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Business Development Ideas to Help You:

<« Make $1,000,000 to $5,000,000 Every Year
<« Dominate a Market/Eliminate Competition
< Triple the Value of Your Business

The Writer's Workshop: Learn How To Say It Well

The great business philosopher Jim Rohn said it best in his lecture about communication. He
was talking about personal communication - not about advertising - but the principle holds true.
He says to be a master communicator all you've got to do is follow this simple three-step
process: first, have something good to say; second, say it well; third, say it often.

In terms of advertising, here's what that means: having something good to say means you've
innovated your business sufficiently so you have something unique that's worth advertising.
Saying it well has to do with taking what you do well and saying it in your advertising in such a
way that it gets people to notice and take action.

Here's what you need to know about saying it well: advertising gives you great leverage on
your dollars invested. The words you use and the way you use them in your ads can make all
the difference between an ad that works and an ad that fails. An ad that makes you money or
an ad that costs you money. Those ads you're going to be running will cost you the same
amount of money regardless of how well you say it. If you say it well and your ads make you
rich, the price of the ads remain constant. If you say it crummy and go broke, the cost of the
ads still doesn't change. That's why we're going to spend so much time on the writer's
workshop and teach you how to say it well - so you can take advantage of the upside of the
leverage advertising offers you.

I don't know if you're planning on writing your own ads or not. Maybe you just want to learn
how to evaluate whether or not your ad agency is doing a good job. Maybe you'd like to make
useful suggestions to the people who write your ads. Or maybe you are the one responsible for
putting it all together for your company. If you're responsible for the results of your company's
advertising, you'll need to know how to effectively write your ads.

Use Words To Create Mental Pictures In People's Minds: Remember this one tidbit
and it will be worth the time you've invested. The mind thinks in pictures, not words, not ideas,
not concepts, not abstracts, in pictures. Hard to believe? Let me give you an example. For a
moment, think of a killer whale. Okay, what came to your mind? The words and letters k-i-I-I-e-r
w-h-a-I-e? No, of course not. You had a picture of a killer whale instantly pop into your mind.




Now, think of the Eiffel Tower. What happened? Big, tall, pointy tower picture pops into your
mind. The reason your mind throws a picture on your mental canvas is because you don't think
in words, you think in pictures.

Okay, you say those weren't fair examples because they were both objects. It makes sense
you would think of an object by picturing the object, but you're saying that you probably
wouldn't think of something abstract in a picture. Well, let's see if that's true or not. Here's the
next exercise: think of the word FAME. What happened? Did you think of the letters F-A-M-E?
Or did your mind paint a mental picture of something instead? Maybe it was a flashback to the
old movie Fame. Or maybe you got a picture in your mind of a famous person or even a
collage of famous people. If so, who was it? A famous athlete? A movie star? Maybe your
mental picture shows the flashbulbs that come from being photographed a thousand times by
the media or maybe you saw your picture on the cover of a magazine. It's different for
everybody, but for everybody it's a picture. Let's try another: how about the word POLITICS?
What picture did you get? What about the word RELIGION? Think for a second. What about
the word CHARMING? SWEET? EVIL? FLEXIBLE? Get the picture? Your mind thinks in
pictures.

So the next logical question you have is SO WHAT? What does that have to do with
advertising? The answer: EVERYTHING. As an advertiser, your job is to create a mental
picture in the minds of your prospects that will get them to: a) pay attention to your ads, b)
become very interested in what you're selling, and c) take action. You've got to be the artist
that paints the picture in the brain. So you might think, "Hey, great. If the mind uses pictures,
then we'll just stick a bunch of pictures in our ads and that will do the trick. After all, as the
saying goes, a picture is worth a thousand words, right? We'll put pictures in our ad that
illustrate the points we're trying to make and everyone will understand and take action." Well,
actually, that's not exactly true. Here's the problem with pictures in advertisements, generally
speaking: your interpretation of a picture and my interpretation of a picture might not be the
same thing. The picture might be worth a thousand words...the question is which thousand
words?

So now you're wondering...which is it? Pictures or no pictures? Here's the key: you can use
words to create mental pictures that will get attention and tell your story far more effectively
than any illustration or photograph ever could. You've got to become a skilled wordsmith that
can use words to paint pictures on the mental canvas.

Let’s look at a company that makes video game cabinets. A video game cabinet is basically
the wooden box with a TV monitor that those games you see in the arcades are housed in.
One of the biggest problems with the cabinets is that they have to endure a lot of abuse. Think
about it: they've got 13 year old kids pounding on them all day long for months and years on
end. The part of the cabinet particularly vulnerable to wear and tear is the control panel - the
part about waist high on the cabinet where all the buttons, knobs, and joysticks are. Well, this
company had engineered a cabinet with several reinforcements on the control panel that made
it very durable and extremely resistant to breaking even under the most abusive conditions. It
was called the HS-27. People in the industry all knew what an HS-27 was. Okay, play
consultant now: write an ad extolling the merit of the HS-27 video cabinet with its new,
improved, reinforced control panel. What would you say? Remember, your job is to paint a
mental picture for the reader. So what would you write?

If you ask around the factory, you will find out HOW they tested the durability of the control



panel: they simulated the worst punishment the control panel could ever possibly face - they
had somebody literally stand on top of it and jump up and down repeatedly. And just to make
sure that the test was true, they had their service manager - Mike, who weighed in at 272
pounds - be the one who did the jumping. Ah ha! There's the idea. Are you already starting to
get a mental picture built in your mind? The headline was then written in big, bold letters. "We
Had The Biggest, Fattest Guy We Could Find Jump Up And Down On Our HS-27 Control
Panel For 12 Minutes...Just To Make Sure It Could Endure Any Punishment Your Customers
Could Dish Out."

Did that headline put a mental picture in your mind? Of course it did. You saw this picture in
your mind of a big fat guy jumping up and down on a video game cabinet and the cabinet
standing up to the test. And here's the best part: every person who heard or read that headline
got to paint the mental picture using their own images and scenes which makes the picture
more vivid and more believable. The company was a little concerned about using the "Fat Guy"
ad. They thought it wouldn't be politically correct, you know, to talk about a fat guy. What if
people complain? I'm telling you, the words FAT GUY just have the ability to create a certain
picture in the mind that no other words can. The results proved it worked: the ad generated a
ton of attention and skyrocketed the sales of the HS-27 video game cabinet.

Here is another example. A company that does pre-employment screening and background
checks wanted an ad that emphasized how effective they were at screening out bad
employees. They debated about what people really wanted from a pre-employment screening
company. "They want the checks done fast, they want the checks done accurately, etc.” But
what people want can all be summed up in one headline: "Now You Can Avoid Hiring Weirdos,
Losers, and Lunatics." The sub-headline said there was a secondary benefit of "and get all the
information you need in just six hours or less." That one definitely puts a pretty graphic picture
in your mind.

How about this for creating a picture in the mind? "We Go The Extra Mile For Our Clients."
Okay, that was a trick; | hope you caught it! "We go the extra mile for our clients" leaves your
brain looking for something concrete to grasp onto. It leaves you visually numb. It does a poor
job of creating a mental picture.

We’'re not saying that you can't use actual pictures effectively in an advertisement. You can. It's
been done lots of times...but here's the key: usually the pictures are used in tandem with
words. Why? The words are what create the MENTAL picture that describes the actual picture.

The place to paint the picture is in the mind. Not on the paper. Don't draw a conclusion from
the examples here that you have to use an inflammatory headline like the Fat Guy one or the
Don't Hire Losers one...although it can certainly help. Those are just examples to prove the
point about creating mental pictures. Here's what you need to know: Your ability to use words
to create pictures in the minds of listeners will greatly enhance your chance of success. Most
of the ads out there don't effectively create mental pictures. Instead, they unthinkingly spew out
verbal garbage. Instead of mental pictures, they create mental numbness. Why would they do
that? Don't waste your money that way.

For valuable ideas on how to “Learn How To Say It Well” request a copy of our FREE CD
program “Monopolize Your Marketplace.” Simply reply to this email with “MYM CD” in the
subject line and provide your full contact information.
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If you have enjoyed this Newsletter - please feel free to forward it to a person who might
find it beneficial.

If you're not a subscriber and would like to sign up for the FREE “Monopolize Your
Marketplace” newsletter and learn how to “Separate Your Business from the Competition.”
Simply call us or send an email to Mike @ Private-Equities.com with the words “Subscribe to
MYM” in the subject line.

Copyright © 2004 Private Equities except where Indicated otherwise.
All rights reserved worldwide.
http://www.Private-Equities.com


mailto: mike@private-equities.com
http://www.private-equities.com



