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WKCF BONUS TRAINING - Tools 

This is is the bonus training on tools, but I kind of took a different approach on this than what you might 

have expected because I think of tools kind of broadly. And I want to talk about what a concept that I've 

got from Gary Halbert, it's very famous called “clicks on a dial” and I like thinking of tools as clicks on a 

dial.  

 

There are different things you get different resources, different ideas, different strategies, different 

notions that you can pull together when putting together a campaign.  

 

David, I know is going to recognize some of these things in his awesome direct mail course. So a few of 

those probably are going to be very obvious to David when he sees them. He's going to resonate with 

them, I'm sure, because a lot of this is direct mail, but not totally. 

 

 
 

“Clicks on a Dial” is a reference to a great batch of ideas from the copy legend Gary Halbert. And if you 

want to get a copy of it, just Google Gary Halbert “clicks on a dial” and you'll find I believe, a number of 

references. 

 

BTW I don't know and I don't know and forgive me, Gary or his estate or his son Bond, I don't know if 

this is subverting a license agreement or whatever, but it's out there on the internet everywhere.  

 

If you mentioned clicks on the dial, you’ll find there are about 26 of them and a lot are very in depth.  I’m 

only going to go through a couple of them. You’ll see what the format is and then I’ll also go into some 

examples of how I leveraged them, and how you might want to leverage them. 

 

I'll go through the first one, which is the dollar bill letter.  
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And the dollar bill letter, as explained by Gary, 

is a first class dollar bill letter, it has a live 

stamp. There's no ID on the corner except for 

a return address. When writing out the 

outgoing address, I actually like handwriting, 

the outgoing address, I think, as much as you 

can actually like her handwriting the entire 

envelope, if you can do that. And I'm sure 

David would affirm that.  

 

The Dollar Bill Letter is for direct sales or high 

ticket items for lead generation. Obviously, 

there's a cost because you're actually fixing 

$1 bill to the letter.  Now I have used this for 

my own products. I actually used this for a 

political campaign for a guy I was helping run for Congress. And it actually paid off very well for the guy. 

 

And it's just such an it's such a different, powerful approach when you actually send people money. It 

has such a amazing effect on them. And of course, you have to know your numbers. You have to know 

what your clients worth, etc.   

 

But it's such a neat idea and I think it's very important to include as one more idea, one more click in 

your toolkit to consider. 

 

This is why I'm doing it this way for this this segment, by the way, because I want to make sure we think 

of ourselves not just as copywriters, but as marketers, and really expanding our self image of what we 

provide to our customers and clients. We're marketers and the more we know about marketing 

campaigns, building campaigns, and having all these different clicks available to use, the more valuable 

you are.  

 

So the dollar bill letter is one that is absolutely necessary to have. And there's different things you can 

do to this.  
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I mean I actually took a dollar bill jpeg image and kind of funked it up a little bit and put glasses on it. 

And then you have a headline, like… 

 

“The Future's So Bright for Copywriters Like You and Me,  

That I Have to Wear Shades” 
 

So the reader has to ask, “What is this bright future?”  So I thought that was kind a fun little headline for 

it, and it kind of changed it a little bit. So you can play with that.  

 

If you don't want to send $1 Bill, you can actually use a fake million dollar bill, those are out there, 

widely available.  

 

 
 

That's still it's still better than nothing. I mean, obviously, you know, sending real money is best of all, 

but you know, this is kind of an effective thing and this is you can get these from various places.  

 

Another one you can find is just, you know, you can download this, which is like an open face, dollar bill 

like facsimile that you can put somebody else's image inside on the cover. 

 

 
I could put myself there, for example.  
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There's so many different things you can do with this.  You don't want to limit yourself to just the idea of 

the dollar bill, but there's different options for it.  

 

 
 

The Celebrity Letter is another one that that Gary came up with and this is excellent, using a photo of 

a celebrity for attention.  And he had the great, very powerful headline, Ernest Borgnine Reveals 16 

Amazing “Secret” Diet Tips Used by Hollywood Stars to Lose Weight Fast! 

   

Fantastic headline worked great. The notion of leveraging celebrity in your marketing is so powerful and 

he talks about all the time. You can find all kinds of ways to leverage celebrity in your marketing. It's 

just so effective, especially when they're top of mind in the news and different types of things.  

 

The thing that's also important regarding celebrity, it’s that it’s not just in your own mind. It's celebrity in 

the mind of your list. And that's a really key point I think, because you want to make sure this is 

somebody your list resonates with.   

 

You don't have to leverage the biggest name on the planet. You can actually go much more niche and 

this is something I did I'm going to show as an example.  
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This is an ad I published this in Genie magazine. Genie magazine is a magazine for magicians. And I 

published this ad when I was putting together a program with Joel Bauer, the guy here on the lower left 

who was at that point in time was known by the Magic community as the most famous trade show 

magician on the planet. 

 

Now a trade show magician is somebody who stands in front of the booths at trade shows and attracts 

a crowd.  He was just incredibly successful, made tons of money, very, very, very well known in the 

Magic community.  

 

So I leveraged his celebrity and we worked out a deal to present a a program teaching magicians how 

to do trade shows. And it was actually a great program and great event. I actually repeated it. I sold 30 

some magicians into this at $5,000 a head back in 2008. And that that was pretty amazing, as 

magicians are typically broke. So we were very, very happy about that.  

 

But again, Joel Bauer is a celebrity only in that niche, but using him was very effective. And then I used 

this in a couple of ways - this ad appeared in different magazine:  
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And it's the same headline, basically the exact same copy, even the same URL. 

 

Again, you want to have a good URL that's another key point. You don't have to always go back to your 

own standard URL you you can buy URLs for next to nothing. So create specific URLs for your event, 

your product, your program, whatever.  

 

And leverage, leverage, leverage - different picture, happy smiling faces, same celebrity – it was all 

very effective and this promotion worked great. 

 

Another click on the dial is Lumpy Mail.  

 

Always think about how what you can do to make the letter so much more appealing and interesting, so 

that when it arrives they have to open it and see what's inside.  

 

The dollar bill letter is kind of on the fringe in that they probably won't feel it, but it's in the same it's a 

“grabber” – that’s what they call this - and a dollar bill is kind of like a grammar, but the lumpy mail is 

more physically obnoxious.  

 

Here's an example – I actually wrote the letter based on the lumpy piece, which was this puzzle at the 

top with a penny inside. 
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The puzzle involved getting the penny out of the puzzle. And 

the client was another magician and he had bought a zillion of 

them. He wanted me to write a letter to get people to sign up 

for his Dare to Dream Program.  

 

So this was used for that. It was a fun letter to work on.  

 

Here’s another using this standard direct response principle - 

you know, a headline, subhead, all the other stuff – it’s from 

the Ultimate Marketing Machine, which includes a bunch of 

copy templates that I did with GKIC.  

 

In this letter, we use a gourmet cookie at the top as the grabber. 

 

 
 

 

So you put a real cookie at the very top of the letter – and with lumpy mail, you want to make sure you 

reference the thing top of the letter.  It’s like the elephant in the room.  Same with the dollar bill letter. 

You’ve got to reference what's at the top.  

 

It gives you an opportunity and it's great, because it gives you opportunity to be clever with your 

headline, a chance to be interesting.  Because that's what we always want to be – interesting, saying 

interesting things in interesting ways.  

 

So I love using these kinds of things in mail.   
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This is one this is a grabber, although obviously not a cookie.  

 

 
 

This is a really handy little device called a fortune telling fish and I used these as magician quite 

extensively. They're great giveaways. People love these things. 

 

It's like a little red plastic fish. You take it out you put it on someone's palm and it curls up and different 

things. If you read the instructions on the letter, there's a little handy decoder – so a moving head and 

tail means you call to get your copy of the toolkit or if it curls up, you go to the website, and so on.  

 

Whatever it does, I've got a decoder for the fortune telling fish that leads the prospect to the next step. 

 

Again this is not as lumpy as the other ones but again, it's a grabber it gives me an opportunity to play 

off the the item itself in the letter in the headline. And it's visually very interesting.  

 

www.3dmailresults.com is a great resource for doing lumpy mail. It’s run by Travis Lee, and I've known 

Travis for years. He's a great guy. He provides a ton of resources, so you don't have to dollar store or 

whatever. You can go to Oriental Trading Company or whatever and buy this stuff. But 

www.3dmailresults.com is great because they give you swipe that you can leverage to kickstart your 

idea.  

 

http://www.3dmailresults.com/
http://www.3dmailresults.com/
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For example, for the bank bag, “Here's an idea you can take to the bank.”  

 

So there's a headline you can use.  I think with every resource they have, they provide a template that 

you can use and rewrite.  

 

So again, it just saves you time. There's a bunch of different things. I love this – you mail the letter 

inside this bag. You just mail this bag and who wouldn’t open it?   

 

I know Russell Brunson used this to promote some element of ClickFunnels. So it's very effective, it 

gets opened. 
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Here’s another thing you can mail.  It’s a message in a bottle, you put your letter inside the bottle.  The 

suggested headline is “Find the Buried Treasure Right In Your Own Company.”  It’s a great headline 

and visible within the bottle.  

 

 
 

This is pretty neat. The stretchy dollar bill $100 Bill, which is more of a grabber put on the top of the 

letter, but it's interesting and fun. 

 

All these are great because they promote interaction, which is great with physical pieces, but online as 

well. The more interaction you can create, the more engagement you can create, the more likely they're 

going to actually be receptive to your message or at least going to read your message. 

 

Another click on the dial that I love is make sure you use multi step campaigns.  

 

Again, I'm a big fan of NOT believing in the magic bullet. I don't believe in magic bullets.  

 

I'm sure if you work with clients, you've gotten something like, “Just give me the one thing that's going 

to solve all my problems.” I think Dan Kennedy talked about the chiropractor who was doing 20 patients 

a week, 100 patients a month, versus a guy down the street who was only doing like maybe five.  And 

that second guy, he's just agonizing over this, so he goes to the guy doing 100 a month and asks, 

“What are you doing to get 100 patients a month.” And the other guy answers, “I'm not doing one thing 

to 100 patients a month, I'm doing 100 things to get one patient a month.”  

 

That's why I'm such a big believer of getting your stuff done quickly, because you don't know what's 

going to work. So you want to put as many offers in front of your prospects as possible.  

 

So you always want to have multi-step campaigns.  

 

Here’s the classic three step Georgio. Letters from Dan from his classic program, which you all should 

have, Magnetic Marketing.  
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I’m not kidding, go buy Magnetic Marketing, it's a fantastic program. 

 

 
 

These letters are great. They’re basically for a restaurant and tells the story of inviting people to a very 

special package like the the romantic evening for to package or whatever. I think they got a better name 

for the widget than that. But it's a three-step campaign inviting people to take advantage of this widget.  

It’s from the Romance Director at the restaurant and it's different and it’s fun.  

 

So it's a great three step campaign that I think it's a click on the dial and it's worth having in your 

portfolio.  

 

Here’s one I created – the puzzle piece was only step one. And the point I want to make with this, 

three-step campaigns don't all have to be in the same media.  

 

 

                 
 

First I did a printed letter.  Then, I turned it into an 8 ½ by 11 postcard, and it's pretty much the same 

copy. I did some editing and stuff, but it's essentially the same copy, the same offer, all the same 

elements to it.  
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Leverage what you have, leverage what you have. Dan will talk about how if the first letter didn't work, 

use that exact same copy from that first letter and stick it on a great big old postcard with tiny, tiny font.  

 

And that's just another touch that the person can work with.  

 

And you also do the same thing with email - I provided an email as the third and final step because he 

had both a physical address and an email address.  

 

So I'll make sure that this person was touched multiple times to have the opportunity to take advantage 

of this offer.  

 

 

The sealed envelope technique. How is one that I think has been this one Gary talked about he says 

enclose a separate envelope and the main envelope, write some copy on it saying something like, 

“Don't open until you've read my other letter.”  

 

This is great for hiding coupons or brochures etc. It's really nice because it gives you more stuff. Lots of 

people use this in their controls, a lot of big, big companies use this in their controls having a separate 

little enclosed envelope. It's very effective and I like this a lot.  

 

I actually did this with my list of magicians.  

 

 
 

This campaign was in the toolkit, and you can see all the elements of the campaign in the toolkit swipe 

file that I provide. 
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I basically did it in a very bright orange envelope because I wanted it to be extremely noticeable. I put 

STOP in great big red letters and I actually printed out the offer on orange paper.  

 

It was very specific and explained my reasoning for the letter and included a great big bonus associated 

with it.  

 

This this campaign really killed for me, it was an extremely effective campaign, primarily because I was 

extremely diligent in the list. I had narrowed down the list to people who had not gotten these programs 

before, but they had been buyers of other stuff before. It just was a very narrowly focused list and it 

worked great.  

 

You can see the different elements of the campaign – the letter, the envelope and the letter. And of 

course, this is just a little funny thing about the “I'm out of my skull” with a skull image on the front and 

an X-ray image on the letter, so they both combined to give me a hook for everything.  

 

You want to be interesting – it’s really important to be interesting. And you know, I didn't have that big a 

list. But it was a fun, fun promotion and very effective.  

 

Holiday promotions represent another click on the dial, but I think this concept has got to be 

considered for all your marketing campaigns, all throughout the year.  

 

Holidays provide great opportunities to promote yourself and your services and your products. Too 

many people just ignore this, it's just ridiculous. Along with the biggies like New Years and Christmas 

and Halloween, just Google weird holidays because there's tons of strange holidays out there. Don't 

limit your thinking to just the standard ones.  It’s national popcorn day on January 19, you could mail an 

offer out in a popcorn box. Penguin awareness day is January 20. Bet you did not know penguin 

awareness was a real thing. There’s measure your feet day, you can mail a ruler or do something else 

for that, but it's just a fun day and fun reason to reach out to somebody. 

 

February's got Super Bowl Sunday, Groundhog Day, all these different things, there’s just so many 

opportunities. So look at your calendar, Google funny holidays, gives you all kinds of opportunities to be 

creative with your marketing. 

 

Make sure you think about using the standard holidays, 

like Independence Day.  

 

So this is actually from a toolkit that I produced that 

included this little template here. I found a goofy dog 

image and made a fun postcard from it – it was very 

easy to do and these can be so effective.  

 

 

 

By using the holidays as a framework for all 12 months, you've got an entire marketing calendar. 
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This is so much more effective than random acts of revenue generation. When you start putting 

promotions on a calendar, leveraging the calendar and tying your marketing to the different events in 

the year, you can actually start predicting revenue, you start predicting where you're going to make 

money and that's much more effective.  

 

 
 

This is an email promotion that I did for a local motorcycle guy.  They sell motorcycle gear and 

equipment and stuff. And this was very effective for him. And it's essentially the 12 days of Christmas 

sale which I'm sure you've seen the Christmas sales and probably the 12 days of Christmas. Well we 

did the 12 rides of Christmas. And the whole concept for this was to tell a story in these emails.  

 

And so now I'm not just doing a holiday theme, I'm doing a story as well.  

 

All these emails were from Santa Claus. And Santa Claus, of course is a biker. So he's starts off down 

in the Florida Keys, relaxing, enjoying a fun year after Christmas is over. And now it's time to get back 

to business. So I created 12 emails for each of the 12 rides of Christmas that covered his journey back 

on a motorcycle to the North Pole.  

So this is him lounging in the pool down in the keys or whatever it is on the first day.  And during the 

emails we’re going to talk about making a road trip across the lower 48. 
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Now this is day three and by day three, he's up toward Orlando and he’s talking about what's happened 

up at Disney World. So he's on Space Mountain enjoying the trip there. 

 

Now I had the advantage of amazing graphic images that I have been playing with, as you know, and I 

found a bunch of Santa ones that were just superb. And that’s how I came up with the idea for day 3 - I 

saw this image of sat in a rocket ship with a reindeer.  

Remember how I talked about in the course that if you get stuck on writing, try looking up images?  

Well, while I was looking up images when I saw this one and I thought it was perfect. So I added it into 

the story. And note also at the bottom I refrain the different parts of the song, “Three pairs of boots, two 

deerskin gloves, and some shirts under the tree.”  My singing is terrible. But anyway, each one of those 

is something that they offer. In the store they offer boots, they offer gloves, they offer shirts, etc.  
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And by day nine we had up Santa in Idaho, and skiing again. I got the idea from seeing the picture. The 

picture was cool. And I thought let's go with that.  

 

This just shows you can be creative with your marketing in a fun way and with emails. And note you're 

doing a campaign, not just “Hey, buy this next thing,” but tell a little story. Have a character. Tell a story. 

Make it interesting. So it's compelling all the way through.  

And the toolkit swipe file included this one, which was the last day of a St Patrick's Day campaign I did 

and I from went from me writing the emails to having a leprechaun write the final one. And he just took 

it over. And he was drunk, which is even more fun.  

So I wrote it in that sort of framework, just to be different. Just to be interesting. Have some character 

have some fun with it.   
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Marketing doesn't have to be all the serious stuff and you know, have some fun with it. And it really can 

be fun and be effective. And this was great. People loved it.  

Another email since I'm talking about emails, I think it was really important that another click you want 

to add is Dean Jackson's 9-word email.  

I'd love to take credit for this, but boy, he's brilliant and this is so brilliant that I have used this in a 

multitude of markets. It's so effective for reconnecting lost leads.  

You should absolutely add this to any email campaign you do to lost leads, particularly if you're doing 

professional services, or product, whatever anybody who showed up and then kind of disappeared.  

This is a great kind of final step or one of the final steps. It's very simple.  

Just use the first name in the subject line. And the body is a very short, short sentence that addresses 

the pain point.  

Like, “Are you still looking for help fixing your roof?” 

Or… “Are you still interested in restoring your smile?”  
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Remember, it’s from you and you've already talked to him about this.   

These really works and kudos to Dean Jackson for coming up with this.  

But again, another click on the dial you want to add to your kit. 

Here's a click on the dial which I wanted to give you – it's a little tool for how to create widgets.  

Now Dan Kennedy coined the term widget to refer to an offer. But it's not just, “hire me to do a magic 

show.” That would be very plain and boring. But now instead it's a combination of services and bonuses 

and pricing and guarantee that is absolutely unique – it’s unique to you and uniquely labeled.  

So I came up with this title generator that has several parts that you can work your way through to help 

come up with a title for your widget.  
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Step one is you want to pick an adjective that describes how awesome your widget offer is. And here's 

some like, ultimate, rapid fire, step-by-step, easy as 123, new. 

New is always good, people love new, advanced, surefire, jumbo, forbidden.  

Forbidden is a nice one because it kind of goes along with the common thinking there’s someone 

holding something back from me.  

Irresistible, Proven, Real Deal, Money Saving, Money Making, Unbelievable, Free, Proven – that’s a 

great one. People just love the word proven.  

That's step one. So you pick pick one of these.  

 

Next, identify the key problem your widget solves - or just put a name of the solution.  

You can combine, for example like back pain, back pain is something that's definitely a problem. You 

know, debt. That's something that's always a problem. You could include lack of revenue, lack of 

customers, whatever.  

I put “hit it long down the fairway,” because you know, golfers have all kinds of problems with that. 

That's a very real issue.   

You could combine Fiscal Cliff + Rescue.  Thinning hair + restoration.  

So that's it. Figure out the key problem your widget solves.  

Next, you want to pick a noun that describes your widget. 
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• You could call it a toolkit, a formula, a system, a machine, a process, an offer, a surprise, and so 

on.  Just pick a noun that describes it and then just add them together.  

• Proven Back Pain Formula 

• Sure-Fire "Hit It Long and Straight" Toolkit 

• Ultimate Kitchen Remodel Package 

• Irresistible Romance Resuscitation Offer 

• Money-Saving “Fiscal Cliff” Rescue System 

• Fast Acting Job Loss Recovery Bundle 

• Advanced Retirement Acceleration Program 

• Forbidden Hair Recovery Formula 

• Unbelievable Work-Life-Balance Restoration Weekend Deal 

Think about it – isn’t this much more interesting than just calling it a consultation?  You know, that's not 

interesting. Nobody wants a consultation.  

Do more with less – these are kind of clicks that I believe are important.  You want to do more with 

less and the big one is you want to become an expert in whatever tools you use. 
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You really don't want to always be learning new tools, new software, to write and create marketing 

content. You want to pick a few and get really good at them. I think at this point in time, I'm really good 

at using Microsoft Word. I really understand enough of the nuances of Microsoft Word and I’m not 

constantly going back and forth trying to figure out how to do things.  

I know how to create tables. I know how to change fonts. I know how to cut, copy, and paste all that 

stuff. I've got Word figured out. It's really not to my advantage to change platforms to Google Docs, or 

to change platforms is something else.  

You don't need a lot of different tools to create great content. But pick a few and get really good at 

them. Spend the time, invest the time, to learn them in depth. I think that's important because the more 

in depth you know the tool, the more proficient you are using it, and that helps you get the content done 

faster. 

I mentioned. Controls copy and paste and I think the most valuable thing. Some of the most valuable 

things in Word is the ability to copy, cut, and paste without having to go use the menu. Understanding 

shortcut keys - Ctrl C for Copy, Ctrl X for Cut, Ctrl V for paste, Ctrl A for Select A -  you don't need to 

know a lot of shortcut keys, but learning a few shortcut keys in each of the systems you're using can 

save you a lot of time.  

 

I also like using Notepad and Paint.  

 

I know I'm being Microsoft specific, so forgive me if you're a Mac guy. There's equivalents. But I like 

them because they're very simple programs, but they’re excellent.  

 

I like notepad when doing a quick draft because you can write a lot of stuff without worrying about 

formatting. Stop worrying about formatting while you're writing, that's not the time to format. The time to 

do the formatting is in the Edit pass. So Notepad might actually be a really good tool if you just want to 

jam and get copy down quickly. And then you can paste directly from Notepad into Word, because 

what's nice about notepad is that it's ASCII text and it comes with no associated formatting. (Unlike if 

you copy from a website, which has got the HTML formatting embedded.)   
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By just copying from Notepad, you get pure ASCII text which just goes right in whatever your standard 

font is on the Word doc.  

 

I like Paint a lot because it's a simple tool that I use for doing screen dumps. You can just do a 

FUNCTION + PRINT SCREEN Keyboard combination and get a screen dump of the entire screen.  

 

Then I can go to Paint, do Ctrl-V, and it pastes the screen into Paint, which I can then edit. I've got the 

graphic I wanted.  I do this all the time. It's so handy. I used it all the time in this presentation for 

PowerPoint, which I also know reasonably well.  

 

Learn a few tools and learn them well.  

 

Other random stuff…  

 

 
 

www.swipe.co is a wonderful resource for swipe files and copy. There's tons of famous letters on that 

site. It's a great site and free as far as I know. Lots of stuff to give you ideas. Just cruise through and 

pick ideas for headlines, for intros, for structure.  

 

www.otter.ai - I give credit to I think it was Colin Campbell, who was using this while in a Titans Zoom 

group meeting. It's a tool that both records the call and auto transcribes it using AI and it's pretty 

effective. I'm not saying it's the best. I think it works better if you speak slowly. It tends to stumble on 

paragraphs and they become huge, etc. But it's not bad. And I have found it very useful as a tool for 

taking notes when I'm interviewing a client. For example, I'm going to do a lead magnet for them, 

possibly the chapter of a book or whatever, I love to use this as a tool for recording the session. That 

way I’m not scrambling trying to write everything down by hand. 

 

It also records the conversation as well as transcribing it, so you can look at the transcription and also 

play the audio recording. So you can see how the transcription’s possibly a bit awry from what was 

http://www.swipe.co/
http://www.otter.ai/
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actually said. But I'm using this more and more. I think it's a very effective tool. It's only like 16 bucks a 

month. I'm really happy with that so far.  

 

www.Thesaurus.com - I use this all the time when I'm looking at different words to use with headlines, 

different ways to say something. It's extremely valuable. 

 

www.CloudApp.com – good tool if you want to create screen captures and training videos.  I created all 

the training videos in my course using CloudApp. And it was very easy to use and you can capture the 

entire screen or just a portion of the screen. I think it's easy to use and I'm very happy with it so far.  

 

www.DepositPhotos.com - Images wise, I love www.depositphotos.com, the membership I have is very 

affordable and they have a great selection of images.  

 

ClipChamp – It’s a video editor that I discovered in the apps for Windows 11 – it’s very simple and 

harkens back to Microsoft's video editor from way back, Microsoft Movie Maker it was called.  The 

interface is actually very similar. You can put multiple media in the timeline, you can have multiple 

audio streams, you have image stream, you can put put together pretty nice looking video pretty simply 

doesn't require a lot of training, if you know already know how Microsoft’s applications work.  I was 

pretty happy to find it. And because I'm a Windows Microsoft Office 365 user, I get a pretty decent 

version of it for free, which means there's no watermarks on the videos. You can upgrade if you want 

but I didn't find it even worthwhile. I think the version that comes with Office 365 is already a pretty 

decent little program.  

 

And the last thing it's not really it's a click, but it's kind of an example of a kind of click, which is a 

framework of copywriting, and a framework of marketing –  

 

Product Launch Formula.  This is just my endorsement for the whole methodology, which I think is 

really brilliant. Jeff Walker does a fantastic job explaining the whole “sideways sales letter” concept in 

his program.  And if you don't want to buy his entire program, buy his book “Launch.”  He does a great 

job in the book explaining it – it’s not the whole program with all the features, training, bonuses, etc., but 

it’s pretty.  

 

PLF is another tool, another thing to have, another click on the dial to have in your toolkit to use when 

working with clients and working with your own programs.  It’s one more thing I can add to the mix and 

possibly use in creating a campaign.  

 

Killer Copy Checklist  

 

So the last thing I want to talk about we just kind of want run through the killer copy checklist, which is 

included in the Ultimate Write Killer Copy Fast toolkit.  

 

I want to go through all the different pieces inside it and explain why I think they're important.  

 

It's organized in different sequences in different sections. And I recommend you do things in this order.  

http://www.thesaurus.com/
http://www.cloudapp.com/
http://www.depositphotos.com/
http://www.depositphotos.com/
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Step 1 - Go through the entire document and look first at the pre head, the headline, and the subhead.  

 

Always take a hard look at all the headlines and subheads, as this is where you're going to have the 

typos and spelling errors.  It’s probably because you jam them in and you ignore them after that 

because you're focused on the copy. But it's really important to dial in on the very first ones at the 

beginning your letter, especially because it’s in the pre head and headline that the target prospect is 

clearly identified.  

 

We’ll often do that in the pre head – for example, “Attention Dentists” or “Attention Birthday Mom” or 

“Attention Golfers Over 50.”  Is the target prospect really identifiable in the pre head, the headline, or 

subhead – because somewhere you’ve got to say who this is for.  

 

I really believe that the headlines should also have a clear and powerful benefit or make a big promise.  

Is it urgent?  Is it unique?  Is it useful? Does it offer specifics? (You don't want generalities.) 

 

You kind of want to kick yourself a little bit when you're doing this review. It’s your chance to be your 

own sort of copy critique group. Ask yourself is it urgent? Did I meet the standard?  

 

I had a recent project where I had to produce a two-page letter for a lead magnet and honestly the first 

thing I did was headlines and I spent a ton of time coming up with different headlines before I settled on 

the one I liked the most. What's good about doing that is you now have those headlines that didn’t 

come in first, they can be used as subheads or possibly on the outside of an envelope as grabber 

information.  

 

Just ask yourself, “Is that headline really the best I can do?” 
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Step 2 -  Go through the body of the copy and read it through.  

 

Does it really follow a proven formula? Because it's so easy to start writing and start off with a formula 

and sort of kind of let it go off in the weeds.  

 

Problem - Agitate – Discard – Solve is a great formula, but it's easy to start off with that in mind and 

wind up with something different, especially if you’ve assembled it in pieces, or maybe you didn't 

assemble it order from start to finish.  Or maybe you started off with the bullet points.   

 

You want to make sure that when you add in all the final assembled pieces, it does follow the formula.  

 

You want to make sure the opening in the lead works well for the prospect – that it really identifies them 

and it's speaking directly to them. It's great to raise a question and a problem right from the very 

beginning, then start building the slippery slope that requires a reader to continue to the next paragraph 

and then the next.  

 

I'm kind of getting in deep into writing here, but I spend a lot of time working on paragraphs. I think 

paragraphing is so important.  You want your paragraphs to have a single point to convey and then 

create an open loop to the next paragraph – teasing the reader to get to the next paragraph, so it's like 

a slippery slope that they can’t stop themselves from sliding down.   

 

You should always try to really think through your paragraphs so that they set up one after the other 

after the other after the other.  Don't just throw them out there.  When you do this edit, put some time 

into how you structure them.  
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Does a copy draw the reader in with every sentence?  Does it draw the reader in? Is it making them 

want to keep reading? This is a key part of your editing process. The copy has to keep drawing them in 

by being relevant and interesting. 

 

Don't be afraid to cut something if it doesn't have to be there. Headlines, Subheads, Paragraphs, 

Sentences, Bullets, Words – none of them have any kind of inherent right to exist.  In fact, if something 

can be killed and removed without making a bit of difference, you can delete it. So be ruthless when 

you're going through the copy. 

 

Read it aloud - because it's such a good test. You want your copy to read and sound and flow 

smoothly. By reading aloud, you also discover whether it’s conversational.  It should read like I'm 

talking to you face to face, not like I'm talking to a zillion people. You're talking to one person sitting 

across the table and trying to address their problems. Reach into their heart, help them out.  

 

Does it work on a double readership path?  This is where the subheads and bullet points come into play 

– you want to make sure they get something out of the copy if all they do is skim through just the 

subheads and the bullets all the way to the end. Does it work that way? Does that actually provide an 

message that's compelling and effective for the reader? 

 

 
 

Again, I talked about writing to ONE specific person - never write tp a bunch of people.  

 

You want to use language and jargon and phrases that naturally fit with that person.  You want to speak 

in a manner that's appropriate to them. You don't want to use terms they don't understand. Or if you do, 

be very, very careful to define them.  
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For sure, NEVER make anybody do math. Good Lord. Never make anybody do math. I don't care if you 

write for mathematicians, don't make them do math.  

 

Make sure you use the word YOU and YOUR and YOURS - always frame what you write from their 

perspective.  

 

Make sure to provide lots of proof that will convince them to act now. Because it’s important to them 

and to you that they don't delay, that they take advantage of this right away.  

 

And you absolutely want to make sure there’s a specific call to action.  

 

These are direct response principles, by the way, and I'm assuming throughout the entire course you're 

a direct response copywriter and you're interested in direct response marketing. And this is one of the 

key elements of direct response, that it has one clear specific call to action.  

 

Now you can give them a couple options, like “call me” or “email me.” Giving them a couple of ways of 

responding is fine, but you're really asking him to do one thing.  I'm asking you to get my lead magnet. 

I'm asking you to sign up for my membership program. Etc. Etc. So one specific action, that’s it. 

 

 
 

Step 3 – The Offer 

 

Look at your offer, and make sure it's clear. It's easy to understand. It's not confusing.  

 

I made this mistake with one of the magic events I did for magicians. It was a marketing event for 

magicians, helping them learn how to market themselves. I had an offer for different variations of what 

you could take home with you -  like if bought this package, you got the audios; if you bought anther 
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another package, you got the audios and the videos and something else; and if you bought another 

package got something all that and something else, but not something else, and so on.  

 

It was a mess.  I did not make it clear and easily understandable. And I know I left money on the table 

because people told me they weren’t sure which package to get because it didn't make much sense.  

 

So, I broke this rule early on, and I learned the importance of it. You have to make sure your offer is 

clear and easy to understand.  

 

Have you built up the value strongly enough to justify the price and the investment? I happen to believe 

you should do whatever you can to make the offer irresistible. And it should even hurt a little bit. That's 

what I think is a great offer. But have you set up the value?  Have you made absolutely clear why what 

you're getting is so important to you. Why this matters so much. 

 

You have to give them a reason to act now, to act with urgency.  Scarcity is one thing to use, but it’s not 

the only thing. Is it that the price is going to go up because you're going to launch it to a different 

market?  Whatever there is, whatever reason you have for urgency, you got to make sure it's clear and 

makes sense.  

 

So look at the offer - can you change it can you make it even better?  

 

Remember, when you’re doing this, you’re not just editing the words that express what the offer is – 

you’re literally editing the business proposition you're making, the value proposition you're making. So, 

is it as good as it possibly can be? Is there anything else you could do to make it so mind-numbingly, 

ridiculous that anybody would not find it totally irresistible? 
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Step 4 – The Guarantee. 

 

You have to have a guarantee. Is it easy to understand?  It’s got to be easy to understand.   

 

Are there conditions to the guarantee? Are there no conditions? Is there a time limit or is there no time 

limit?  

 

My basic opinion on guarantees is pretty much binary - it's either forever or there's not one at all. That's 

really how I think, whether I explicitly say so or not. That's just how I operate, because if somebody 

wants a refund, I just give them a refund. That's just how I am. In my opinion, you never want to fight 

with anybody over this. If they want a refund give him a refund. Period.  I'm not going to argue over it. 

 

It’s good to have a unique eye-catching name with the guarantee. I think it should relate to the offer,  

like “My Long and Down the Middle Promise” – as in, I guarantee you're going to hit the ball 30 yards 

farther down the fairway than you did before.  

 

So come up with some kind of unique, eye catching name that’s relevant to your offer.  

 

Also, just like the offer, what else can you add to your guarantee to make it stronger? How much risk 

can you remove?  

 

Because that's what it all boils down to, are you removing all the risk?  Because nobody wants to 

accept any risk now. 

 

 
 

Step 5 – Before It Goes Out The Door. 
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This is your final step…  

 

Have you fixed all the typos?  Have found and fixed misspellings, formatting glitches, pagination errors, 

etc. 

 

If you're sending out a printed letter, you want to know where the pages break – you want to control 

that element of the presentation being made to the reader.  (Remember, it is a sales presentation, not 

just a letter.)  So what goes on each page and where they start and end does indeed matter.  

 

Have you double checked all the headlines?  As I mentioned earlier, this is where the typos are going 

to be.  

 

Did you include a PS?   A PS is probably the most high value piece of real estate in a printed letter. 

Also in emails, they’re extremely important in emails as well. Everybody reads the PS, so that’s where 

you recap your offers, add bonuses, drive urgency, and so on.   

 

Is there anything you can add to sweeten the deal to make it better?  

 

Is there anything you can do to drive urgency? 

 

And the final thing…  

 

Did you test everything?  

 

Holy Cow you’ve just got to test everything!  

 

With that call to action, did the link work?  

 

When you call the phone number, do you get the response you wanted?  If it’s a recorded answer, is it 

the recording you wanted?   

 

If there's a fax line (and people still use them), does it work? 

 

If there’s anything hooked up online, does it link, display, process, etc. the way you want it to? 

 

Test EVERYTHING - make sure you've got everything working before you ship it.  

 

Well, that's pretty much what I had for today. I hope some of that was useful to you. If you have any 

questions, I'm going to open this back up for them.  
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Q&A 

 

JACK:  David raised his hand so we're going to him first. 

 

DAVID:  I just wanted to say Jack, this was great. I have a quick story to tell and I have a suggestion. 

Okay, I'm doing a seminar years ago on direct mail at York University in Toronto. And back then we 

used to put things onto a foil onto an overhead projector. I put this letter onto the overhead projector 

and the moment the letter became visible to the class of 50 people there was a scream from the back 

corner of the auditorium. The scream came from a woman. And the reason was, she had written this 

letter. It was from the phone company, explaining that the phone number they had in the letter they had 

sent last week was incorrect. So just to your final point of checking the obvious, you always do that 

every time. My suggestion - if you can't think of anything to put in to make the envelope lumpy, add a 

pen. But if you're going to add a pen, be sure to put the author on the pen because the pen and the 

letter will invariably get separated. So that's a quick, easy, and cheap way to turn a basic envelope 

mailing into a lumpy mail. But follow that little trick and you'll improve your response. Other than that, 

Jack, this was wonderful. Thank you. 

 

JACK: Thanks. Thank you those are great, too. David, thank you very much. 

 

DAVD:  Absolutely. 

 

JACK:  Thank you very much. Susan, what's your question? 

 

SUSAN:  Hey, so I have two questions. I got a lot of great ideas today. Thank you so much for doing 

this. One question is about writing fast. because you were talking about that program that wouldn't you 

know, put it in the margins and all that kind of stuff. So I'm trying to figure out, what is the fastest way to 

do it? Is it just to write something out, not type it?  Or is it to type in in a special place where it's not 

formatted? Because, you know, you want it. You want to be as creative as you can and and to not 

interfere with the process, but I'm not sure what the best way is. Do you have a suggestion? 

 

JACK:  I go I go back and forth. Honestly I bounced around between things. I will write in Notepad if I'm 

really in a hurry, if I want really want to jam as fast as possible. I'll open up Notepad and just start 

typing. And because I don't have to worry about formatting. There's no formatting. I just hit return. 

That's it. I don't worry and honestly, when I'm writing as fast as possible I don't worry about the 

paragraphing as much. I don't worry, I just tried to get my thoughts down on paper and convey a 

message as quickly as possible. But, you know, I tend to think it's really what works best for you 

honestly, whatever tool works for you. You got to kind of find it to be honest. 

 

SUSAN:  Okay, that sounds good. Are you familiar with Dan Kennedy's info product? Whatever it is. I'm 

tempted to get it to work on my info product but I've read I've heard, you know, his podcast on it on 

what he says about info products and he's so brilliant. I just wondered if you knew anything about it. 

 

JACK:  I worked on the Ultimate Info Marketing Machine. So I don't know if that's what that's referring to 

or not. I worked on that product for GKIC and helped create the overall instructional design and the 
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templates and all that stuff. And it’s a system for producing information products. I think that's still 

available from them, although I'm not sure I'm not sure what happened after Russell bought it. I'm really 

not sure.  You know, other things are still available, but some seem to have gotten memory holed. But 

with Dan, you know, get anything you can - find any of Dan's books, get anything you can find from 

Dan. I buy everything from Dan. You cannot go wrong with listening to Dan and learning from Dan. 

 

SUSAN:  Great. Thank you so much.  

 

JACK:  David, nice to see you. I didn't know you were here, you must have come in after we got 

started. Glad you could make it/ 

 

DAVID:  I just wanted to say to Susan into you, Jack, and the rest of people on the call one of the things 

that I use a lot lately that that doesn't slow me down writing is I just use Google Docs. I just opened it 

up and that's where I do a lot of my stuff and the only thing that slow me down now is I have the 

Grammarly plugin in there. So sometimes it slows me down. But you know, at some point and it's 

always there, I never lose it because that's my problem is like I end up losing crap. All over my 

computer. Like where that like too much crap on here, you know? So if I have a folder right on Google 

Docs, where I'm like, here's all my emails are in here and I just you know, and then I write and that's 

just what I do. And I agree with Jack on anything from Dan, I have like all of his stuff. He’s created a ton 

of these info products. So I mean, he's the guy. So yeah, like to say thank you.  

 

JACK:  Great idea. 

 

DAVID:  The thing, the challenge I find with Dan’s stuff is that a lot of his old stuff is just they just 

transcribed all of his presentations. And then they put his slides in there and it's like, wow, so it's, you 

gotta read, you know, the presentation and the slides, but I think the newer stuff is very different. So 

that's what that's my two cents are and yeah, Jack great, great stuff. I mean, it reminded me a lot of 

stuff that I forgot about. So it was a really good presentation, and I really like your product. So  

cool. Thank you. Thank you.  

 

JACK:  Thanks. Thanks very much. Barry, you got a point? 

 

BARRY:  I just do have a quick question. First of all the slides that you use today. Will we see them or 

get them or upload them? 

 

JACK: Yeah, there'll be there and I'll make this video available. Yeah. 

 

BARRY:  Okay, cool. So that was question one. The other is not a question. It's a comment and you've 

covered it. Writing wise, I've gone back to pencil and paper. And I just remember years ago, listening to 

someone with Jay Abraham, and Jay was saying you connect a lot better with your words when you 

use a pencil and paper. That's Jay.  That may not be me or you, but it's worked for me. So if everybody 

else is still not sure what works best, try a week of pencil and paper and see what happens. We did 

start with that on cave walls, right. So again, it's just what I've evolved to but I'm in black and white, so 

there's that. 
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BARRY:  And then the last thing is I just put up I did find that clicks on the dial letter. So I put it in the 

chat, everybody. That Halbert PDF. Yeah, sure. So I did find that and so it's there. Jack, this is 

fabulous. Honestly, some of it  - you know, I think Ken said, “you knew it, but you don't know it because 

you forgot it or forgot to use it” or it's like, “oh, shit that. What? What a good idea that is.” So anyway, 

this is all great.  

 

JACK:  Okay, well, thanks. 

 

SHANNON:  Oh, before we go you talked about Jeff Walker, I put a link in the chat.  Jeff Walker is 

doing his launch. It's starting this week. So you can download his stuff. I think you can just go to 

productlaunchformula.com. He's doing a new launch. He's been the past three years. He's been doing 

a lot. I used to work with him. So the launch is now, you get to download the PDF and then he's going 

to do three live sessions instead of doing videos. Now. He does three live sessions. He’s always doing 

something interesting and trying to change up his launch strategy. So I always like to watch what he's 

doing because it's always interesting. So just FYI. 

 

JACK:  He's extremely smart. Yeah, he's he's really, he's one of the best marketers out there. He's 

worth following. Absolutely. Yeah. You ever get a chance to go to PLF live the event? 

 

SHANNON:  All the time. I would go every year. Yeah, 

 

JACK:  I'd say that I'm praying to get everything, that we’re past this and we go actually meet together 

again. What an amazing event it is.  You know, I'll be very blunt. It is one long sales letter for launch 

club. It's a sales letter for launch club, but it is so effective and so incredibly well designed. And it's 

basically him for most of the time other than like little few other interruptions. It’s so sophisticated, so 

brilliant.  

 

Okay, well again, thank you, final one on systems next week. And this was really fun for me too. I really 

appreciate you guys coming.  


