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Introduction
Whether you're preparing a sales letter, a space ad or a web page, if you're hoping to incite the passion to buy, you’ll want to spend ample time crafting energetic bullet points.  These usually appear in the heart of your marketing piece, and they can have such power that if just one hits a bull's-eye with a particular reader, the sale occurs.  
Bullets are the second most powerful copywriting element, after headlines.  
o        Set apart on the page, like this, they attract the eye of the reader.
o        They’re easily scanned.
o        They save space by using a telegraphic style.
o        Words or phrases within short bullets are likely to catch the reader’s attention.
This ebook offers a step-by-step guide to triggering excitement, involvement and purchases with these verbal nuggets.



Seven Steps to Powerful Bullets
Step 1.  Reread what you already have hanging around about the product, service or business.
When a professional copywriter goes to work on the words that will sell, let’s say a book, he or she reads with highlighter in hand, yellow pad at the ready.  What gets covered with color or written down on the pad are not necessarily the most important points.  Often they’re the bizarre-but-true facts, little details that might surprise an outsider, eye-opening examples or contrary-to-expectations arguments.  Sometimes they’re completely ordinary observations that can be made to sound startling with a little verbal cunning.
For example, legendary marketer Gary Halbert quotes a passage from a book on selling a house that recommends, as a way of dealing with the question, “How long has the house been on the market?” taking the house off the market for a while so that you can honestly give the answer the questioner wants to hear.  Halbert’s bullet from this passage:
o        How to sell your home faster by taking it off the market!
This is a different kind of reading than you normally do.  To experience it, read the following paragraphs from Patricia Smith’s book, Each of Us, and see if you can isolate at least three points that could be turned into bullets marketing the book.  Don’t worry about wording the points in a catchy way, just try to identify the bullet-worthy material here.
Higher education is a top priority for so many women, and yet the great majority of us remain in low-paying careers.  What’s going on?
The world of business is filled with individuals with every level of education, working side by side.  People with high school diplomas often fill the same positions as people with MBAs.  They may have similar work experience, or they may have made similar impressions on the people who hire and promote.  People with a high school education are promoted over people with more education all the time, for lots of reasons.
In a Gallup poll, chief executives from various-sized companies were asked, “What does it take to get ahead?”  Education was ranked eighth out of eight on their list of answers.  The two top reasons in every case were integrity and the ability to get along with others.  If you are over 25, your work experience and abilities will weigh much more heavily on your resume than your education.
Here now are some bullets I might pull out of the above:
o        Learn what often-recommended career move is a serious waste of energy for women over 25.
o        Why years and years of education may hold you back rather than help you get ahead.
o        Which two qualities most accounted for promotability in a national survey of chief executives.
o        Find out whether you’re worrying about the factor that came out last in a poll of chief execs on qualities they value in their staff!
o        A qualification that costs you nothing matters more to chief executives than a credential that costs thousands of dollars and years of hard work.
The bullets above are in different styles and overlap a bit in content, so I would never combine them as in that list, but they still illustrate how to choose facts from a text that can easily be made to sound totally fascinating.
Now let’s do the same with a couple of paragraphs on a very different topic in a more literary style.   This passage comes from a 1977 article called “Blessings in Exile” by travel writer Pico Iyer in the magazine Civilization.
Dharamsala, therefore, is Tibet’s one great hope to maintain and disseminate a meaningful cultural, religious and quietly political identity, and 8,000 Tibetans have gathered there around the man they think of as a god.  Some are relatives and monastic associates who left with him 38 years ago, while others are newcomers who have fled across the Himalayas to be near him.  And, as the Dalai Lama said to me the first time I met him here, in 1974, and has repeated every time I’ve returned to see him, the trials of exile have brought some blessings.  
For him, his new home offers the chance to start afresh, free of all the stifling traditions and protocol that kept parts of Tibet in the Middle Ages even as late as World War II.  And for a variety of foreigners – hippies, religious scholars and people just wanting to see, or get sustenance from, a famously accessible Buddhist teacher – Dharamsala represents the world’s first chance to come in contact with a culture long imagined as a kind of mythic Shangri-la and visited, before the Chinese takeover, by fewer than 2,000 Westerners in all its history.
As a result, all kinds of travelers stream through Dharamsala these days, from Steven Seagal and Harrison Ford to Adam Yauch of the Beastie Boys and Philip Glass, and as the Tibetan cause grows better known – especially with the release of two Hollywood movies this fall (Seven Years in Tibet, with Brad Pitt, and Kundun, directed by Martin Scorsese) – the stream threatens to become a flood.  
When last I bounced and jangled up the winding road that leads to the Central Tibetan Administration, I was surprised to see three new “luxury” hotels accommodating visitors in $20-a-night comfort.  Star TV had arrived in the mountain village, and signs at a central intersection advertised “fast food.”  More terrible reminders of the world at large had also arrived.  This past February, Dharamsala was the site of a grisly crime when three of the Dalai Lama’s monks were found murdered in their beds (apparently killed by a rival Tibetan faction).
Bullets from that passage:
o        Find out where the world’s most prominent Buddhist master holds court, amidst movie stars, fast food joints and murderers.
o        Why the Dalai Lama’s 38-year exile from his homeland has its bright side for the spiritual leader 
o        The one place on earth where a Shangri-la experience costs just $20 a night
o        Which movie stars and musical luminaries have made a pilgrimage to a small town in the foothills of the Himalayas, and why
And just to show that the process works with dry facts and figures, too, let’s create bullet points from an Internal Revenue Service publication on how to audit bed-and-breakfast inns.  
Based on a 1988 national survey of innkeepers, Bed and Breakfasts with less than four guest rooms do not make money.  With up to seven rooms, an average profit would be about 8 percent annually.  Inns with 21 rooms can have a 29 percent annual return.  If there is an absentee-owner the profit will go down and according to the survey, “nothing less is workable” than inns with more than 20 guest rooms.
Tax treatment of inns will vary.  IRC sec. 280A will come into play more often when you have a few rooms being rented out in a personal residence.  Whereas, with an inn of 20 rooms it will not.  IRC sec. 162 will govern because these are more like a hotel and motel business.  Frequently, IRC § 183 will dominate because the taxpayer has not shown he is engaged in an activity for profit.  One of the most common issues is personal use and/or expenses per IRC § 262, especially with food, utilities and auto expenses.
The following are a first pass at creating bullets from the above paragraphs, with the intended audience bed-and-breakfast owners:
o        Learn the number of rooms IRS auditors consider as a cutoff point for profitability (less than that, and you’re in danger of having all of your business deductions thrown out!)
o        Find out what percentage of profit IRS auditors expect to find if you have up to seven rooms or about 29 rooms for guests
o        The minimum number of rooms considered to be profitable for absentee-owners, a yardstick used by auditors even though your figures may show otherwise
o        Which tax-code section auditors will apply if you have a few rooms rented out in the residence where you live, and which they use when they consider you comparable to hotels and motels
o        The regulation that enables auditors to come down hard on you when they claim you’re not running your B&B for profit
o        Which categories of B&B expenses auditors consider especially fruitful to challenge when they grill you at an audit
Now you try it (if you haven’t already done so with the examples above).  A 28-page catalog for Explorations in Travel’s outdoor and cultural vacations for women does not include a single bullet point.  In the following trip description, which facts would you pluck out to turn into bullets?
Six monuments in Old San Juan are listed among the United Nation’s world-class historic sites, along with the Taj Mahal!  Old San Juan provides a striking contrast to the modern city with its Gothic cathedrals, 400-year-old forts and massive sandstone city walls.  
Along with a visit to this spectacular colonial city we will travel into the rainforest where we have the opportunity to explore the forest and learn about the local environment.  The island’s national mascot, the tiny coqui frog, which can only survive on Puerto Rican soil, is found here.  Within this fragile environment over 240 species of trees, some of
them thousands of years old, flourish along with 50 species of ferns and 20 different varieties of orchids.
The island of Vieques, off Puerto Rico’s east coast, is renowned for its beautiful beaches and we’ll take the opportunity to enjoy some of them.  The snorkeling here is superb and in the evening we visit one of the world’s finest bioluminescent bays to swim in its glowing waters.  At a local museum we get an introduction to the historical and political history of the island.  
A day for relaxing and enjoying the island’s slow pace has been set aside before returning to San Juan.  Relax at our comfortable hotel, wander the town of Isabel Segunda or bask in the sun at the seashore.
My top three candidates, put into bullet form, from the above would be:
o        Enjoy a night-time tropical swim with friendly glow-in-the-dark creatures!
o        Gothic cathedrals and forts in the Carribean?  Yes, and according to the United Nations, they rank in historic value up with the Taj Mahal!
o        Experience the fragile ecosystem of a rain forest that harbors 20 kinds of orchids and minuscule frogs smaller than your thumbnail.
With the last of those bullets, I was intrigued enough by the adjective “tiny” to wonder “how tiny?” and called the reference desk of my local library to find out.  I added what I had learned.  That’s certainly a kosher move in this game.
And finally, imagine that you had to craft bullet points for a restaurant, and all you had to go on was the printed menu, which read in part:
LUNCH & DINNER PLATES
Served with any 2 side orders
Half Chicken Plate
Breast of Chicken
Single Leg & Thigh
Barbeque Ribs
Jumbo Rib Plate
Breast & Rib Combo
Leg & Thigh & Ribs
Vegetarian Plate (3 side orders)
SALAD PLATES
Chicken Breast – over a plate of greens
Turkey – over a bed of greens
Chicken Salad – over a nest of greens
Fresh Garden Salad – small or large
From studying the above, we could arrive at these enticements about the restaurant:
o        Designed to satisfy the most ravenous meat eaters as well as vegetarians and salad aficionados
o        Hearty meals with generous side dishes
o        Combinations galore – not just chicken and ribs, but chicken breast and ribs or leg and thigh and ribs, with a vast selection of side orders
Are you beginning to get the hang of this?  If not, don’t worry, because by showing you polished, riveting bullets I’m jumping ahead a couple of steps in this process.



Step 2.  Brainstorm other points to include in the bullets.
If you begin with written source material, it’s a major mistake to end with it.  Always take the time to consider what else could or should be included to attract interest and inspire confidence.   Show your list of points to trusted clients or friends and ask, “Anything important we left out?”  And in the case where you have no written source material to start with, begin by brainstorming from what you know and what you think buyers would like to know.
For instance, when I helped an attorney who’d never had a brochure brainstorm reasons why divorcing women should consult her, we created this initial list:
o        Free initial consultation
o        Credit cards accepted
o        Evening hours
o        Sensitive to women’s issues 
o        15 years of experience
Likewise, for a company that manufactures and repairs industrial pipes, we came up with these items to start with:
o        Custom pipes for a great variety of industries
o        Computerized design
o        24-hour repair service, even on weekends and holidays 
o        The best trained technicians in Indiana
o        Engineers who never say “impossible”



Step 3.  Consider and address various motivators, questions, fears and doubts that might come up for the reader.
After your initial brainstorming, ponder the following questions, which elicit facets of a product or service that speak to common concerns of your target audience or a significant portion of it.
1.  What factors motivate our clients and customers to do business with us?  
Sometimes these reasons are well known to a business owner, but sometimes this issue benefits from research.  Research might consist of a formal customer survey, a series of phone calls to clients or just listening to spontaneous comments from customers and clients.  
Not long ago I was working on copy describing the distinctive marketing plans I’d created for seven or eight clients and finally realized they deserved a web page of their own.  Although I knew what my plans consisted of and how they differed from MBA-style plans, I wasn’t certain what motivated clients to commission a plan.  So I spent 20 minutes chatting up a client who had commissioned a marketing plan and was herself a consultant for small business owners.  
“Most business owners hate to plan.  It gives them a headache,” she said, “even though without a plan they’re stuck solving day-to-day problems and not getting ahead.  And as for me, I knew that while I was doing well, there were probably some promotional opportunities I was missing.  Your plan supplied some of the missing pieces and added structure to my efforts.”  All of her points I inserted somewhere or other into the bullet points explaining my marketing plan service.
Another time I was driving into town with aspiring writers who had signed up for a week-long seminar I was teaching in the hills outside of Taos, New Mexico.  “You know why I signed up for your workshop?” one participant volunteered.  “It was because of your picture.”  To my astonishment, everyone else in the car agreed that my photo in the seminar catalog had encouraged them to send in their check rather than go on to the next offering.  “You looked like someone who would not bite our heads off.  As beginning writers, we’re vulnerable.”
What valuable input that conversation was!  Henceforth I knew that a promotion of a writing seminar or coaching program would gain greater impact when I said I “understood the vulnerability of writers just beginning to find their voice and creative process.”  Not in a million years would I otherwise have realized how important that factor was to my target audience (and how effective a photo could be, too).
In thinking about or researching prospects’ motivations, keep in mind that sometimes the issue is whether to buy from you or from a competitor, while in other cases the question is whether or not to buy at all.  Remember too that it’s possible to design your bullet points to turn off kinds of people you don’t want as clients.  
For instance, the attorney might have found that divorcing people driven by the motive of inflicting as much pain and suffering on their soon-to-be-ex as possible made for hellish clients she would rather not deal with.  In that case, reference in the bullets to “seeking a fair settlement” would invite the kind of clients she enjoyed and fend off the revenge seekers.  She’d be better off leaving that out.
2.  What questions are prospective buyers likely to have that ought to be addressed proactively and explicitly in the marketing copy?  
These issues might include very straightforward factual matters, such as the fact that an e-book is available in PDF format, that it’s 159 pages long and that the worksheets it contains can be printed out and used freely in the reader’s classroom.
Sometimes your familiarity with your product or service causes you to omit the most fundamental details, such as:  What is it – is it a book, a CD, a bunch of information at a web site or what?  That’s why it makes sense to show a draft of your marketing piece to someone you can trust to be candid.  If you call something an “online course,” people might want to know when the class meetings are, even though there aren’t class meetings in the usual meaning.  Somehow you need to put that question to rest.
You should also imagine various different categories of potential customers and their questions.  For example, if you’re promoting something on the web, customers from far-flung corners of the world might want to know if your material applies to their circumstances.   
Similarly, if the divorce attorney states “sensitive to women’s issues,” she might set men wondering whether or not she accepts male clients and if yes, whether she goes to bat for them as wholeheartedly as for women.  For the industrial pipe company, a question might be whether they’ll perform emergency repairs on equipment they didn’t produce.  For a solo physician, the all-important query might be “Do you have colleagues covering for you when you’re not available?”
3.  What fears and doubts might make prospects shy away from a buying decision?  
Typical fears and doubts are “Maybe I’m too clutzy and unmechanical to assemble the furniture”  “What qualifies you to do this?” and “Is this legal/ethical/FDA approved/looked upon positively by recipients?”  Here are some bullets I found in my file that appear to have been specifically crafted to address certain concerns:
o        How to write your own killer sales letters, even though you flunked tenth-grade English
o        Is hardly being used online.  So your competition is practically zero.
o        You stay in complete control of the process as you have the final word on whether you want to accept any Settlement Agreement or not. 
o        We take more than 40 shots in various poses so that you can be certain to have a portrait you’re happy to use.
o        If you truly don’t like cold calling, no problem.  In each newsletter issue I describe at least three other proven, little-known client outreach methods for stockbrokers.
o        Step-by-step instructions for repairing the eight most common sewing machine problems, which you’ll find easy to follow even if you’ve never sewn a stitch or taken a machine apart before.



Step 4.  Pay special attention to the benefits of what you’re offering and to justifying the value of the purchase.
If you’re not familiar with features and benefits, features describe the “what” that someone buys, the dimensions and composition of the widgets or the scope and conditions of a professional service, while benefits represent the “so what,” the advantages gained by the buyer through the features.  
Bullets become many times more powerful when they cover both features and benefits.  Include the benefits even if you think they’re obvious.  As Dan Kennedy puts it, “Don’t force readers to translate anything in their minds.  Tell them what each feature in your list means for them.  This is a basic principle of copywriting, but it’s amazing how much we get in the mail that doesn’t follow it.” 
For instance, here is one way to articulate the benefits of the divorce attorney’s services:
o        Free initial consultation – a no-risk chance to find out what we can do for you
o        Credit cards accepted – you can spread payments out, easing financial pressures
o        Evening hours – convenient, you don’t need to take time off from work for an appointment
o        Sensitive to women’s issues – because we understand how courts treat women and children, we can help you achieve the custody and financial arrangements best for you and your children
o        15 years of experience – reputation and know-how that enables you to get a better settlement
Let’s look at another example that illustrates how vital it is to express what real advantage the user gains through the product or service at issue.  CyberDetective is a program that enables curious people to find out online many secrets others would prefer they not know.  You might assume that the motive of curiosity is sufficiently widespread that there’s no need to explain why someone might want to learn someone else’s secrets, but notice below what happens when you put into words the benefit of each kind of secret the program enables you to learn.  I’ll give a few features followed by their benefits.
Feature:  Find out whether someone has a criminal record...
Benefit:   ...so you can protect yourself against child-molester tenants, violence-prone home-improvement contractors, a two-time robber working at your church or a convicted con man dating your daughter.
Feature:  Find long-lost relatives.
Benefit:   Easily organize family reunions, finish your genealogy research or reconcile with the brother you had an argument with 20 years ago.
Feature:  Track down people who seem to have vanished without a trace.
Benefit:  Follow the money trail to that low-life business partner or ex-spouse trying to cheat you out of money that’s rightfully yours.
Feature:  Conduct a background check on anyone.
Benefit:  Satisfy yourself that your weird neighbor is truly harmless and not a threat to your family and others living in the vicinity.
When I teach seminars in which we do exercises involving benefits, I usually have a couple of participants who get completely stuck putting into words what their customer gets out of doing business with them.  Almost always, the rest of the group easily helps them out of their mental block.  So if you find this exercise difficult, brainstorm with others who can take a more objective look at your products and services.  The question that does the best job of eliciting benefits is “What’s good about that?”
Related to expressing benefits is justifying your price by making clear what the buyer gets out of having the item you’re selling.  Skillful marketers often make a high price palatable by comparing it to something else in such a way that it sounds reasonable or even downright cheap.  Here are some instances of spinning the purchase price as attractive that I found in my files:
o        People paid $2,775 each to attend this seminar, but you can own the contents on tape and listen to the seminar as many times as you like for less than one-tenth of that cost – just $249.
o        When you think of how much it would cost you to fly to Seattle to meet with Kevin Borsling for an afternoon and pay his usual consulting fee – if you could even get an appointment – this telephone hotline special is an incredible deal.
o        Get security for your irreplaceable data for less than the cost of two lattes per day.
o        As a bonus, you get the “lite” ProRater service, which automatically calculates 97 percent of all barter transactions a typical office makes, included in your membership at no extra cost.  Savings from this benefit alone pay for your membership!



Step 5.  Add specifics.
Vague descriptions are weak.  Descriptions packed with numbers, dates, examples and particulars are very much stronger.  Notice what happens when we take a few of the first-draft features for the industrial pipe company and add detail:
Before:  Custom pipes for a great variety of industries
After:  Custom pipes for more than 79 separate industries, from electric power generation to fish farming
Before:  Computerized design
After:  Computerized design, for 200% greater accuracy than even the most expert custom engineering
Before:  The best trained technicians in Indiana
After:  Technicians with an average of five certifications and 21 years of experience – greater credentials than at any other firm in Indiana
In thinking about how to add specifics, think first about inserting quantities and numerical measures.  However, specifics also include names, dates, examples and descriptive qualities.
Before:  Used at Fortune 500 companies
After:  Used at Cisco, Boeing, Home Depot, Merck and other Fortune 500 companies
Before:  Prevents home accidents
After:  Prevents home accidents, including infant drownings, poisoning, falls down stairs and ladder collapses
Before:  Contains stress-fighting vitamins
After:  Contains Vitamin C, which bolsters the immune system, and Pantothenic Acid (B-5), which helps the adrenal glands function optimally
Be careful not to give away all your secrets, though, by being specific.  It’s often far more effective to subtract key details and provoke intense curiosity.  For instance:
o        Secret rules by which the DEA confiscates houses and boats (see pages 256-7).
o        The one condition enabling you to escape bankruptcy forever.
o        The three most effective – and no-cost – ways to protect your credit rating.



Step 6.  Dramatize or otherwise punch up what you have.
The next section, “76 Ways to Add Oomph,” provides plenty of concrete suggestions for elements to add to make your bullet points more dramatic.  Don’t neglect this step, and don’t confuse “dramatic” with “hyped up.”  Here are a few examples that illustrate how drama can be perfectly dignified, truthful and businesslike:
Before:  Prevents home accidents, including infant drownings, poisoning, falls down stairs and ladder collapses
After:  Prevents deadly home accidents, including infant drownings, poisoning, falls down stairs and ladder collapses
Before:  Used at Cisco, Boeing, Home Depot, Merck and other Fortune 500 companies
After:  Robust enough for heavy usage at Cisco, Boeing, Home Depot, Merck and other Fortune 500 companies
Before:  24-hour repair service, even on weekends and holidays 
After:  Saves your hide – and your budget – by making repair calls any day or at any hour, even on weekends and holidays 



Step 7.  Select, add, delete, organize, arrange and rewrite your bullet points.
Now just because you’ve written a compelling item, that doesn’t mean it necessarily belongs in your final marketing piece.  Readers don’t consume bullet points one by one, but rather absorb them in the grouping you put together.  Accordingly, it’s important to examine your collection of points dispassionately and make sure they include everything you want to say, do not repeat one another, speak to the broad or narrow set of motivations and populations you want to reach and, of course, fit in the space you have set aside for them.
Make sure any grouping of bullets starts strongly and ends strongly.  If there’s anything you have to say but don’t particularly want to call attention to, stick it in the middle of a bullet and that bullet in the middle of the list.  I often shuffle bullet items around on a list because their sound, look, general flavor or chronological sequence seem to work better in the new arrangement.



76 Ways to Add Oomph
Use this checklist to enhance your ability to make bullets sing with character and substance.  After each possibility, I’ve provided one or more examples putting that principle to work.
1.              Create juxtaposition or paradox.
o        Construct a customized birdhouse even though you’ve never before hammered a nail.
o        Entertain guests with your rendition of Broadway hits although you can’t read a note of written music.
2.              Add a time specification.
o        Construct a customized birdhouse in three hours even though you’ve never before hammered a nail.
o        After just three hour-long lessons, entertain guests with your rendition of Broadway hits although you can’t read a note of written music.
o        How to fill your new therapy practice in just ten months.
3.              Add a superlative (or two).
o        The most overlooked and easily remedied reason why used cars don’t sell.
o        Stay at the most popular and most lavish riverboat resort in the entire U.S., docked not far from New Orleans.
4.              Insert a number (or two).
o        The four most overlooked and easily remedied reasons why 58% of used cars take more than a month to sell.
o        After just three hour-long lessons, entertain guests with the four most popular Broadway hits although you can’t read a note of written music.
o        Learn the simple investing technique that’s 12 times more profitable than traditional “buy and hold.”
5.              Dismiss the example that would come to mind first.
o        The most overlooked and easily remedied reason why used cars don’t sell (and it isn’t the vehicle’s true mechanical condition).
o        In Lesson I, learn the chords for the Beatles’ easiest-to-play song (not “Yesterday”).
6.              Provide a catchy name for a particular feature.
o        The scooter’s “Fail-safe Starter System.”
o        An ”Open Sesame” button that anyone can operate.
o        Learn the Cardinal Rule of Rat Extermination.
7.              Coin a phrase describing the customer.
o        Learn your “Readiness for Romance” quotient.
o        Become a “Failsafe Fred” and stop worrying about possible blunders. 
8.              Say who doesn’t know or do it.
o        The sale sweetener that most highly trained used car salesmen never use, even though it works 76% of the time.
o        Master the usability principles ignored by 92 percent of Webmasters today.
9.              Quantify the cost of production in time or money.
o        The surprising winner that emerged after 5 ½ months of trial and error.
o        Twin-engine design that resulted from more than $1 million in research efforts.
o        It took three college students 57 hours each to confirm the accuracy of the data you’ll be getting.  You can use it with confidence.
10.              Name a danger.
o        Discover a momentary slip of the finger that can make you liable for hundreds of thousands of dollars in damages and legal bills.
o        15 marketing techniques from the founders of Starbucks, Dell and other thriving brands, including two that help you avoid catastrophic PR problems.
11.              Name twin dangers.
o        Find out the ideal price for a particular product (price too high and you scare customers off, price too low and you miss potential revenue).
12.              Discount a danger.
o        Learn which techniques enable you to turn the tables on your Employee From Hell with no legal repercussions whatsoever.
o        Twenty-three desserts you can eat twice a week without endangering your waistline or your health.
13.              Create an absolute.
o        What you should never, ever do when firing an employee.
o        One little-known ingredient every kids’ birthday party can’t succeed without.
o        The four-word phrase that always builds a subordinate’s confidence.
14.              Say what isn’t involved.
o        How to build a million-dollar business without the headaches of managing employees.
o        Doesn’t require more than $100 in capital.
15.              Compare with the competition.
o        If you’ve been buying name-brand consulting help, this option will cut your bills by 350%.
o        Includes 24 hour security monitoring (competitors charge $49 a month for this service alone!).
o        Get a Silver Corporate MasterCard and save $45 over the annual fee for an American Express Corporate card – it’s accepted in 3 million more stores than AmEx, also!
16.              State what the buyer will be able to do after buying.
o        You can relax knowing that termites and mice have had to find a new victim elsewhere in the neighborhood.
o        Enjoy a flower garden that remains in bloom from early April through the first frost.
o        With our Buyer Protection Plan, you could drive from Maine to Alaska and back without having to pay for any mechanical breakdowns.
17.              Load up the benefits.
o        Get 5 ways to make every contract more profitable... 17 weasel words to strike dead when you see them...  8 reasons not to depend on your attorney to proofread... 78 helpful bits of licensing language...
18.              Toss out a challenge.
o        Do you know how to stir-fry without oil or any other fattening ingredient? You will after reading this cookbook. 
o        Would you be able to foil a robber – an armed one – or a blackmailer tonight?  You would next week after Lesson One’s tips and explanations.
o        It’s comprehensive.  In fact, I dare you to find one “Gunsmoke” character with a speaking line who isn’t profiled in the book.
19.              Specify the page for a nugget of information.
o        Learn how to stir-fry without oil or any other fattening ingredient (page 84).
o        The three excuses that work with even the most hostile IRS auditors (page 127).
20.              Cite a success case.
o        Discover what Gerry Hillson of Rapid City, Iowa has been doing to sell thousands of outdated software packages each month.
21.              Erase a doubt.
o        Discover what Gerry Hillson of Rapid City, Iowa has been doing to sell thousands of outdated software packages each month, ethically and legally.
o        How an attorney can advertise on TV and still maintain the respect of tradition-bound colleagues.
22.              Promise inside information.
o        Revealed:  the real reason Julia Child never became overweight (disclosed just once off-camera to a video crew).
o        Disclosed on tape #2 for the first time:  the CIA’s secret “assassination squad” – how it’s funded and deployed!
23.              Shatter a myth.
o        Our research showed that the often cited statistic that four out of five new businesses fail within five years is pure bunkum.  Find out who has a stake in selling you that discouraging load of crap!
o        Come down to the airfield and we’ll explain why our single-engine planes are actually 40% safer than double-engine ones.
24.              Insert a tidbit of information.
o        Change careers as easily as a chameleon changes colors.  (Did you know that NFW chairman Henry Folcum’s first career was baseball umpire and second career was Baptist minister?)
o        Get a loan approved quickly and easily.  (According to one SBA survey, more than 45% of business owners were “shocked” or “somewhat shocked” when they were turned down for a bank loan.)
o        Which food additive you should never put into your mouth again (it’s the main ingredient in paint thinner!).
25.              Make the ordinary sound exotic.
o        Learn the pick-up secrets that work as well in your home town as in Paris or Maui.
o        Three main dishes and serving techniques that turn any old dinner party into a feast out of the “Arabian Nights.”
26.              Challenge conventional wisdom.
o        Don’t choose the growth opportunities that have the best return on investment – find out why.
o        Why your mother’s scolding throughout your childhood to “stand up straight” may cause back problems now that you’re middle-aged.
27.              Cite an exception to some truth.
o        The one time you should never say “thank you” when receiving a favor.
o        When “Better safe than sorry” is the worst policy to follow.
28.              Give an unexpected example (or two) of when the product, service or information might be beneficial.
o        Maintain your poise when arguing with a neighbor or a judge.
o        Prevents police from monitoring your speed when you are racing someone about to have a baby to the hospital.
29.              Provide a range of results.
o        Works for companies from solo operations with no budget to well-heeled Fortune 100 firms.
o        Become able to persuade buyers to sign on the bottom line, whether they’re young innocents or eagle-eyed negotiators.
30.              Mention a side result.
o        Explains the “power moves” that not only earn the admiration of your boss but also of your prospective father-in-law.
31.              Rule out an obvious guess.
o        A very simple, completely unstrenuous exercise guaranteed to keep your back supple – much easier than touching your toes.
o        Isn’t “spam” – unsolicited bulk email, which is usually unwelcome, annoying and sometimes illegal.
32.              Make a result sound nutty.
o        Prevent security breaches with a sure-fire tactic that’s almost too weird to be believed!
o        Find out how wearing our puke-green “mud mask” on Friday night can make you irresistibly more kissable on Saturday.
33.              Promise an explanation.
o        Finally understand why you can work harder than a mule for ages without getting ahead.
o        A checklist that helps you pinpoint exactly why you haven’t yet gotten the offer you want for your house.
34.              Use a fresh metaphor.
o        Prevent your office lunch room from becoming an all-day Coffee Klatch Central.
35.              Inject a vivid word or phrase (or two).
o        Enjoy phone calls from prospects who have hunted you down to beg you to take them on as clients.
o        Replace dull, toss-away brochures with pieces that attract cream-of-the-crop customers.
36.              Offer a hint.
o        Discover the secret pleasure spot 87% of men don’t know they have (hint:  it’s somewhere above the waist)!
37.              Get sarcastic.
o        A very common (so-called “normal”) defect in hard drives that can cause you to lose truckloads of valuable data.
o        Find out how you can create your own job security – the nose-in-the-air guys with golden parachutes in their vest pockets certainly aren’t going to tell you!
38.              Ask a question.
o        Do food additives really cause cancer?  Learn the surprising answer.
39.              Ask and answer a question.
o        Do food additives really cause cancer?  No.  Find out why they’re nevertheless bad for one’s health, however.
40.              Cite a surprising fact.
o        Did you know that more than 47% of first-time marathon runners fail to complete their first race... for preventable reasons?
o        Believe it or not, most women over 50 who remarry have average or below-average looks.  We explain why!
41.              Simply tantalize.
o        The question that gets an ordinary businessman the royal treatment at hotels all over the world.
o        The food additive that packs a punishing wallop for 24% of children under the age of four.
42.              Cite an authority. 
o        Do food additives really cause cancer?  Learn the surprising answer from a former director of the National Institutes of Health.
o        Which typical attorney phrases get the goat of a jury, according to a Michigan State law professor who’s studied more than 525 criminal trials.
43.              Emphasize the importance of a question.
o        Who should suggest a selling price first, you or the buyer?  Are you certain?
o        Should you send flowers to Buddhists?  What if you inadvertently serve food that goes against someone’s religion?  Our Etiquette Guide covers situations you may never have thought of, but may very well come up in today’s diverse world.
44.              Add a warning.
o        Should you add explanations to your return?  (Watch out!  The wrong kind of explanation – see page 49 – could land you in boiling hot water.)
45.              Qualify a point.
o        How to build a nest egg quickly from an ordinary income, as long as you are over 45.
o        You’ll have stumble-free pronunciation in just five weeks, except for the most unpronounceable last names.
46.              Imply exclusivity.
o        Only for clients!  A free timeliness check of your web site.
o        Get our unpublished list of contract clauses that create the most headaches for songwriters and musicians.
47.              Promise availability of benefits to everyone.
o        Create passive business income in any industry whatsoever.
o        Our resumes get you interviews, regardless of how long you may have been out of work.
o        Whether you’re just starting out in photography or have thirty years of experience, you’ll learn new techniques possible with digital cameras.
48.              Say how the customer will feel.
o        A solution for your recruitment woes that’s so simple and easily implemented that you’ll want to jump for joy.
o        Three all-natural creme rinses that give you the confidence of an Oscar-winning actress.
o        Imagine getting the bill without even a smidgeon of doubt that you were royally ripped off!
o        Cut stress.  No more stomach-churning “should I have?” regrets, no discouraging criticism from friends.
49.              Relate to a popular movie or TV show.
o        Enables you to implement scenarios straight out of “Mission Impossible.”
o        Teaches you to entertain young kids with educational games worthy of “Sesame Street.”
50.              Promise immediacy.
o        Begin collecting prospects for future products or services right now!
o        Registration takes an average of 47 seconds (we’ve clocked it!).  Then you’ll be able to play Chinese checkers to your heart’s content.
51.              Promise timeliness.
o        If you’re using last year’s marketing strategies, stop right now!  We tell you what’s working this month, in today’s uncertain business environment.
o        Just last month, a decision in the U.S. District Court in New Orleans changed the rules for owners of two or more homes.  You get these and every other vital bit of breaking tax news by email within two days of new decisions.
52.              Tell what they’ve missed.
o        Covers politics and current events like no one else (last month, you would have known about that now-infamous phone call from Fidel before everyone else)...
o        Rock-solid stability – proven to withstand last year’s ice storm and this summer’s hurricane.
53.              Emphasize a level of detail.
o        Covers politics in Illinois from races for school boards and county commissioners to the Congressional, Senatorial and Presidential levels. 
o        Seven magic phrases, word for word, proven to galvanize response.
o        The exact words Amy Halloran uses to persuade clerks to upgrade her 75% of the time – they’ll work for you too!
54.              Single out a benefit.
o        Learn which perfectly legitimate deductions can trigger a bruising IRS audit (this tip alone could save you millions upon millions in the coming years!).
o        Includes step-by-step guidelines for adjusting the thread tension, which is probably the most annoying and most frequent sewing machine glitch you encounter
55.              Describe a turnaround.
o        Transform you from someone who can’t say “no” to a drink to a confident teetotaler.
o        Trade linear growth for geometric strategy and exponential results.
56.              Compare to a familiar image
o        The step-by-step checklist you should use for each mailing to talent agencies (just like a pilot’s pre-takeoff checklist).
o        You know how surgeons on TV scrub and scrub and scrub before an operation?  We teach you how and why to clean yourself and your workspace before you attempt to repair your computer.
57.              Make the reader feel inadequate.
o        Do you turn heads when you enter a room?  Do strange men of all ages rush to open doors for you?  Do you have the magnetism of Marilyn Monroe or Madonna?  You could, after studying our new video.
o        Have you been just “getting by” as a consultant?  Have you overlooked clients who will pay higher fees and renew your contracts again and again?  Do you too often get stuck working for bozos and deadbeats?  Aren’t you sick to death of losing contract bids?!
58.              Add a reminder.
o        Works for any kind of product (remember, though, the FDA deals harshly with unsubstantiated health claims).
o        Shows how to take a perfectly ordinary object available free in your back yard and package it so people will gladly pay for it.  (Remember the Pet Rock?)
59.              Deal with an objection.
o        Don’t like calling strangers on the phone?  No problem!  Use our tested practice method, and even a shaky-voiced wimp can leave a confident message.
o        What, you think you’re too old to learn C++?  Just last month, our training program graduated a 73-year-old gentleman.
60.              Explode a myth.
o        Contrary to what you’ve heard, why “viral marketing” is a waste of energy for 99% of those who attempt it.
o        Why government assurances of radiation levels being “safe” have always been a sham – and the recently declassified document that proves it.
61.              Cozy up to the reader.
o        A program that makes tax preparation a breeze (If you’re like me, you always leave that till the next-to-the-last minute!).
o        How nice people like you and me can learn to say “no” and be believed.
62.              Invite the reader to imagine something.
o        Internal theft is the fastest growing personnel problem for companies with more than 75 employees.  In the very time it’s taken you to read this Web page, chances are that someone within your company has pilfered something!
o        If you have chronic asthma, imagine being able to breathe easily again, even after exercising or during exposure to the smells and substances that you’ve been sensitive to.
63.              Appeal to the reader’s emotions.
o        Write one check for just $12.95 and you’ll never have to agonize about untimely pimples ever again.
o        Wouldn’t it be great to give those jerks running the country’s HMO’s some of their own medicine?  That’s another benefit of your membership.
64.              Get history on your side.
o        Learn to use rhetorical techniques used by Abraham Lincoln, Clarence Darrow, Winston Churchill and Dr. Martin Luther King, Jr. to win over public opinion.
o        Little-known business strategies that worked fabulously for Henry Ford, Bill Gates, Martha Stewart and Oprah Winfrey.
65.              Up the stakes.
o        Learn to use rhetorical techniques used by Abraham Lincoln, Winston Churchill and Alexander the Great to win over public opinion when life and death were at stake.
o        The five little-known business strategies that spell the difference between death and survival for your company.
o        If Bill Clinton had known our Secret Principle Number Six, he could never have been impeached.
66.              Get literature on your side.
o        Forget “outsourcing”!  Forget about overstuffed consulting bills!  We teach you how to get others happily doing your work for no cost at all, just as Tom Sawyer got his friends to eagerly paint the fence for him in Mark Twain’s famous novel.
67.              Mention scarcity.
o        With only 349 unnamed asteroids left, there’s no telling when this gift opportunity will run out.  Don’t run the risk of disappointment!
o        The first twelve registrants also receive a free autographed copy of Tom Clancy’s latest.  That’s right, we have just twelve autographed copies!
68.              Reverse expectations.
o        The low-risk, high-reward tactic that gets people you’ve never done business with begging to become customers.
o        Find out why a majority of advanced Internet-savvy companies actually respond better to a direct-mail piece coming in by snail mail.
69.              Explain why something is valuable.
o        A laminated membership card that identifies you to concierges, maitre d’s and airline clerks as someone deserving VIP treatment.
o        Immediately increases your attractiveness by a factor of three.  Did you know that applicants rated above average in looks get hired and promoted more often than others?
70.              State the danger of delay.
o        Cleans out the toxins that every day are clogging your system more and more, unless you use OxyFlush, starting today.
o        Every day that you put this off means money spent unnecessarily, that you can never get back, so stop that squandering by hiring FSFC today.
71.              Add a chummy exclamation.
o        Find out what colonial settlers knew about tasty turkey preparation.  Gadzooks!  The recipe got lost because a Victorian era librarian disapproved of one key ingredient.
o        Did you know that most health clubs actually plan on members not using them much after the first month?  (Yup.)  Why not give them a run for their money instead?
72.              Flatter the reader.
o        Why your professional instincts may be better than 85% of others in your profession.
o        As you undoubtedly already know, bad service was banished with the takeover by new management last year.
73.              Make it sound painless.
o        How to set up your database even if you hate computers and the very word “database” scares the pants off you.
o        No memorization, no long practice sessions, no coaches or classes, and yet you’ll be able to ace auditions by applying just one simple tip.
74.              Add a prediction.
o        Bulletproof your retirement fund with a guaranteed rate of return that’s likely to beat the market in the depression that’s right around the corner.
o        Why tech stocks are sure to rebound (unlike airplane manufacturing, given September 11, 2001).
75.              Paint a luscious word picture.
o        Every night, eat steaks that are dripping with flavor, fresh from the barbecue pit, while scantily clothed servers offer a feast for the eye.
o        You’ll get your car back showroom-shiny, with that new-car quiet and smooth-as-silk running.
76.              Have fun with words.
o        Use your free Kickstart software to create captivating captions, hypnotic headlines, fabulous flyers and magnificent memos.



A Content Checklist
Creating bullets is not merely a verbal exercise, of course, so it’s important to set up checks and balances to catch instances where you allowed your ideas to go overboard.  
Set your freshly written copy aside for at least a day and then coldly apply these criteria as if someone else had penned your effort.  Remember your overall goal – to persuade and bring about leads, sales, donations, memberships and such, without prompting any sort of backlash.
1.  Have you promised anything you can’t deliver?  
Be mindful that all marketing copy functions as a sort of promise.  Through lack of communication among your team, because of last-minute changes or by making inaccurate assumptions, it’s possible to describe something that is no longer or not usually part of the product.  
Keep in mind that someone may buy because of one or two bullet points that caught their eye.  I once highlighted a couple of points in a seminar description and then asked for (and received) my money back because those items turned out not to be on the agenda after all.  From this point of view, underpromising is best.
2.  Are all the facts in your copy accurate?  
The first draft of this chapter included a made-up example referring to “Rapid City, Iowa.”  When I reread what I’d written, a little voice in the back of my head whispered, “Is it really in Iowa?”  From decades of demanding journalistic work, I’ve learned to be over-cautious about facts and check everything that I could conceivably get wrong.  In this case, I looked it up and learned that Rapid City is not in Iowa but in South Dakota.
Check the spelling of proper names like psychologist Abraham Maslow (not Mazlo), Martha’s Vineyard (not Marthas Vinyard) and Paris’ Champs Elyseés, rather than some fractured version of that famous boulevard.  
If you refer to a warehouse that is five miles from downtown on Route 135, are you certain it’s five miles and not on a side street off of 135?  Think of how silly you’ll look to your target market if you wrote “Sony” when you meant “Nintendo” or vice versa (I saw this happen once), or if you mentioned Nazis in connection with World War I rather than World War II.
3.  Is your copy consistent?  
If at the top of the page you refer to the “three biggest mistakes” used car buyers make and at the bottom of the page promise to explain the “four biggest mistakes” of used car buyers, something jangles in the reader’s head.  (Even worse – and pretty common – is to announce the “three biggest mistakes” and then actually list four!)  
Likewise, you may tell people on page 2 to avoid buying Camaros, the greatest losers in resale value, and on page 3 ascribe that status to Volkswagens.  You lose credibility when you say things that don’t line up with one another.
4.  Have you repeated yourself?  
The longer your marketing piece, the greater the odds that unintentionally, you’ve made the same point twice.  Sometimes repetition drives home a point.  But other times it merely makes you look careless.  For instance, while compiling my list of ways to add oomph with bullets, I was continually checking to make sure I didn’t list the same idea twice, worded slightly differently.  Look for inadvertent repetition and strike it out.



Your All-Important Tone
Several times I’ve seen experienced marketers debate whether bullet-filled copy really works and holds lessons for traditional companies that tend to produce boring, low-key sales pieces.  The consensus is that using bullets works, even for audiences that appear to be accustomed to marketing pitches without them – so long as the tone doesn’t totally defy readers’ expectations.  
Marketers who tried these techniques and were afraid that they had “hyped” their product or service offensively discovered that sales increased without any apparent backlash.  What they feared was over-the-top copy on the contrary whetted appetites and helped close the sale.  
Even so, it’s vital to understand how word choice, punctuation and phrasing affect reader perception, so you can maintain control of the impact of your words and consistency with your desired image.  What could work for a car dealership would not be appropriate for a financial services company, and what fits to sell a high-priced fragrance might not suit a promotion of mobile homes.
Before getting to specific elements that influence readers’ perceptions, let me present a range of similar bullet points, showing how you can modify them for different audiences and to be consistent with different business images.  I think of this in terms of personalities.  See if you too can conjure up very different types of people or institutions for these statements.
1.              The most overlooked and easily remedied reason why inventory doesn’t move off your lot.
2.              Did you realize that the biggest reason your cars don’t sell is also the easiest thing to fix in your used-car business?  So are you going to do something about it – now?  
3.              As one of our cherished franchisees, you’ll appreciate learning how to quicken desire for your slow-moving inventory.
4.              You’ll have the marvelous good fortune to learn how to eliminate the most dastardly enemy of cash flow.  Shhh, though... we’ll swear you to secrecy about it!
5.              Nearly 57% of the business owners tutored by the WTNSBDC improve their stock turnover by at least 50%, with one change that takes less than 2 weeks to implement.
6.              Squash your competition like a bug after learning – and fixing – the biggest profit killer of them all.
Bullet #1 conveys a solid, no-nonsense, business-like image.  This would work well for a business consultant trying to help business owners increase their profitability.
Bullet #2 conjures up a bullying speaker who’s doing the equivalent of poking the reader in the chest, taunting him to action.  It’s an intimate, informal, challenging approach that would fit a pitch to enroll in a “Car Dealer Boot Camp Seminar.”
Bullet #3 has a much more feminine flavor, and comes across as soft and warm, while still in the realm of business.  It makes me imagine an audience of home-based cosmetics dealers who are ambitious about making money while raising a family.
Bullet #4 evokes someone fond of air kisses and endearments, like an antiques dealer or a swishy bar hostess.  It could sell a seminar at a cushy resort in Georgia or South Carolina—certainly not in New Hampshire!
Bullet #5, with its abundance of numbers, has a governmental air and fits a federally funded program that keeps one eye on political realities and the other on the local businesses it serves.
Bullet #6 uses macho metaphors and works better for a predominantly male audience of top-gun executives who work hard, play hard and expect to earn big doing so.  The readers matching this appeal are mighty busy, but could spare an hour for a Web-based seminar on this theme.
As you do your best to craft bullet points that fit the impression you hope to make, consider these ingredients, which have a definite impact on how the message comes across:
Exclamation points:  A classic sign of hype.  If you’re going after a dignified image, forget the exclamation marks.   If you want a hurried, breathless and excited effect, use lots of them.
Parenthetical comments:  Evoke informality, folksiness.
Ellipses (...) and dashes:  Ditto.
Numbers:  When sprinkled densely into text, numbers add coolness, precision and authority.
Longer words:  Using, for instance, “construct” rather than “build,” “purchase” rather than “buy,” “monetize” rather than “cash in” promotes distance and thoughtfulness, instead of urgency and a need for immediate action.
Slang:  Effect depends on where the slang term comes from.   “Dude,” of course, sounds young and urban while “gosh-darned” sounds elderly and rural.
Short sentences:  A younger, less refined effect than longer sentences.
Questions:  Produce greater reader involvement than statements, so they promote a feeling of accessibility, unless the questions are hostile or confrontational.
Sentence fragments:  Convey energy. Driving force.  Resolution and determination.
Quotation marks:  Low-class when overused.
Capitalized words or sentences:  Like shouting.
Made-up hyphenated expressions:  Smart-alecky.
Repetition of key words:  Smooth, soothing impression.
Emphasis through italics or bold:  In-your-face salesmanship.
 



Formatting Options
You can use many other symbols besides the traditional blackened circle to signal the start of each item.  Arrows and checkboxes are popular alternatives, and if cuteness is part of your image, you can use a thematic graphic, like a tee for golf-related material or a clown face for a birthday party business.  To see the options built into Microsoft Word, look under “Bullets” on the “Format” menu, then click “Customize” and look especially at the Wingding fonts.
In addition, sometimes with a bulleted list you can start the items with numbers instead of with a symbol.  This works especially well where you want to emphasize how many points you’re making, either because there are a great number of them or because you’ve emphasized the number of items in the text just preceding the list.  It helps keep the reader moving along when each item in the list consists of several sentences rather than just a brief phrase.  
Numbers also work better with multi-paragraph bullet points.  And when I have several groups of bullets within a page or two, I will sometimes alternate bullet symbols and numbers for the sake of variety and to keep the lists distinct from one another.  For the same purpose, you can sometimes do away with an initial symbol altogether.
For long lists of bullets, you can also break up the monotony by alternating items in bold face and in regular type.  I don’t recommend italics for bullets, either online or on paper, because italics are not anywhere as readable as regular or bold.
Remember that while your word processing or web layout program may automatically position and space the bullets in a certain fashion, you can usually override those defaults, adding more space between bullets or indenting them less or more.  A good rule of thumb is that with longer bullet points –three lines or longer – you may be better off with double rather than single spacing between bullets.
Probably the most creative, advanced effects come with providing headings and subheads for bulleted lists.  See below for a multi-leveled illustration of this technique, showing some formatting possibilities for an imaginary product. My apologies if some of the intended formatting doesn’t come across correctly in your ebook.
+++
Why buy ours?
Forgetting for the moment that we invented the watsoo in 1951 and originated every major innovation in watsoo development since that time, you get numerous advantages buying from us.
         Efficiency Advantages of the True Watsoo
o        Saves time – less training required to use.

o        Saves money – costs less than competing products.

o        Saves resources – uses less water and fertilizer.

o        Prevents mistakes – patented Sir Sequencer included.

         Comfort Advantages of the True Watsoo
o        Smooth.  Specially milled so that it doesn’t catch.

o        Soft.  Silky to the touch – even if your hands are calloused and rough.  

o        Supple.  Bends easily in any direction without requiring above-average strength or dexterity.  An eight-year-old child can use it!

         And Our Three-Pronged Guarantee:
1.        Quality:  We replace it if it rots.

2.       Dependability:  We fix it if it breaks.

3.       Service:  We refund your money if you’re not satisfied with our responsiveness.

Service Story #1:  True Watsoo Saves the Kingdom!
Click here to read about the King of Morocco’s experience. 
Service Story #2:  True Watsoo Trounces the Upstart!
Click here to learn how Watsoo slaughtered Microsoo.
Still not convinced?
√ DOESN’T require routine maintenance.
√ DOESN’T crack and crinkle over time.
Buy your own True Watsoo now! 
+ + +



About the Author
Marcia Yudkin has been a professional magician with words since 1980, when a short query letter to the New York Times resulted in her first published article.
During the next two decades, Marcia enjoyed publication in top magazines, such as Psychology Today, Ms., New Age, TWA Ambassador, Cosmopolitan, Business 2.0 and the New York Times Magazine, along with appearances on National Public Radio. She also pursued homegrown entrepreneurial ventures, such as producing her own audiotapes, running public seminars and creating booklets and self-study courses.  When readers and acquaintances began asking for help with marketing, she added consulting and copywriting to her repertoire of services.  
Since 1990, Marcia has helped dozens of solo practitioners, small businesses and medium-sized companies and professional firms worldwide to craft words that attract clients and customers.  She has also trained dozens of successful copywriters and marketing consultants.
Her 16 books include Web Site Marketing Makeover (Top Floor Publishing); 6 Steps to Free Publicity (Plume/Penguin, then Career Press); Persuading on Paper (Plume/Penguin, then Infinity Publishing) and Meatier Marketing Copy (Creative Ways Publishing).  
Every Wednesday Marcia publishes The Marketing Minute, a free email newsletter.  You can subscribe at http://www.yudkin.com/markmin.htm.
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For Further Study
Eager to learn more?  Marcia Yudkin offers three copywriting training options.
Marketing Protégé Program.  If you already have good writing skills and an avid interest in marketing, this ten-week, one-on-one program trains you in the skills need to be a successful copywriter/marketing consultant, working to improve organizations’ and individuals’ marketing communications.  Tuition is $2,500.  Details at http://www.yudkin.com/become.htm.
Web Site Marketing Makeover Course.  Know how to diagnose and repair clients’ web site blunders and rewrite them for greater involvement and response.  This $1,297 course includes personal feedback from Marcia on two of eight self-study assignments.  Details at http://www.yudkin.com/becomeweb.htm.
Copywriting Home-Study Course.  A scaled-down, on-your-own version of the Marketing Protégé
training program, this offers eight hours of audio lessons, six homework assignments, with answers from Marcia and students, teaching you the fundamental principles of writing copy that’s credible and captivating. Just $497.  Details at http://www.yudkin.com/copycourse.htm.
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