you getting the point?

The Point
In a nutshell, the first task of any master copywriter is to
formulate the reader’s personality profile based on a thorough
contemplation of the original promotion that made him buy.
Because only when you understand the inner workings of your
reader’s personality, can you successfully sell to him again and
again. Use this profile to create your next lead (your basic
selling strategy), and you will have leaped one giant step toward
an exciting and financially rewarding career.
Are you ready to put this secret into action? Let’s get started...
Go to www.awaionline.com/mastersprogram and
click on “Spec Challenges.” Then select Spec Challenge #1:
Monthly Copywriting Genius and follow the instructions
provided.
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Use this profile to
create your next
lead (your basic
selling strategy), and
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toward an exciting
and financially
rewarding career.
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