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The world’s become a very noisy place, both literally and
figuratively. Have you ever been in a traffic jam with so many
horns honking that you simply tuned them all out? Every horn
sounds like every other one, so not one of them draws your
attention - none of them elicit the response they’re supposed
to. Instead, you ignore them all.

The Internet started as the “information super highway,"”
but it’s become a lot more like that traffic jam - every single
email and Web site is vying for your attention.

“Read me.”
“Click here.”
“Check your e-mail.”
“DOWNLOAD NOW.”

“Friend me.”

It’s just like all those honking horns, and the only way to
get any peace and quiet is to escape.. to ignore it all. The
inundation of marketing messages isn’t new. It’s always been a
challenge for business owners and entrepreneurs like vyou to
create messages and advertisements that draw attention - that
break through the noise and “get heard.”

The problem is the ever-growing volume of advertisements
that we see. Research shows that we’re exposed to 600 to 3000
ads per day. Per day!

That turns into one or more for every waking minute.
Actually, that statistic probably comes as no surprise since
marketing messages come at us from every possible angle:
television, radio, print media (newspapers, magazines, direct
mail), billboards, truck signage and the ubiquitous Internet
with its range of pop-up ads, banners, search ads and embedded
video, not to mention those showing up on your mobile device.

If you’ve been on a plane recently, you’ve seen ads on your
drop-down tray, and there are even advertisements creatively
positioned in public rest rooms! If there’s a space and a chance
for a captive audience, there’s an ad. It can be difficult and
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expensive to compete.. to get attention and have your message
read.

Advertisements clamored for attention as far back as those
that appeared in Ben Franklin’s Pennsylvania Gazette. Typefaces
became larger and bolder so that ads could stand out from the
news as well as from each other. With every new medium that’s
come along since, marketers have found ways to break through and
set themselves apart. Radio and television turned to famous
spokespeople and jingles; print media saw the introduction and
expanded use of color; the Internet quickly leveraged animation,
video and audio to get attention.

The competition for mind-share has become an epic battle.
It’s no longer simply a case of you against your competition for
consumer attention. It’s no longer Pepsi® battling against Coke".
Because of the information overload problem, companies now have
to battle with the consumers themselves to pay attention. Now
it’s Pepsi® and Coke® against each other and against the consumer!
So now it’s you against your competition and your prospects. The
more you try to scream for attention, the better your prospects
and customers get at ignoring it all.

So what are you supposed to do? First, 1it’s a matter of
personalization, and I’1ll share a few fundamentals of that
aspect of successful marketing. Then vyou’ve got to get
attention, and I’'ll share proven tips.. tips based on my years of
experience and success in direct response marketing.

Finally you’ve got to have a system to do everything I just
described and later in this report I’'ll let you in on my secret
to success and show you how you can easily put this altogether!

What My Grandmother Taught Me about Marketing

Successful marketers are changing the way they talk to
their customers; they’re talking to them, not at them, and this
context 1s critical. When your customers are part of a
conversation, they’re more 1likely to listen and engage rather
than ignore. Because there are thousands of messages hitting
them every day, consumers have perfected the art of ignoring
them. The louder you try to scream, the better they get at
ignoring. Your message has to play on the proverbial radio
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station that all of your customers and prospects listen to:
(What’s In It For Me?)!

FM
prospect,

not about you.
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The message has to be about your
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When I was in college at

Your message also has to be a one-on-one conversation.
got to be personal to get attention.
Texas A&M University, my grandmother wrote to me regularly. In
fact, her 1letters arrived week in and week out without fail.
While I ©probably didn’t the of
distractions that I face today, I took the time to read and re-
read every single one when it arrived. Her letters were directed
at me personally; she took the time to write;

in what she had to share;

have number and sorts

I was interested
and she cared about me. I not only

read and re-read every letter, I saved them! And I have them to

this day.
the is
letter taught me a 1lot about

Looking back, funny thing that my grandmother’s
and
they
not my sister and not my cousins but specifically
they contained information that interested me - I wanted
to hear about what she had to say;

I

reaching my own prospects

customers. I read her letters because they were personal

were for me,
for me;
and they arrived regularly -

could anticipate when they’d arrive and looked forward to
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getting them. That’s the same way vyou need to reach your
prospects and customers. Use marketing that is:

e Personal
e Relevant

e Timely

Personalized Marketing: The Key to Success!

Today, personalization is more important than ever, and
effective personalization goes well beyond simply inserting the
recipient’s first name into your copy. That may have worked
decades ago when Publisher’s Clearing House® used it, and the
technique was 1impressive and got attention because it was
cutting-edge technology.. and few of us had ever seen our names
featured in a headline. We were drawn to open the envelope and
read the letter because it was individualized (or so it seemed)
and our names were plastered all over it. Well, that and the
fact that we “may have already been selected for the grand
prize.”

Using the recipient’s name is still important, but it has
to be done more judiciously now. It can’t be contrived; your
prospects will see right through that. Remember, my
grandmother’s letter weren’t of the "“Dear <insert first name>”

type!

Technology has moved far beyond <insert first name>. Simply
using the recipient’s name no longer has a “wow” factor. Besides
resisting the urge to use a personalized name at every turn,
you’ve got to make certain your data is correct, and it starts
with making certain that names are spelled correctly. Nothing
alienates a prospect quicker than personalized marketing that’s
not spelled correctly.

Obviousgly when vyour prospects and customers are entering
their own data, vyou can’'t control their typos or errors;
however, wvery few people misspell their own names. One of the
real benefits of using a system in which your prospects enter
their own information is that you collect information that is as
accurate as 1t gets! However, effective personalization goes
beyond that.
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Most databases contain first and last names, but many of us
go by nicknames rather than our given first names that are
included in any database. Take me, for example. When prompted
for my first name, I’'1ll typically use "“Mike” and nearly everyone
addresses me as Mike. If I receive mail addressed “Dear
Michael,” I'm pretty quick to disregard it. While it’s
personalized, I also recognize immediately that it’s contrived.

There are countless names that create the same pitfall:
James, Christopher, Kristine, Richard, Jeffrey, Rebecca, Steven..
you get the idea. What’s more, you can’'t guess. James Smith
prefers “James”, but James Green 1likes “Jim.” If you haven’'t
already done so, be certain you’re creating a salutation field
or otherwise prompting your prospects for their preferred name
rather than simply asking for their first names.

You really do need to take time to 1learn about vyour
audience - your ©prospects and customers - in order to
effectively personalize your copy. Once you know specifics, you
can segregate your database accordingly and use both your copy
and the design to create a personal message.. and a relevant one.

For example, ABC Travel Agency runs two winter promotions -
a ski getaway and a Caribbean beach getaway. James Smith is a
skier; Lisa Green is a diver. ABC has those preferences built
into their database and can tailor each message accordingly.

They can insert relevant photographs for each sport,
personalize the copy, and even create a masculine versus
feminine designs. If they’'re really good they can even make a
reference to the last wvacation they booked! Today’s technology
allows for those alterations on the fly and within the same
mailing or online promotion.

Uniqueness counts. There’s a lot of "“me too” in marketing
these days, so study your audience and figure out creative ways
to set yourself apart. That, in and of itself, leads to greater
response rates and more sales!

Who Are You?

As consumers, we all want to buy from people we “know, like
and trust.” Think about yourself as a consumer. Do you buy from
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someone you don’t like? Probably not if you can help it. Do you
buy from someone you don’t trust? Probably not at all!

Your prospects and customers need to get to know you first
before they’re going to like you and trust you. So how do you go
about 1it? Simple: You tell them. Communicate the person behind
the company. It certainly shouldn’t be self-aggrandizing or
boastful. Personalize your story. Keep it friendly and in small
doses. The more people get to know you, the more the “like and
trust” factors build as well. What’s more, when you personalize
your story, you increase the 1likelihood vyour customers will
realize that they’re probably a lot like you.

Many times, your “back story” reveals the benefit of your
product or service. “I started this business because..” and then
share the reason. For many entrepreneurs, the reason they
started their businesses was to solve a problem or pain that
they experienced themselves. Their prospects are no different;
neither are yours. You’'re letting them know that you share their
pain, so to speak. You can kill two birds with one stone. You
let folks know something about you, and it serves as a selling
tool at the same time - you’re sharing the benefit you offer
through your story.

Again, it’s important to know your prospects and target
audience so that you can share information that they’re going to
find interesting and relevant. Without interest and relevance,
they’1ll stop reading. When reading stops, so does the
opportunity for a sale. When reading continues, the “know, like
and trust” factor grows! When that grows, so does the
opportunity for a sale.

An Audience of One

Think about the millions of people who receive direct mail
or Internet offers. In fact, some single promotions are mailed
(or e-mailed) to hundreds of thousands of addresses. Imagine
writing something that’s going to be read by that many people.
Wow - sounds like a challenge, right? How can you personalize
for such a huge audience? Easy. You don’t.

That’s right; you can’t personalize for big numbers, and
I'm not referring to the mechanics of <insert first name> or any
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other technique. You’ve got to have the right tone and message,
and that’s impossible to capture if you’re thinking about every
prospect 1in your database. Instead, picture vyour most ideal
customer. Think about age, background, lifestyle, income level
and even gender. Many good copywriters even go so far as to
write a description of the ideal customer. Some even find a
representative picture and post it on their monitors! They
address the message to this person, and that personalized tone
comes through loud and clear in the copy.

Decide who vyour ideal customer is and don’t worry about
alienating some recipients. After all, this person is your ideal
customer for a reason. These are the clients vyou want to
attract. If the bulk of your customers are men, then your ideal
customer should be male as well. Worried that your message won'’t
resonate so well with women? Maybe it won’t; however, if 90% of
your customers are men and you try to address both men and women
as your write your message, you’ll end up with something that'’s
not very personal to either gender.

Don’'t lose the 90% because you tried to satisfy the 10% as
well. On the other hand, if your product or service attracts
both genders equally, think about both as you write.. but only
think about two people, not your entire database! Another
consideration 1is to segregate vyour database by gender if
possible and write two different messages.

The key is to think of your audience as one person. One
person is going to open your letter or e-mail and read it. It’s
not going to be opened and read in an auditorium full of people.
One person; one reader. Remember, my grandmother wrote her
letters to me, not all my cousins and everyone else in the
family.

How to Boost Response!

In addition to personalizing your message 1in order to
improve your response rate and boost your sales, you’ve also got
to get your prospects’ attention. Here are a few proven ways to
increase the 1likelihood that vyour message will be read.. and
responded to!
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Response Booster #1l: Handwriting & Hand-Drawn Doodles

One of the most effective ways to get attention in this
world of plain-vanilla, computer-generated marketing is to use
simulated handwriting and doodles to mimic the “just for you”
look.

Copywriting guru, Ted Nicholas says, “A good way to gain
more attention for important blocks of copy 1is by using
handwritten notes in the margins.”

Thousands of entrepreneurs around the world know me as “the
CopyDoodles® guy” and my personal affinity to using handwriting
and CopyDoodles to create marketing that stands out. CopyDoodles
create a “pattern interrupt” as we skim over the copy. Seeing
handwriting and hand-drawn doodles on otherwise sterile
marketing cause the eyes to dilate and focus on these areas and
as many of my CopyDoodles customers can attest to, they just
plain work.

By using CopyDoodles vyou can grab your prospects and
customers by their eyeballs and get their attention and keep
them reading!

LY -

Example CopyDoodle
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Response Booster #2: Comics & Cartoons

John Caples (named by AdAge as one of advertising’s most
effective copywriters) said, “For more than 50 years, readership
studies have shown that comic strips are among the best read
features in publications. Making an ad look like a comic strip
can greatly increase readership.”

Everyone loves humor. That’s why the comic strip page is
one of the most widely read pages in any newspaper. Adding
comics and cartoons is a great way to grab attention. When you
personalize a cartoon, you can really boost your response rates.

BOOST YOUR RESPONSE!
WITHMIKE.CAPUZZI
- Em:;::o:zswifﬁf:vm i 5 mﬂjwi%fﬁfmw WHAT ;U P0..
P =

“ / i
e U, - |
- AN IT LOOKS LIKE JUST WHAT WE NEED!

ﬂﬂ&éu'

i i

Mike, time is running out!
Last chance offer just for you at
hitp://Mike Smith.doublesresponse.com

Example Comic Postcard with Personalized Copy and PURL
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Response Booster #3: Photographs & Captions

As they say, a picture’s worth a thousand words. Don’t
hesitate to use pictures to support your marketing message. Why?
They boost response. What’s more, a single, well-chosen picture
can often convey your message better than paragraph upon
paragraph of masterfully composed copy.

You can included pictures of vyourself (builds the “know,
like and trust” factor), pictures of your customers or clients
using your product or service (shows prospects that folks just
like them are having success or solving a problem thanks to
you), testimonial photographs, or simply pictures that depict
humor or otherwise capture the essence of your message.

One key strategy is to always include a caption under your
pictures. Other than the picture itself, studies have shown
that captions are the next highest noticed feature of an ad,
postcard, etc.
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Attendees at last year's Response Boosting Workshop
discovered valuable, response-boosting ideas and strategies
to improve all of their marketing efforts. Don't miss this
year's expanded workshop!
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Response Booster #4: Personalized Postcards

Post cards are a great way to get gquick attention. Their
size automatically makes them 1less intimidating

customers.

There’s not a lot to read, so they’re more

read it! Add some personalization to it and a unique
you’'re on your way to boosting your response rates.
marketing is fast, simple, inexpensive and effective..

correctly.

Mike,
As a CopyDoodies= V.LP.customer, | have a special $200.00
Halloween gift certificate just for you. Grah it at...

http://Mike.HasaGiftFromMike.com

Mike, all you need to do is open up your web browser and visit your private web site above!

../ c??\ | FIRST CLASS
1 US.POSTAGE

Mike Capuzzi
P.O. Box 688
Downingtown, PA 19335 .\,'_/

1 PERMIT NO. 389

MIKE CAPUZZI
PO BOX 688
DOWNINGTOWN PA 19335-0688

Hi Mike,
As a CopyDoodies= \.1.P. customer, | have a special
Halloween gift certificate just for you!

ift e

October 31,

Ve PN

http://Mike.HasaGiftFromMike.com

Mike Capuzzi
The CopyDoodles Guy

Example Postcard with Personalization
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Response Booster #5: Personalized Invitations,
Guarantees, & Offers

You’d think offering a guarantee automatically gets
attention, right? Well, not so fast. Many entrepreneurs make the
mistake of guaranteeing what they want.. not what their customers
want - a big mistake. Your guarantee is useless if it doesn’t
make a real difference to your customer. You’'wve got to guarantee
what they want to receive and not what you want to give. You
could promise the moon, and your customers won’t care 1f what
they really want are the stars! Remember that radio station?
WII-FM: What’s In It For me? We all listen to it.

My Personal, No Risk
Guarantee for

MIKE SMITH

I am so sure your return on investment will more
than pay for the workshop, I am backing it up
with my own money. | want your attendance at
my workshop to one of the most fiuitful
investiments you make in your business in 2009.

If, by the time you leave on Saturday, you believe
that this workshop 1s not what you expected, just
let know and I will immediately refund 100% of
the fee you paid. I will also allow you to keep all
the course materials and bonuses.

You have no nisk, whatsoever!

M¥e

Mike Capuzzi

Example Guarantee Certificate with Personalization
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In addition to guaranteeing them what they really want, be
sure to personalize the message. The same holds true for your
offers and invitations: When they’'re personalized, your
customers get a sense of exclusivity. “Hey, this is just for
me!” And it’s that reaction that increases readership, boosts
your response rates and improves your bottom line.

Ak Capnzzi CHECK DATE CHECK NUMBER i
CaopyBoosters.com 91109 1017

PO Box 688

Downingtown, PA 19335

PAY TO THE B

orpER OF  Mike Suatth L gy

Tiscountt of Five Hundved pofoo DOLLARS

MMie Swatth
Swith Consurting

123 main Shieet .
Arutown, TA 19553 AUTHORIZED QGNA%%

b OUMLT  CELAEEDE WS00GS -
P Nt P T

Here’s Your Own ECONOMIC STIMULUS
Package Courtesy of Mike Capuzzi

Apply this "check” when you register for my upcoming
Response-Boosting Workshop for Direct Marketers &
Copywriters and Save $500!

Diear Alike,

As you can see, I've attached a “real” check for 5200 that you can use towards the sepistration fee for my up-
coming Respornse Boosting Workshop for Direct Marketers & Copywriters. I sent yon 1 mathes larpe package in
the muail last week and was surprised to not hear from you

If you're anything like me, you have so many things going on, it prabably :lipped your mind, so 1 wasted to send
von this semindes to joiz me in Philadelphia oa October 23 & 24 for 2 special, one-of 2 kind worlshap that will

show you how to improve your marketing forever!

As a matter of fact. I will teach vou moze, in two davs, about how to create amanngly effective masketing and
copy dedpn than your competitors wil know i their entite careers - GUARANTEEDI

The registration fee for thiz workshop i3 32,497 and with my borms discount, yous total investment is only
51,997 and you can pay in three monthly payments of cnly 3665.66! This means your last payment is due
AFTER vou've experienced the enrire workshop!

However az one of our already registered attendees said to me  "The mur ir imonsequensaal, sivee fost a sweall brosh n
resparae from yonr straeges will vrove than pay far thic workohap. "

Think ahont that for 2 moment... If I can teach vou just a single strategy that increases vour response by even
just a few percent - what 24 that worth to you and your businesss

Could you 2, 3X, 4X your marketmng response without requining a complete reworking of yoor materials? Quite
possibly and this is the place to leam howr.

Ovey Please!

Example Letter with Personalized Check Offer
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Response Booster #6: Personalized URLs (PURLs)

My grandmother had her pearls of wisdom, and now I’'d like
to share mine with you. Mine are a 1little bit different than
hers though. “PURL” is the acronym for “personalized URL,” and
it’s a real attention getter. For example:

http://Mike-Capuzzi.HasaGiftFromBill.com

Wow. My own website! Without getting too technical, a PURL
connects each customer to his or her own invitation page that’s
completely personalized, so response rates are high. When your
customers connect through their PURLs, they land on individual
sites that have been designed just for them. Besides boosting
response, these sites allow you to collect and track valuable
data. That’'s the real beauty of the PURL.

However, many marketers use PURLs incorrectly and fail to
get the response rate they could. Consider these PURL examples:

GOOD: http://www.allamericanquotes.com/mike-capuzzi
BETTER: http://mike-capuzzi.allamericanquotes.com
BEST: http://Mike-Capuzzi.HasaGiftFromBill.com

The first one misses the mark because the personalization
occurs at the end, and I’'ll guarantee that a lot of readers
never even see their own names in the PURL. The second one is a
little bit Dbetter because it starts off with your prospect’s
name. The problem is that your prospect may have no idea who
“All American Quotes” is or why he should click to find out.

The real key to an effective PURL 1is to lead with your
prospect’s name and then state the benefit as the remainder of
it. Seeing my name gets my attention, and then seeing the
benefit “has a gift from Bill” makes me far more likely to click
and explore my very own site. It also makes it more memorable.
I'll remember “mike-capuzzi.hasagiftfrombill.com” much quicker
than “mike-capuzzi.allamericanquotes.com”
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Putting It Altogether into a Powerful Marketing System

So now you understand the importance of personalization and
tips on drawing attention to your message. You’ve realized:

e that my grandmother was right in her approach to
sending messages that were personal and relevant,

e that using your data is wvital to personalizing
your message,

e that prospects need to “know, like and trust you”
before they’1ll buy,

e and that your audience is one person repeated a
thousand times rather than one audience of a
thousand people.

Plus you now know that
e handwriting and CopyDoodles,
e cartoons and comics,
e pictures,
e postcards,
e personalized guarantees, offers and invitations
e and PURLs

are sure-fire ways to get attention and boost your response
rate. And you’ve got to be able to track all those responses.

Whew.. seems like a challenging task to put it altogether,
doesn’t it? I’1ll let you in on a secret - it 1s difficult!
However, I’'ve already done all the hard work for you.

Introducing Just For You Marketing™

I'd like to introduce this incredible program that let’s
you put it altogether, easily and cost-effectively. With Just
For You Marketing, you get everything I’'ve just described for
you in a single turn-key solution. You can leverage it to drive
your response rates up and ultimately drive clients to your
business. I developed this product as a unique tool for my own
marketing because I got tired of “reinventing the wheel” with
every marketing campaign I created. Now you can take advantage

Personal & Profit! 15



of my years of experience with direct response marketing and put
it to use for your own business. Like I said, the hard work’s
already been done. The benefits for you are just ahead.

First, Just For You Marketing changes the context of how you
market. I’'ve applied the lessons I learned from my grandmother’s

letters. Your customers and prospects are “guests,” your direct
mail pieces and e-mail messages are “invitations,” and finally
your offers are “gifts.” Wouldn’‘'t vyou 1like to be a guest

receiving an invitation and a gift rather than being a prospect
receiving a direct mail piece with an offer? Of course you
would! Guess what? Your customers and prospects want the same
thing. This contextual change immediately makes vyour message
personal, and personal messages boost response rates - boosted
response rates increase sales.

In addition to being personal, the messages you can create
with Just For You Marketing get attention. They tap the
recipients’ curiosity.. and when you pigue your prospects’
interest, they keep reading. Remember: They’ve got to read your
message before they’ll respond, and they’ve got to respond
before you can make a sale.

Next, Just For You Marketing helps you devise messages that
are relevant. Relevancy and response rates are directly
proportional. When the first one goes up, so does the second!
And because the hard work and heavy 1lifting have already been
done for you, personalizing your message and creating PURLs is
easy. And if it works and it’s easy, there’s no reason not to do
it.

Two Unique Solutions for Two Unique Opportunities

Just For You Marketing is focused on providing a unique
marketing system for two specific types of clients:

e Just For You Clients: These are business owners and/or
event marketers who would like to use the technology for
marketing their own products and services. A typical Just
For You Client would run a single market campaign, however
the system would allow for multiple, simultaneous campaigns
to be run.
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e Just For You Program Managers: These are “done for vyou”
service providers who are looking to add a new, profit-
boosting service to their mix of provided services. As a
Program Manager, you’re able to “white-label” the Just For
You Marketing System and in provide completed marketing
campaigns to your members. There is no limitation to the
number of Member Account you can create as a Just For You
Program Manager.

Integrated With Infusionsoft

Top marketers around the world, including myself, rely on
the power of Infusionsoft to manage and track their marketing
efforts. Because I built Just For You Marketing for myself, it
is fully integrated with Infusionsoft allowing you to track and
report on results.

The integration with Infusionsoft provides vyou with an
incredibly powerful follow-up system both for online and offline
marketing. This aspect of the program allows you to really shine
with the level of personalization you can achieve.

Let’s say two of your clients wvisit your site from an email
you sent. Tom clicks to sign up and Harry clicks away without
doing so. Since you now know the importance of a personalized
and relevant message, you know that vyour replies to Tom and
Harry cannot be the same.. nor should they be! By tagging them
differently in Infusionsoft you can really tailor the message:
“Thanks for joining us, Tom. Here are some additional benefits
you’ll enjoy.” Versus “Sorry you didn’t sign up, Harry. I don’t
want you to miss out. Click here to sign up.” You can create
follow-up sequences based on actions your guests take. If Harry
doesn’t take you up on your second offer, you can create another
reminder, and so on, and so on.

Personalize and Profit!

Imagine improving the response rate of your next marketing
campaign by 20%, 50% or even 100%!

Or if you provide “done for you” services, imagine being
able to offer a brand new, state-of-the-art marketing system to
drive business into your clients’ place of business.
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With Just For You Marketing you can! I'm certain my
grandmother never envisioned the technology behind Just For You
Marketing, but she certainly taught me the fundamentals -
personal, relevant and timely.

Just For You Marketing is the perfect system that allows you
to talk to your prospects and customers rather than at them. The
days of one-way communication (you to your prospect) are over.
As technology changes, successful marketing is going to be based
on two-way conversations. This system lets you begin and build
that conversation, and that conversation leads to improved
response rates, increased sales and greater profitability.

This approach 1lets vyou easily create messages that are
personal and attention-getting.. the two fundamentals of
successful marketing. And it puts everything you need at vyour
finger tips to not only create the message but to track the
results as well. Good marketers know that every campaign must
begin with “the end in mind.” Tracking is essential to getting a
return on your investment. Just For You Marketing has the
tracking system built in for <you. No more guessing! No
burdensome analysis. The results are straightforward and easy to
understand.

When you use Just For You Marketing, you’ll discover that
your marketing efforts no longer take the bulk of your precious
time. You can concentrate on doing what you do best - running
your business. The best part is that when you use
personalization and attention-getting techniques, you ARE going
to Dboost vyour response rates. When vyou boost your response
rates, you ARE going to increase sales.. and grow your profits

and your business.
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BOOST YOUR RESPONSE.

WITHIMIKE.CAPUZZI.

Example #1a - Customer to Online

Mike, time is running out!
Last chance offer just for you at
htty//Mike_Smith.doublesresponse.com

Mike,
Learn How to Double Your Response in Two Days!

What are vou waiting f

Honety, o' imagin iy you havn'regsersdfory Resonse Bostin Worshop on
elphia, PA. 1’s g0ing o be an amazing opportun response by improving
DL!

the look and attention-grabbing power of your marketing. Check out the spe
> http://Mike Smith.dot com e_

1 mean, did this postcard grab your attention. or what? Mike Capuzi

And this s just strategy #62 of 101 1 am going to cover PO Box 685

in this workshop!  And guess what, T am going 1o give Downingtonn, PA 19335
attendees an entire CD of templates (Tike this one) they

can immediately use in their business!

Mike Smith
Smith Consulting

123 Main Street
Anytown, PA 19333

forget master copywiter mu Glazer is visiting us
on Friday and direct-respo nny Hateh is
with us on Saturday.  This is going o be a FIRST-
CLASS event you're not going to want to miss!

Registration is closing for
8.2009. Visit your persor
thing spes

od on Friday, October
I link above for some-

Front and back of postcard mailing

Example #1b- Customer to Online

CHUERY, the 500 PM EDT Fridy, Oct

achieve a 200%, 300%, 400%, or better

Mike,

Mkeso s shat by o o e time o registr o whar| uarane s
oing o o o
Ghentied on

0 da¥s g hours g minutes g seconds

5. 2009 Deadine s ko )

Mike, time is running out fast
for this unique chance to
clobber your competition,

supercharge your marketing and

increase in response!

Can you afford to s this?

the most uniqu and profitable workshops you ha
Cciober 25 & 24,10 Phiaceriie, A, heaing atee g

oy
viorkehop to teach youthe proven and imeless strategies for achieving maximum

response!

HOW your marketng looks s just as important as what it says and most peopla get

the HOW wiong. Here isjust & small sample of what |l cover

« You will learm how to create attention-grabbing marketing that stands
outand gats read.

o Youwilllsarn the lechniques thal wil keop people roading unfilthoy lake
"

avoid " illers” ToDo!

i,
WHAT 816 IDEAS Wi ou
& i

This is & unique opps

boosts in your marketing repsonse. And don' novget we have two very special guest
speakers, copywiting expert Bill Glazer s going to do a special presentation on
“The Psychalogy of Copy Thal Sells" and legendary direct marketing icon.

Denny Hateh will be visiting us on Saturday

Mike, this is going to be  firstclass evert all around and because | wart you there. |

‘am willing to offer you a $997 ciscountif you register before 5.00 PMEDT on
Friday, October 9, 20081

Mike, Don't miss +his!

Ny

fine Hundred ¥ finety Seven
Mike Capuzzi
~ Mike Capuzzi

ke el on e lton belon 5 it for s vty specialcpportnty tojoin e
my

Fatpones Eaostng onnon

F-==============-9q

I Regular Registration Fee:$2:497-
Special: $1,500!

(Two monthly payments of $750.00)

Add To Cart

Add to Cart

e B ==

L_______________

e i

Online invitation w/ custom copy, comics, gift certificate, CopyDoodles, guarantee

Personal & Profit!
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Ragards,

Mie

more.

There is absolutely no risk and you have my.
personal guarantes this workshop is going.
to change the way you market forever!

My Personal, No Risk
Guarantee for

Mike Capuzzi

investments you make in your business in 2009

16 by the time you leave on Satuday, you believe
hat s workshop is ot what you expected, jus

Tet

the fee you paid. | vl a

the course mateials and bonuses.

oubave no ik, whatsoeser!

Ifyou have eny questions, vhetsoever aboul Ihis workshop, contac my office
immediztely 5t 500 690 0842

PSS soon asthe workehop is over you'llbe able o immed ately take home whel
youlearn and use it to muliply your income by tens of thousands of dollars, if not

(Couldyou 25, 3X, 4 your marketing response without requiring a complete.

meterals? Ou

It By the time you leave on Saturday, you believe thet this workshop is not whatyou
ctod, justet know 100% of |

1 am so sureyour retum on investment wil mere then pay for the workshop, |
|

am
want you atiendence at 1o one of

acking it up
the most il investments you make n your business in 2009

il

also alovwyou to keep al the course matenals and borses

You have no fisk. whatsosver!

Example #1h- Customer to Online

e |

MIKE,
LET ME GIVE ¥OU THE KEwS
TO INPROVING YOUR MARKETING

R

Regular Registration Fee:-$2497
Special: $1,500!

(Two monthly payments of $750.00)

| Add To Cart |

Add to Cart

= e

et e o ] et

Online invitation w/ custom copy, comics, gift certificate, CopyDoodles, guarantee

Intentionally left blank

Personal & Profit!
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Example #2a - Customer to Online

As a CopyDoodlese V.LP.customer, | have a special $200.00

Halloween gift certificate just for you. Grab it at...
http://Mike.HasaGiftFromMike.com

Mike, all you need to do is open up your web browser and visit your private web site above!

Mike Capuzzi
P.O.Box 688
Downingtown, PA 18335

e *+AUTO"3-DIGIT 193
MIKE CAPUZZI

PO BOX 688
DOWNINGTOWN PA 19335-0688

i A A e T P A T e e A e e

Hi Mike,
As a CopyDoodiese V.LP. customer, | have a special
Halloween gift certificate just for you!

, just for you!
Mike Capuzzi, ez fo

The CopyDoodies Guy 1 :'

http://Mike.HasaGiftFromMike.com

Halloween-themed postcard

Example #2h - Customer to Online

LICKS

MIKE, PUT AN
END TO BORING
MARKETING FOREVER!

| sPooxTAaCULAR
S NGS
CERTIFICATE

Mike Capuzzi
00, 31, 200

Mike, This is no "trick!"

If you act by October 31, 2010 (Halloween),
you can save $200 off the normal
Platinum Annual Membership rate (of $597)
in my CopyDoodles Access Club!

e 3 P

Mike, want to know more about
the CopyDoodles Access Club?

\’kam s \llbeo\z

\j CopyDoodles®
Access Club

The world's #1 resource for @t ;iion jrabbing, response-boosting
“sect Stwesons!”

Here’s Your Private
Membership Invitation

e s
ECIAL

| SEECoBen 1“.‘.1“‘

| ocToBiRZ =

Halloween-themed invitation

Personal & Profit!
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Example #3a - Customer to Online

Tames Maline
PO Box 501296
San Antonio, TX 76259

From James Malinchak’'s Rusty Old Typewriter
Hi Mike,

It's James Malinchak here. Listen...I'm in a huge rush

huge celebrities. But despite being in a hurry, I wanted to

Mike Capuzzi let you know that T have some very exciting news for you.

P.0. Box 688

Downingtown, PA 19335 So I created a special web page for you with a personal
message from me.

Check out Hhis Web site Please go type this EXACT address into your web browser as
Jusf for you! soon as you can (you don’t even need the “www” - it’s THAT good!)
T oreaxed

http://Mike-Capuzzi.Is.ABigMoneySpeaker. com

see You There!
James

hgtp ://Mike-Capuzzi.Is.ABigMoneySpeaker.com

Front and back of postcard mailing

Example #3h - Customer to Online

James Malinchak's

Mike
i e Uick oo +his g+ cm-iFiown and
Big Money Speak= i T e Capard
L pay up +o 4300 your el

—— vV¥

When You Enroll to Attend the
Sneaking Success Boot Camp, , :
1 Will Personally Pay up to $300.00 of Your Rirfare! < Fé}é 20000 e I

PLUS, Il Even Let You Bring a Friend ( =S -
For Free When You Enroll Today! i (Cedificote | s vaicmr

. e _10-45-2010 _Tames Malincha
Seat saved For Mike

CLICK TO PRINT
YOUR FREE GIFT
CERTIFICATE!

Event invitation

Personal & Profit!




Example #4a - Cold Prospect

Don't Hit the Open Road
Without Our Money-Saving 0ffers!

Want to Save Money While Keeping
Your Vehicle in Top Shape?
Visit

www.HasaGiftFromBuckleysAuto.com

A N

Don't worry, we'll never share, rent or sell
your information with anybody. We promise!

Printed flyer

Example #4h - Cold Prospect

SIGN uP
NOW FOR

VALUABLE
OFFERS

On Behalf of the entire team at
Buckley's Auto Care

We invite you to register for our VALUABLE, money-saving email offers
below. These invitations will save you money on the most important
vehicle services and help you maintain your car or truck in tip-top shape.

We'll even give you the first money-saving gift within seconds of signing up!

SIN Yp e
AND Save! T sy

rvacy oy keaps .

o

o and s,
o amons

We're conveniently located at
1604 East Newport Pike
Newport, DE 19804
(302) 555-1212

AL

OFFERS

Drives prospect to landing page

Personal & Profit!
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Sewice Yer Cotifocate | § 2000 vawve

|
‘ o Eree. Basic O Unurg. vith Nacasion Trspection
| e Nie Capuzzi
Buckiey's huto Care 1
B 323800 oS30 6req Buckley
AT
Mike,
Heading out on vacati
Don't let a breakdown ruin it!
Make sure your car or truck is ready. You'e invited to a FREE
basic oil change with our 51 Point "Get Ready for Vacation" Inspection!

It's only $39.95 until May 31, 2010! Just print off the certificate above
and bring in to our shop to redeem.

?

Were converienty lcated at
e

1604 East Nowpor P

Nowport,DE 10804
(302)S55-1212
02) !

Which then drives them to personalized invitation

Example #4¢ - Cold Prospect

page

A Giftfor Mike
From Buckley’s Auto Care

Dear Mike,
Here’s your personalized Service Offer Certificate!

Bringit to Buckley’s Auto Care by May 31, 2010 for your FREE oil change
when you invest in our 51 point Vacation Inspection for only $39.95

On behalf of everybady here at Buckley’s Auto Care, we appreciate your
business

areq Buskiey

%ﬁm (//-?1 C”;ﬂ///:;f;///ﬂ ‘(;g;ooo vm;:&a%

|« Free Basic, o Churg vith Vacation Taspectioa. |[d
% e Mike Capuzzi <
o Buekley's Auto Care ]

323800t e SB0 areg Buckley ng

We're located ot VB R
1604 East Newport Pike o T L
Newport, DE 19804 o Gl
(302)555-1212 & g{’ b ff
e o
Hours: Mon - Sat i 1 )
7:00AM - 6:00 PM 2 3 >
RN | T

Example #4d - Cold Prospect

Which allows them to print out a personalized gift certificate to bring into location

Personal & Profit!
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For More Information ahout
Just For You Marketing
Contact Mike Gapuzzi hy
email at:

info@mikecapuzzi.com






