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How to Use This Book to Find Your Perfect Phrases

The purpose of this book is to supply you with examples of
phrases you can borrow or modify or use as guides to create your own
communications.

In Chapter 1, you'll learn a few tips from the pros to improve the
selling power of your writing.

It takes only a few minutes to read. Keep them in the back of your
mind as you choose your phrases and modify them.

In Chapter 2, you'll find perfect phrases for the most important parts of
your sales message, the parts common to almost every medium.

These are the parts that make or break your communication
because they are what the recipients of your communication read most
frequently. These include:

@ Business and product names

@ Slogans, theme lines, and taglines

# Headlines (your most important points)

@ Subheads (your second most important points)

® Calls to action (you ask them to do something)

In Chapter 3, you'll find perfect phrases for specific communication
media.

Each advertising medium can do different things well. These phrases

take advantage of those differences. These are the media covered:

VIl
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Print Advertising

@ Magazine and newspaper ads
® Brochures

@ Posters and flyers

® Billboards

@ Yellow Pages

® Classified ads

Broadcast Advertising
® Radio

@ Television

Direct Mail

® Postcards

@ Letters

# Sell sheets/product sheets/specification sheets
@ Catalog product description

® [nvitations

@ Coupons

® Promotional offers

Web Sites
Press Releases

There Are Two Ways to Use This Book

You can use this book to find perfect phrases according the

advertising medium you are using. For example, you could choose
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to write a better direct mail piece or choose to write a better radio
commercial. You simply go to the relevant section of Chapters 3 or 4.

You can also use this book to find perfect phrases for writing a piece
of an ad common to all media, such as a headline. For example, you
could be writing a better headline that will be used in a direct mail piece
and a radio commercial. In that case, you should go to the Headline

section of Chapter 2.

An Example of How to Use This Book to Write for a Specific
Advertising Medium

Let’s say you have a business teaching improvisational comedy to
corporations, and you want to promote your business with an ad in a
business journal.

Look up “Magazine and Newspaper Ads” in the table of contents,
which you'll find in Chapter 3, Tactics for Print and Display Media.

A magazine ad consists of eight parts. Each part is created one step
at a time and then the parts are combined in the final step.

Step 1. Select a photo or illustration.

Step 2. Create a headline.

Step 3. Create a subhead.

Step 4. Create a first paragraph.

Step 5. Create body copy.

Step 6. Create a call to action.

Step 7. Put your name or logo.

Step 8. Add your slogan.

Step 9. Assemble all the pieces.
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In step 1, you're offered a choice of nine subjects for your photo or
illustration:

@ Your product or service

® A person using your product or service

#The benefit of your product or service

@ The problem your product or service solves

@ A satisfied customer

@ A map showing your location

# A picture of your store or facility

@ A dramatic demonstration of your product or service

® A cutaway view of the inside of your product

You choose to show a person using your service. So you select a
photo of corporate employees enjoying your improv class as you teach.

In step 2, you go to the headline section in Chapter 2. There, you are
given a choice of 18 creative approaches to writing a headline:

1. State a tangible benefit involving time, money, safety, or ease.

2. State an emotional benefit that fulfills a desire or alleviates a fear.

3. State a problem and provide a solution.

4. Provide a demonstration.

5. Announce news.

6. Flag the prospect.

7. Ask a question.

8. Offer savings.

9. Offer freebies.

10. List helpful how-tos.

11.Tell a story.

Xl
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12. Shock and surprise.

13. Use humor.

14. Use drama.

15. Use an expert endorsement.

16. Use a customer testimonial.

17. Work with an objection.

18. Associate with a good cause or organization.

You decide that the headlines under “State a problem and provide a
solution” would work the best for your business situation.

There you can choose among five headline structures:

& Put an end to cockroach infestation with one phone call.

@ Too many debts? Consolidate them and save.

® Need computer maintenance fast? Our team can be there in
minutes.

@ If you are losing customers, our loyalty programs can help.

@ Dirty chimneys cleaned cheap.

You decide that putting an end to low morale is one of your
customers’ biggest problems. So you choose “Put an end to cockroach
infestation with one phone call” as your model. You change it to “Put an
end to low morale with one improv comedy class.”

You use the same process for steps three through eight. Pick an
approach you like, pick a phrase as a model, and then adjust the phrase

to fit your particular business situation.

Xl
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PHOTO:

HEADLINE:
SUBHEAD:

FIRST PARAGRAPH:

BODY COPY:

CALLTO ACTION:

LOGO/NAME:
SLOGAN:

CORPROVTEACHER AND CORPORATE EMPLOYEES
ENJOYING AN IMPROV CLASS

Put an end to low morale with one improv comedy class.

These games are so easy, even vice-presidents can do
them.

If your idea of improving morale is a slide lecture
pep talk on casual Friday, have we got a better
alternative for you.

Our four-hour onsite improv comedy class is not
only lots of fun, it can also improve your employees’
teamwork, listening skills, creativity, ability to think on
their feet, and presentation confidence.

For more information, contact Barry Callen at
608.347.8396 or barry.callen@gmail.com.

CORPROV

Improv comedy classes for corporations.

An Example of How to Use This Book to Write a Headline Shared by

Various Media

Let's say you have a catering business and you want to write a

powerful headline to use in several media: a newspaper ad, a magazine

ad, a postcard, and a flyer. You go to Chapter 2, under “Headlines,” and

you can choose among 18 creative approaches to writing a headline (as

listed in the preceding example):

1. State a tangible benefit involving time, money, safety, or ease.

2. State an emotional benefit that fulfills a desire or alleviates a fear.

3. State a problem and provide a solution.

You decide that the headlines under “State a problem and provide a

solution” would work the best for your situation.

X1l
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There you can choose among five headline structures:

® Put an end to cockroach infestation with one phone call.

& Too many debts? Consolidate them and save.

@ Need computer maintenance fast? Our team can be there in
minutes.

® If you are losing customers, our loyalty programs can help.

@ Dirty chimneys cleaned cheap.

You decide that speed is one of your catering company’s strengths.
So you take the headline “Need computer maintenance fast? Our team
can be there in minutes.”

Then you make that headline your own. Here are three examples of
how you might do that:

® Need catering fast? Our team can be there in three hours.

® Need catering fast? We can deliver a complete banquet for 40 by
this time tomorrow.

@ Need a catering estimate fast? We can have one ready for you
within the hour.

It's as easy as that. Just find the perfect phrases that best fit
your message and medium and use them to create your perfect
communication.

For more examples of ads and marketing communication using the

principles in this book visit www.barrycallen.com.
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