
  

 

Dedicated to helping floor dealers turn their 
moldy ads into marketing gold!  

By Jim Armstrong 
Torqued off about the tons of money being  

Flushed down the toilet on crappy ads! 
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Important Notices 
 

© 2009, Jim Armstrong 

 

ALL RIGHTS RESERVED.  No portions of this book may be copied or transmitted by any means, 

either electronic or mechanical, without express written permission of the author and publisher. 

 

Published by: 
Jim Armstrong Marketing Systems 

236 South 3rd St. Suite 309 

Montrose, CO 81401 

 

Ph: (530) 790-6720 

 

 

LEGAL DISCLAIMER: All attempts have been made to verify the information in this book.  How-

ever, neither the author nor the publisher assumes any responsibility for inaccuracies, errors, or omis-

sions.  The information contained in this book has been developed using information from experi-

ence, publications, research, seminars, etc.  This information was regarded to be generally reliable at 

the time of publication, but results concerning any given individual cannot be guaranteed. The author 

and publisher are not responsible for any loss, injury, or risk, personal or otherwise, incurred by use 

of any information in this book.  Any slights of people or organizations is purely coincidental and un-

intentional.  This book is sold with the understanding that the author and publisher are not rendering 

legal or accounting recommendations or advice.  If recommendations or advice are needed for legal, 

accounting, or related matters, the services of a qualified professional should be sought.  Some of the 

recommendations in this book may have inadvertently introduced practices, which are deemed unlaw-

ful in certain states or municipalities.  It is up to you to be aware of the various business laws govern-

ing your state, county or municipality.  References to persons or businesses, living or dead, existing 

or defunct, is purely coincidental. 

 

 

PRINTED IN THE UNITED STATES OF AMERICA 
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Oy Vey. 

The “Coach” searches in vain for good direct-response ads 

to share with Inner Circle Club members. 

It’s a thankless job. 
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Part I—Gold 
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Marketing Triangle 

 

 

 

 

 

 

 

 

 
Message—what you’re saying 

 
Market—who you’re saying it to 

 
Media—how the message is delivered 

 
 

The most important one to get right is MARKET.   

 
 The greatest message in the world, sent to the wrong market will fail.  (Trying 

to sell Harley Davidson accessories to people who don’t own motorcycles.) 

 Even a mediocre message will work if delivered to the right audience.    
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Jim’s Quick Checklist Of Direct-Response Marketing Elements 
 
There are other elements, but these are the most popular: 
 
1. Headline—attention-grabbing, benefit-laden headline.  (Tip: business names are rarely a 

benefit, therefore they almost always make lousy headlines.  Same Day Flowers is an 
example of a business name that conveys a benefit.) 

2. Sub-heads—creates a double-readership path.  Some people are readers, some are 
skimmers.  Sub-heads give skimmers all the key benefits.   

3. Why should your prospect believe you—anything to build credibility.  Experience, cer-
tifications, etc.  Explain WHY certifications, experience, etc. are of benefit.  

4. Big promise— “Your friends will be dazzled by your  luxurious Karastan area rug, dis-
played over your brand new hard-wood floors!”     “Once they see your new floors, your 
friends will think you remodeled your entire home!” 

5. Testimonials—What others say about you is 100 times more powerful than what you 
say about yourself.   

6. Who You Are—The copy should be very personal.  They should see that you are a real, 
live, flesh-and-blood human being.   

7. Drama—Show before and after photos of your work.  Photos of happy clients. 
8. Guarantees—Use big, bold guarantees to separate you from everyone else, and re-

move any “risk” the prospects may perceive. “You’ll love your new floors, or I’ll replace 
them FREE!”   

9. Offer— “Visit our showroom” is not an offer.  “Call or visit now to get every 4th room 
free” is an offer.  Tell them exactly what to do and exactly what they’ll get for doing it.  

10. Deadline/call to action—”You must call or visit by Friday, June 22nd to get the special.”  
Be very specific with your deadline.  Usually if there is no deadline, your offer is not com-
plete.   

11. P.S.—restates the offer, deadline, one or two key benefits, or a point that needs empha-
sisi.   

12. Alternate response mechanism—Include your main phone number and address, but 
also include your website (if it’s a direct response site), and free recorded message, or 
an offer for a Consumer’s Guide To Floor Covering.  “WARNING: don’t call or visit any 
floor dealer until you hear this 24-hour FREE consumer awareness message.”   

 
Not every ad will have room for every element.  I consider the top three elements to be: 1) 
Headline, 2) Testimonials, 3) Offer.   
 
I’ll add other elements as space permits and as the situation warrants.  The nice thing about 
marketing letters, and one reason I use that format so much, is because you are not limited 
in what you say by space.  In display-type ads, postcards, etc., you are limited.   This does 
not make them bad medias, but it does mean you have to give careful thought as to which 
elements to include.  A small display ad will sometimes take as long to create as a multi-
page letter because I have to be a lot more choosy about what I include in the space ad.  
With a letter, I can throw in everything PLUS the kitchen sink! 
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More ad writing tips… 
 
Get the headline right—I usually sit in a quiet place (sometimes at Carl’s Jr...my office away from 
the office!) and force myself to write 25-50 headlines.  Open your mind up and think of every possi-
ble benefit, or compelling idea, no matter how trivial or silly it seems at the time.   The headline is the 
ad for the ad.   
 
 David Ogilvy, one of the brightest marketing mind ever says:  
“On the average, 5 times as many people read the headlines as read the body copy.  If follows that 
unless your headline sells your product, you have wasted 90% of your money.” 
 
 Victor Schwab, author of How To Write A Good Advertisement says:  
“Some of the most tremendous flops among advertisements contain body matter filled with convinc-
ing copy.  But it just wasn’t capsuled into a good headline.  And so the excellent copy didn’t even get 
a reading.” 
 
 Ted Nicholas, master of direct response marketing says:  
“...I spend hours on headlines—days if necessary.  And when I get a good headline, I know that my 
task is nearly finished.  Writing the copy can usually be done in a short time, if necessary.  And that 
advertisement will be a good one—that is, if the headline is really a ‘stopper.’”   
 
Prioritize the benefits—the strongest benefit first.  In fact, the strongest benefit often becomes my 
headline.  The runner-ups become my sub-heads.   
 
Powerful words to use in headlines—FREE, You, Yours, You Get, Amazing, Proven, Powerful, 
How To, Bonus, Money, Results, Discover, Health, Proven, Easy, New, Love, Safety, Save, Secret.    
 
Use sub-heads—creates a double readership path.   Some people will read every single word, oth-
ers will skim.  The sub-head creates a readership path for the skimmers.  I’ve written out sub-heads 
on 3x5 cards, spread them out on a table, then arranged them in a logical, story-telling sequence.  
This creates the outline for my entire ad or letter.  
 
P.S.—Some people (especially skimmers) jump right to the end.  They want the bottom line, and 
they want it now.  Re-state the offer, deadline, and one or two compelling benefits.   
 
Deliver on the ad’s promise—The headline should connect immediately with the copy in the letter.  
If the headline creates anxiety, your first paragraph should address/exacerbate the anxiety.   
 
Turn features into benefits—”Certified Installers” is a feature.  Explain exactly how and why the 
client will benefit from “Certified Installers.”   
 
Never forget everyone’s favorite radio station is W.I.I.F.M.—What’s In it For Me? 
 
Always remember that there are only three things people care about: benefits, benefits, bene-
fits.   

 
Ask for the sale—Close the darn sale!  After all, that’s why you’re investing the money in marketing!   
 
Don’t forget the ultimate reason for the ad—The ultimate reason is not to be cute, funny, get your 
name out there, promote your logo, or stroke your ego.  The ultimate purpose is to get the person to 
call or visit your store!   A close second reason is to set up the client for the sale.   
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Ad Formulas 
 

A.I.D.A. 
Attention—get your prospects attention with a compelling, benefit-laden 

headline. 

Interest—capture and hold their interest using a “Big Promise,” personal 

copy, testimonials, benefits. 

Desire—create desire for your product. 

Action—give them an offer and a call to action 

 

P.A.S. 
Problem—State a problem or fear  

Agitate—Rub salt in the wound.   

Solve—Give them the solution...you!   

 

A twist on this is… 

 

Problem 

Agitate 

Invalidate (all other solutions besides the one you are offering) 

Solve 
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 Dear Friend and Client, 

 

 Ape bear catamount dogfish elephant giant sloth horse, idiot jaguar kettle corn.  Lipstick mon-

eywise nanny operating room; persimmon queen bee resuscitation sandy test.  Ultra-violet verisi-

militude wacky xylophone Zenawarriorprincess.   
 

Compelling Sub-Head 

 
 Ape bear catamount dogfish elephant giant sloth horse, idiot jaguar kettle corn.   

  

 Lipstick moneywise nanny operating room; persimmon queen bee resuscitation sandy test.  

Ultra-violet verisimilitude wacky xylophone Zenawarriorprincess.  Ape bear catamount dogfish ele-

phant giant sloth horse, idiot jaguar kettle corn.  Lipstick moneywise nanny operating room; persim-

mon queen bee resuscitation sandy test.  Ultra-violet verisimilitude wacky xylophone Zenawarrior-

princess.   

 

Sub-Head That’s Compelling...Very Compelling! 
 

 Ape bear catamount dogfish elephant giant sloth horse, idiot jaguar kettle corn.   

  

 Lipstick moneywise nanny operating room; persimmon queen bee resuscitation sandy test.  

Ultra-violet verisimilitude wacky xylophone Zenawarriorprincess. Lipstick moneywise nanny operat-

ing room; persimmon QUEEN bee resuscitation sandy test.  Ultra-violet verisimilitude wacky xylo-

phone Zenawarriorprincess.  Ape bear catamount dogfish elephant giant sloth horse, idiot jaguar ket-

tle corn.   

 

***Compelling Sub-Head*** 
 

 Ape bear catamount dogfish elephant giant sloth horse, idiot jaguar kettle corn.   

  

 Lipstick moneywise nanny operating room; persimmon queen bee resuscitation sandy test.  

Ultra-violet verisimilitude wacky xylophone Zenawarriorprincess.  Ape bear catamount dogfish ele-

phant giant sloth horse, idiot jaguar kettle corn.  Lipstick moneywise nanny operating room; persim-

Sales letter template 

Photo “Attention-Grabbing 

Compelling Headline!” 
 

Attention-Grabbing 

Sub-Headline! 

Ipso Nutso Cutso Futso! 
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mon queen bee resuscitation sandy test.  Ultra-violet verisimilitude wacky xylophone Zenawarri-

orprincess.   

    

Compelling!  Compelling Sub-Head! 
 

 Ape bear catamount dogfish elephant giant sloth horse, idiot jaguar kettle corn.  Lipstick 

moneywise nanny operating room; persimmon queen bee resuscitation sandy test.  Ultra-violet 

verisimilitude wacky xylophone Zenawarriorprincess.   

 

 Ape bear catamount dogfish elephant giant sloth horse, idiot jaguar kettle corn!  
  

 Lipstick moneywise nanny operating room; persimmon queen bee resuscitation sandy 

test.  Ultra-violet verisimilitude wacky xylophone Zenawarriorprincess.  Ape bear catamount 

dogfish elephant giant sloth horse, idiot jaguar kettle corn.  Lipstick moneywise nanny operating 

room; persimmon queen bee resuscitation sandy test.  Ultra-violet verisimilitude wacky xylo-

phone Zenawarriorprincess.   

 

Big, Bold Compelling Offer!  Offer Offer! 
 

 Ape bear catamount dogfish  deadline deadline elephant giant sloth horse, idiot jaguar 

kettle corn!!!  

  

  

Call To Action—Lipstick moneywise nanny operating room; persimmon queen bee resuscita-

tion sandy test.  Ultra-violet verisimilitude wacky xylophone Zenawarriorprincess.   

  

 Lipstick moneywise nanny operating room; persimmon queen bee resuscitation sandy 

test.  Ultra-violet verisimilitude wacky xylophone Zenawarriorprincess.  Ape bear catamount 

dogfish elephant giant sloth horse, idiot jaguar kettle corn.  Lipstick moneywise nanny operating 

room; persimmon queen bee resuscitation sandy test.  Ultra-violet verisimilitude wacky xylo-

phone Zenawarriorprincess.   

 

 Sincerely, 

  

 

  

 

 Jim Armstrong 

 Owner, Jimbo’s Floors 

 Yuba City’s Flooring Guru 

 P.S.  Re-state one of the major benefits.  Benefits benefits benefits benefits benefits 

beneficiary benefits!    

 P.P.S.  Re-state the offer!   And the deadline!  Offer offer offer offer offer offer offer 

offer offer offer offer offer offer offer.   

 P.P.P.S.  Wacky xylophone Zenawarriorprincess.  Ape bear catamount dogfish ele-

phant giant sloth horse, idiot jaguar kettle corn.  Lipstick moneywise nanny operating 

room; persimmon queen bee resuscitation sandy test.  Ultra-violet verisimilitude wacky 

xylophone Zenawarriorprincess.   
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Ad Templates 

Compelling/Benefit-Laden Headline 
Another benefit of doing business with you 

Or, why they should want to read further 
 

    ●  Benefit 1 
    ●  Benefit 2 
    ●  Benefit 3 
    ●  Benefit 4 
 

  

Photo of client with 

testimonial 

Big, Bold Guarantee 

Offer with deadline/call to action 

 

Big, Bold Headline 

With Offer 
 Ape bear catamount dogfish elephant giant 

sloth horse, idiot jaguar kettle corn.  Lipstick 

moneywise nanny operating room; persimmon 

queen bee resuscitation sandy test.  Ultra-

violet verisimilitude wacky xylophone 

Zenawarriorprincess.   

 

Sub-Head Sub-Head 

Compelling Compelling! 
 

 Lipstick moneywise nanny operating room; 

persimmon queen bee resuscitation sandy test.  

Ultra-violet verisimilitude wacky xylophone 

Zenawarriorprincess.  Ape bear catamount 

dogfish elephant giant sloth horse, idiot jaguar 

kettle corn.  Lipstick moneywise nanny oper-

ating room; persimmon queen bee resuscita-

tion sandy test.  Ultra-violet verisimilitude 

wacky xylophone Zenawarriorprincess.   

 Ape bear catamount dogfish elephant 

giant sloth horse, idiot jaguar kettle corn.   
 Lipstick moneywise nanny operating room; 

persimmon queen bee resuscitation sandy test.  

Ultra-violet verisimilitude wacky xylophone 

Zenawarriorprincess.   

 Lipstick moneywise nanny operating room; 

persimmon queen bee resuscitation sandy test.  

Ultra-violet verisimilitude wacky xylophone 

Zenawarriorprincess.  Ape bear catamount 

dogfish elephant giant sloth horse, idiot jaguar 

kettle corn.   

 Lipstick moneywise nanny operating room; 

persimmon queen bee resuscitation sandy test.  

Ultra-violet verisimilitude wacky xylophone 

Zenawarriorprincess.   

 

Call to action/offer/deadline—Ape 

bear catamount dogfish elephant giant sloth 

horse, idiot jaguar kettle corn.   

  

What others have to say… 
“Lipstick moneywise nanny operating 
room; persimmon queen bee resuscitation 
sandy test.  Ultra-violet verisimilitude!” 
 -Zenawarrioprincess, Teacher, Yuba 
City 
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Advertorial template 

YUBA CITY,CA—Ape bear cata-

mount dogfish elephant giant sloth 

horse, idiot jaguar kettle corn.  

Lipstick moneywise nanny operat-

ing room; persimmon queen bee 

resuscitation sandy test.  Ultra-

violet verisimilitude wacky xylo-

phone Zenawarriorprincess.   

  

Compelling Sub Head! 

The Sub-Head... 
  

 Lipstick moneywise nanny oper-

ating room; persimmon queen bee 

resuscitation sandy test.  Ultra-

violet verisimilitude wacky xylo-

phone Zenawarriorprincess.  Ape 

bear catamount dogfish elephant 

giant sloth horse, idiot jaguar kettle 

corn.  Lipstick moneywise nanny 

operating room; persimmon queen 

bee resuscitation sandy test.  Ultra-

violet verisimilitude wacky xylo-

phone Zenawarriorprincess.   

 Ape bear catamount dogfish 

elephant giant sloth horse, idiot 

jaguar kettle corn!   
 Lipstick moneywise nanny oper-

ating room; persimmon queen bee 

resuscitation sandy test.   

 

Sub-Head Sub Head 

Compelling Compelling 
 

 Lipstick moneywise nanny oper-

ating room; persimmon queen bee 

resuscitation sandy test.  Ultra-

violet verisimilitude wacky xylo-

phone Zenawarriorprincess.  Ape 

bear catamount dogfish elephant 

giant sloth horse, idiot jaguar kettle 

corn.  Lipstick moneywise nanny 

operating room; persimmon queen 

bee resuscitation sandy test.  Ultra-

violet verisimilitude wacky xylo-

phone Zenawarriorprincess.   

 Ape bear catamount dogfish ele-

phant giant sloth horse, idiot jaguar 

kettle corn.   

 Lipstick moneywise...nanny 

operating room; persimmon queen 

bee resuscitation sandy test.  Ultra-

violet verisimilitude wacky xylo-

phone Zenawarriorprincess.  Ape 

bear catamount dogfish elephant 

giant sloth horse, idiot jaguar kettle 

corn.  Lipstick moneywise nanny 

operating room; persimmon queen 

bee resuscitation sandy test.  Ultra-

violet verisimilitude wacky xylo-

phone Zenawarriorprincess.   

Ape bear catamount dogfish ele-

phant giant sloth horse, idiot jaguar 

kettle corn.  Lipstick moneywise 

nanny operating room; persimmon 

queen bee resuscitation sandy test.  

Ultra-violet verisimilitude wacky 

xylophone Zenawarriorprincess.   

  

Sub-Head 
Sub-Sub-Sub-Head 

Head-head-head-head-sub! 

  

 Lipstick moneywise nanny oper-

ating room; persimmon queen bee 

resuscitation … 

 

 Ultra-violet verisimilitude wacky 

xylophone  

 Zenawarriorprincess.   

 Ape bear catamount dogfish ele-

phant giant sloth horse, idiot jag-

uar kettle corn.  

 Lipstick moneywise nanny oper-

ating room 

 Persimmon queen bee resuscita-

tion sandy test.   

 Ultra-violet verisimilitude wacky 

xylophone Zenawarriorprincess. 

  Persimmon Persimmon! 

  

 Ape bear catamount dogfish ele-

phant giant sloth horse, idiot jaguar 

kettle corn.   

 Lipstick moneywise nanny oper-

ating room; persimmon queen bee 

resuscitation sandy test.  Ultra-

violet verisimilitude wacky xylo-

phone Zenawarriorprincess.   

 Lipstick moneywise nanny oper-

ating room; persimmon queen bee 

resuscitation sandy test.  Ultra-

violet verisimilitude wacky xylo-

phone Zenawarriorprincess.  Ape 

bear catamount dogfish elephant 

giant sloth horse, idiot jaguar kettle 

corn.  Lipstick moneywise nanny 

operating room; persimmon queen 

bee resuscitation sandy test.  Ultra-

violet verisimilitude wacky xylo-

phone Zenawarriorprincess.   

  

Farcus Marcus Larkus! 
 

 Lipstick moneywise nanny oper-

ating room; persimmon queen bee 

resuscitation sandy test.  Ultra-

violet verisimilitude wacky xylo-

phone Zenawarriorprincess.  Ape 

bear catamount dogfish elephant 

giant sloth horse, idiot jaguar kettle 

corn.  Lipstick moneywise nanny 

operating room; persimmon queen 

bee resuscitation sandy test.  Ultra-

violet verisimilitude wacky xylo-

phone Zenawarriorprincess.   
Ape bear catamount dogfish elephant 

giant sloth horse, idiot jaguar kettle 

corn.  Lipstick moneywise nanny op-

erating room; persimmon queen bee 

resuscitation sandy test.  Ultra-violet 

verisimilitude wacky xylophone 

Zenawarriorprincess.   

 Ape bear catamount dogfish ele-

phant giant sloth horse, idiot jaguar 

kettle corn. test.   Ape bear catamount 

dogfish elephant giant sloth horse, 

idiot jaguar kettle corn. test!  

To get your FREE report, The Con-

sumer’s Guide To Floor Covering, 

call this 24-hour FREE recorded mes-

sage.  1-800-123-4567 x 1234 

 

Or visit www.JimbosFloors.com to 

download the e-book version.   

Farcus marcus barkus larkus carcus sharkus warkus parkus darkus xarkus! 
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Advertorial template 

YUBA CITY,CA—Ape 

bear catamount dogfish ele-

phant giant sloth horse, idiot 

jaguar kettle corn.  Lipstick 

moneywise nanny operating 

room; persimmon queen bee 

resuscitation sandy test.  Ul-

tra-violet verisimilitude 

wacky xylophone Zenawar-

riorprincess.   

  

Compelling Sub Head! 

The Sub-Head... 
  

 Lipstick moneywise nanny 

operating room; persimmon 

queen bee resuscitation 

sandy test.  Ultra-violet veri-

similitude wacky xylophone 

Zenawarriorprincess.  Ape 

bear catamount dogfish ele-

phant giant sloth horse, idiot 

jaguar kettle corn.  Lipstick mon-

eywise nanny operating room; per-

simmon queen bee resuscitation 

sandy test.  Ultra-violet verisimili-

tude wacky xylophone Zenawarri-

orprincess.   

 Ape bear catamount dogfish 

elephant giant sloth horse, idiot 

jaguar kettle corn!   
 Lipstick moneywise nanny oper-

ating room; persimmon queen bee 

resuscitation sandy test.   

 

Sub-Head Sub Head 

Compelling Compelling 
 

 Lipstick moneywise nanny oper-

ating room; persimmon queen bee 

resuscitation sandy test.  Ultra-

violet verisimilitude wacky xylo-

phone Zenawarriorprincess.  Ape 

bear catamount dogfish elephant 

giant sloth horse, idiot jaguar kettle 

corn.  Lipstick moneywise nanny 

operating room; persimmon queen 

bee resuscitation sandy test.   

 Sub-Head 
Sub-Sub-Sub-Head 

Head-head-head-head-sub! 

  

 Lipstick moneywise nanny oper-

ating room; persimmon queen bee 

resuscitation … 

 Ultra-violet verisimilitude wacky 

xylophone  

 Zenawarriorprincess.   

 Ape bear catamount dogfish ele-

phant giant sloth horse, idiot jag-

uar kettle corn.  

 Lipstick moneywise nanny oper-

ating room 

 Persimmon queen bee resuscita-

tion sandy test.   

 Ultra-violet verisimilitude wacky 

xylophone Zenawarriorprincess. 

  Persimmon Persimmon! 

Lipstick moneywise...nanny oper-

ating room; persimmon 

queen bee resuscitation 

sandy test.  Ultra-violet 

verisimilitude wacky xylo-

phone Zenawarriorprincess.  

Ape bear catamount dogfish 

elephant giant sloth horse, 

idiot jaguar kettle corn.  

Lipstick moneywise nanny 

operating room; persimmon 

queen bee resuscitation 

sandy test.  Ultra-violet 

verisimilitude wacky xylo-

phone Zenawarriorprincess.   

      Ape bear catamount dog-

fish elephant giant sloth 

horse, idiot jaguar kettle 

corn.  Lipstick moneywise 

nanny operating room; per-

simmon queen bee resusci-

tation sandy test.  Ultra-

violet verisimilitude wacky 

xylophone Zenawarriorprin-

cess.   

 

Ape bear catamount dogfish ele-

phant giant sloth horse, idiot jaguar 

kettle corn.   Lipstick money-

wise nanny operating room; per-

simmon queen bee resuscitation 

sandy test.  Ultra-violet verisimili-

tude wacky xylophone Zenawarri-

orprincess.  violet verisimilitude 

wacky xylophone Zenawarrior-

princess.   

  

Ultra-violet verisimilitude wacky 

xylophone Zenawarriorprin-

cess— Ape bear catamount dog-

fish elephant giant sloth horse, id-

iot jaguar kettle corn.   
    

To get your FREE report, The Con-

sumer’s Guide To Floor Covering, 

call this 24-hour FREE recorded mes-

sage.  1-800-123-4567 x 1234 

 

Or visit www.JimbosFloors.com to 

download the e-book version.   

 

 

 Client photo w/testimonial 

 Before and after photo 

 

Ratchety fatchety catchety  

latchety catch! 
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Analyze the ad on the following page.  List the direct-response marketing elements.   

List ways you could improve it.  Compare your analysis with mine on the page after the ad.   

 

 

Analysis 

1. 

 

 

2. 

 

 

3. 

 

 

4. 

 

 

5.   

 

 

6.  

 

 

7. 

 

 

8.  

 

 

10.  

 

Notes:  
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This is a one-step or direct-sale ad.  (As opposed to a two-step or lead generation ad.) The ad lists the 

product being sold and the price and leads people to buy right then.  One step.   

 

This is a great ad for studying long-form display ads.  This could work as a mailer, tear sheet, free-

standing insert (flier inserted into newspaper or newsletter), newspaper ad, etc.  

 

 

1. Compelling headline with benefits. 

2. Makes a big promise: “You don’t need the sun…”   

3. Benefit-laden copy that tells a story.  Does not “sound” like an advertisement.  Cites scientific 

studies. 

4. Compelling sub-heads.  Creates an effective double-readership path. 

5. Photo of the product; ties in with the benefits.  Bullets of benefits right on the photo.   

6. Testimonials. 

7. Text box citing more benefits.  “Save almost $61…” is more believable than $60 or $65.   

8. Guarantee—90 day.  Could have been stated more boldly.  It was buried in the copy. 

9. Offer with implied deadline (call now).  Upsell included in the offer.  (Order two, shipping is 

free.) 

10. Two response mechanisms: phone and web.    

 

 

 

 

Analyze the ad on the following page.  List the direct-response marketing elements.   

List ways you could improve it.  Compare your analysis with mine on the page after the ad.   

 

1. 

 

 

2. 

 

 

3. 

 

 

4. 

 

 

5.   

 

 

6.  

 

 

7. 

 

 

8.  

 

 

10.  

 

Notes:  
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Listen first hand to what real 

clients are actually saying 

 

These are not paid actors, just 

real, live neighborly folks who 

want to tell you about the   

experience they’ve had with 

Jimbo’s Floors. 

 

24-Hour Free  

Recorded Message 

1-800-123-4567 ext. 101 

 

 

If you simply want  

“cheap price” quotes, please 

call someone else.   

Every product I sell comes with 

my “No Regrets Guarantee”:  

You will absolutely love your 

new floors or I’ll replace them 

free in the first 30 days.   

 

X____(signature)___________ 

Jim Armstrong, Yuba City’s Flooring Guru 

“Jim, I would like you to know that I am very pleased with our new carpet, it looks 

wonderful. Your installers did a great job, they were very courteous, worked together 

and got the job done quickly. I will refer you to my friends and family. Thanks.” 

Karen Ashbury, Yuba City, CA 

 

“Jim, we would like to let you know how pleased we are with our new kitchen and 

living room flooring, it looks very nice. Your showroom was great & we enjoyed do-

ing business with you. Your installers were very efficient and friendly, and cleaned 

everything up when they were finished. Also want to thank you for the flowers we 

received for doing business with you, they are absolutely beautiful. Thanks again”. 

Mr. and Mrs. Hollis, Marysville, CA 

 

“Jim, I purchased my carpet 4 years ago from your store, I had it cleaned by your 

cleaners just the other day and he did an excellent job. My carpet looks as if it is brand 

new. Sergio did a very thorough job and will recommend you to everyone”. 

Ruth Leighton, Yuba City, CA 

 

●Carpet  ●Tile  ●Laminate  

● Vinyl ●Hardwood   ●Area rugs  

●Carpet cleaning  ●Vacuums 
And much more! 

479 Jones Rd. 
Yuba City, CA 95993 
530-790-3338 
Www.JimbosFloors.com 
 

“How To Choose A 
Flooring Store” 

By Jim Armstrong, Yuba City’s Flooring Guru 
 

Don’t Call Or Visit Any Flooring Dealer Until You Hear 
This FREE Recorded Consumer Awareness Message! 

You will learn:  
4 predatory sales tactics 

7 costly misconceptions about flooring 
5 questions to ask a dealer before buying 

 

24-Hour FREE Recorded Message 

1-800-123-4567 ext. 379 

 

A Design Audit is much more than just a 

free quote...it’s a diagnostic tool that allows 

my expert floor consultants help you choose the 

right floor for your decorating taste and life-

style.  They’ll walk you through a series of 

questions that will help narrow down the thou-

sands of options to the two or three that exactly 

match your unique situation.  They’ll also give 

you a written, customized “maintenance” plan 

with their professional recommendations for 

getting the longest life and beauty out of your 

floor.  
What to do right now—call Jimbo’s 

Floors at 530-790-3338 and say, “I Want My 

Free Design Audit!”   
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This ad is designed primarily for Yellow Pages, which is why there is no offer tied to a deadline.  

(This doesn’t mean you can’t have an offer in a YP ad, just consider carefully what you are going to 

offer.  You could put an offer for a “hard copy” of the Consumer’s Guide without a deadline.  I’ve 

seen restaurants insert offers for a free dessert if the ad is mentioned when ordering, etc.)   

 

This ad could easily be tweaked for newspaper, magazines, target farming, fliers, website, etc.  It’s 

multi-purpose. 

 

This could work as a full- page ad.   But it’s broken into 3 different boxes, each of which looks like a 

separate ad.  The “How To Choose A Flooring Store” box can be used as a stand-alone ad if you 

don’t want to go full page. 

 

1. Headline: A powerful benefit (USP).  Makes a big, bold promise.   

2. Compelling sub-heads. 

3. Secondary response mechanisms.  Eavesdrop line: this creates curiosity, provides a secondary re-

sponse mechanism, and provides testimonials.  Also, by providing a recorded message for pros-

pects to call, you greatly increase the size of the ad because you can have many more testimonials 

on the recording than would fit on this page.  Website.  How to Choose A Flooring Store.  

4. Big, bold guarantee. Yellow pages are notorious “price shopper” magnets.  This segment requests 

that price shoppers NOT call.  Restates the guarantee.  Signature gives credibility.   

5. Testimonials.  What others say about you is 100 times more effective than what you say about 

yourself.) 

6. Logo, store name, contact info: Notice that it’s NOT at the top of the page.  Don’t waste money 

on adding color to your ads.  Test the ad first.  If it produces and you want to try to bump response 

on it, then consider adding color. 

7. How To Choose A Flooring Store: This is your consumer awareness message.  Provides another 

secondary response mechanism.  Increases the size of the ad without increasing the cost, because 

you can fit a lot more information in the recording than you can in the printed ad. 

8. Free Design Audit: More compelling benefits.  Positions you as completely different than your 

competitors.  Let’s them know exactly  “What to do right now.” 

9. Several calls to action.     

10. The “look” of this ad is completely different than other flooring ads.  It’s important to look differ-

ent than other dealers, but especially in the yellow pages.  DON’T BLEND IN.   

 

Several thoughts…. 
 Your ad rep is likely to scream bloody murder when he sees this ad.  “Too much clutter, to many 

words, not enough white space,” blah, blah, blah.  DO NOT listen to him.  Ad reps are NOT mar-

keting experts.  They’re ad salesmen. 

 Yellow pages are growing less and less effective as time goes by.  This is a dynamite direct re-

sponse ad that may very well get lack-luster results simply because yellow pages as an advertising 

medium is not all that great. 

 If you re-design a different sized ad, incorporate as many of the elements discussed as possible.     
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Analyze the ad on the following page.  List the direct-response marketing elements.   

List ways you could improve it.  Compare your analysis with mine on the page after the ad.   

1. 

 

 

2. 

 

 

3. 

 

 

4. 

 

 

5.   

 

 

6.  

 

 

7. 

 

 

8.  

 

 

10.  

 

Notes:  
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1. Headline—this headline does two jobs: not does it boldly state a benefit, it automatically pre-

qualifies prospects.  Only people who are having tax trouble will be drawn to this add.   

2. Sub-head—benefit 

3. Bullets w/benefits.  Makes a big promise.   

4. More prequalification language at the bottom: “If you owe over $15,000…” 

5. Uses the word FREE. 

6. The business name states a benefit.   

 

 

Suggestions 

1. Add a secondary response mechanism.  Website, free-recorded message. 

2. The widget is a free consultation.  Offer a second widget, i.e. a free report with a title such as, “7 

Secrets The IRS Hopes You Never Learn About Tax Settlements.”  The report could be printed, 

Audio CD, DVD or a combination.  This pack should include testimonials and some kind of di-

rect response offer.  This kind of “free report pack” turns a small add into a much larger one.   

 

 

Analyze the ad on the following page.  List the direct-response marketing elements.   

List ways you could improve it.  Compare your analysis with mine on the page after the ad.   

1. 

 

 

2. 

 

 

3. 

 

 

4. 

 

 

5.   

 

 

6.  

 

 

7. 

 

 

8.  

 

 

10.  

 

Notes:  

 

 



22 

 

 



23 

 

Income opportunity ad, written as a two-step/lead-generation ad.  Great lesson in long-form ad writ-

ing.  There are literally dozens of emotional triggers throughout this ad.  I could spend several pages 

analyzing it sentence by sentence.  This is top-notch copywriting and should be studied.    

 

1. Big, bold guarantee in the headline.  Makes a “Big” promise.  Grabs the attention of anyone who 

wants to make money in their spare time, or looking for an at-home business.  (NOTE: this ad was 

in a “Business Opportunities” magazine, so it’s a real good bet that that describes most of their 

readers.)   

2. Very obvious double readership path in the subheads.  

3. Copy—lots of benefits, tells a story, written in the first person, very personable.  Lots of under-

lines and bolds for emphasis in key places.  No wasted space. Every sentence has a purpose.  

TONS of emotional triggers.  Leads the reader down a very logical, step-by-step path to the sale 

(i.e. ordering the free report).  Gives lots of reasons why prospect should believe him.   

4. Drama. 

5. Big promise. 

6. Tells who he his.   

7. Uses FREE in big letters.   

8. Offer for  a free report.  Very low risk for the prospect because they don’t have to talk to a live 

salesperson.   

9. Call to action.  

 

Suggestions 

1. Name and signature at the end with a P.S.   

2. Secondary response mechanism, such as a website where they can order the report.  The landing 

page should have testimonials, audio or video of Isaac Mizrahi speaking, and more sales copy.   

 

However, because this is such a strong ad and obviously written by someone who knows what they 

are doing, it’s quite possible that in previous ads they tested driving people to a website and found 

that forcing them to mail in the coupon actually produced better leads.   
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Analyze the ad on the following page.  List the direct-response marketing elements.   

List ways you could improve it.  Compare your analysis with mine on the page after the ad.   

1. 

 

 

2. 

 

 

3. 

 

 

4. 

 

 

5.   

 

 

6.  

 

 

7. 

 

 

8.  

 

 

10.  

 

Notes:  
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This is an advertorial: an ad disguised as an article.   

 

1. Headline does a great job prequalifying prospects and advertising a benefit.  

2. Makes a “Big” promise.  (Sorry...I couldn’t resist.)    

3. Good, benefit-laden copy.   

4. Strong, no-risk guarantee.   

5. Two response mechanisms: phone and website.   

 

 

Suggestions 

1. If you do an advertorial, it’s important that the font match the publication’s font as closely as pos-

sible.  This one wasn’t even close.   

2. Offer a third response mechanism of a “Free Consumer Awareness Message: 3 things most men 

don’t know and will never find out about erectile dysfunction.”  Or “WARNING: Don’t use any 

erectile dysfunction medication sold over the internet until you hear this FREE consumer aware-

ness message.”   

3. Things to test: Bold sub-heads, state the offer in bold.  This makes it look less like a “real” article, 

but it might bump response.  Offer a printed free report, CD or DVD.   

 

Analyze the ad on the following page.  List the direct-response marketing elements.   

List ways you could improve it.  Compare your analysis with mine on the page after the ad.   

1. 

 

 

2. 

 

 

3. 

 

 

4. 

 

 

5.   

 

 

6.  

 

 

7. 

 

 

8.  

 

 

10.  

 

Notes:  
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Business opportunity ad.  Two-step/lead-generation ad.  Another high-quality piece of copywriting.  

The ad is written to look like a testimonial, but is structured as a direct-response ad.  The guy in the 

photo did not write the ad, but it’s written as though he did.  This is a VERY POWERFUL approach, 

and I’ve had phenomenal results doing this with clients.  The reason it works so well is because it’s 

not the “company” writing the letter, it’s one of their happy clients doing the “writing.”  The way to 

S&D this is to get a client who is thrilled with your service, interview them, write the ad, then get 

their final approval.   

 

1. Huge, bold headline that makes a big promise.   

2. Photo—shows a regular, down-to-earth couple.  Implies that “you don’t have to be special to do 

this.  Anyone can do it.”   

3. Good, benefit-laden subheads.   

4. Copy—personable, written in the 1st person.  Written as a long “testimonial” from a happy Pace 

Products client.  Tells a story.  Reasons why prospects should believe him (“Pace is...used 

by..General Motors, American Airlines…”).  Leads the prospect down a very logical, step-by-step 

path to ordering the free report.   

5. Testimonials—the whole ad is a testimonial. 

6. Drama.   

7. Tells who he is.   

8. Offer—free report. 

9. Call to action.   

10. 3 response mechanisms. Phone, web, email.  Also uses a source code so they know where the ad 

was placed.  (“Ask for operator 8563.”  Another common source technique is to say, “Ask for 

Judy,” and because there is no “Judy” on staff, the service rep is trained to say, “Judy is unavail-

able, but I can help you.”  Judy = Business Opportunities.  Betty = Consumer Reports.  Sally = 

USA Today.) 

 

Suggestions 

1. Needs a salutation and name at the beginning, and a signature and name at the end.  This person’s 

name appears nowhere.  Ad is less believable.  

2. Photo—it’s okay, but the problem is it’s a little too “professional.”  It looks like models posing.  I 

would use a snapshot from a digital cameral.   

3. Needs a P.S.   
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Analyze the ad on the following page.  List the direct-response marketing elements.   

List ways you could improve it.  Compare your analysis with mine on the page after the ad.   

1. 

 

 

2. 

 

 

3. 

 

 

4. 

 

 

5.   

 

 

6.  

 

 

7. 

 

 

8.  

 

 

10.  

 

Notes:  
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ATTENTION Homeowners:   
All flooring stores are NOT The Same 

“The 5 Crazy Things Flooring Dealers Do That Drive Everyone 

Nuts...And How Jimbo’s Floors Stops The Insanity” 

Bait and Switch.  Here’s how it’s done: 

some companies advertise a ridiculously 

low price to get you into the store, but 

when the “salesperson” visits your home 

to measure, the price is suddenly in-

flated. Then the “salesperson” uses high

-pressure tactics to get you to buy at the 

higher price.  Dealers who engage in 

this kind of deceptive practice hire 

“salespeople” who are nothing more 

than con-artists, and who are masters at 

manipulating and pressuring people. 

 

Making false or misleading claims. 

One way this happens is when a 

“salesperson” claims that a carpet is 

“stain proof.”  NONE of the manufac-

turer’s warranties make this claim.  

They all say “stain resistant.”  If you 

ever hear a salesperson call a carpet 

“stain proof,” they either lack training, 

or they are unethical.  Either way, find 

another store. 

 

Using untrained, uncertified in-

stallers.   

● They show up late, or not at all (lack 

of professionalism). 

● They are not trained in good customer 

service.  Many times they are rude or 

simply don’t communicate well with the 

home owner. 

● Since they are underpaid, they have to 

rush through your job and hurry on to 

the next so they can complete as many 

jobs as possible. 

● Damaged floor covering 

● Damage to your home 

 

Not honoring their warranty. 

Unethical, bait-and-switch, “discount” 

dealers might offer a warranty to get you 

to buy, but if a problem comes up they 

simply refuse to honor the warranty that 

you paid for.  And they do this by play-

ing the “delay game” when dealing with 

a problem.  They delay hoping you’ll go 

away!  At Jimbo’s Floors, we offer the 

100% Iron Clad Triple Guarantee:  

1) You’ll love your new floors or we’ll 

replace them free in the first 30 days.   

2) Lifetime installation warranty.   

3) Installer professionalism guarantee.  

And we’ll be happy to provide you with 

testimonials proving that we honor our 

guarantees!   

Get Every 4th Room FREE! 
 Get flooring for any 4 rooms and get 

the smallest free!  Use on as many 
rooms as you like! 

 Pay $0 down, $0 payments and $0 

interest for 12 months! 

Offer Expires 1/31/09 
Call or visit us now! 

479 Jones Rd.,Yuba City ● 530-790-3338 

WARNING: Don’t call or visit any 

floor dealer until you hear this  
FREE 24-Hour 

Consumer Awareness Message 
Learn how to avoid predatory dealers, 
3 costly misconceptions about flooring, 
and 5 questions to ask before buying.  

1-800-123-4567 x 1234 



31 

 

This could be used as a drop card, oversized postcard, display ad, 5-around, target farming, etc. 

 

1. Compelling headline.  Prequalifies prospects. (Homeowners)   

2. Uses the PAS formula.   

3. Copy is benefit-laden, but in the form of PAS.  Language keeps prospects interest.   

4. Sub-heads create double readership path.  Compelling. 

5. Big offer. 

6. Call to action with deadline. 

7. Secondary response mechanism.   

 

 

 

Analyze the ad on the following page.  List the direct-response marketing elements.   

List ways you could improve it.  Compare your analysis with mine on the page after the ad.   

1. 

 

 

2. 

 

 

3. 

 

 

4. 

 

 

5.   

 

 

6.  

 

 

7. 

 

 

8.  

 

 

10.  

 

Notes:  

 

 



32 

 

 

“Your Neighbor Was Thrilled With Our Services… 

What Can I Do To Win Your Business?” 
 

Dear Friend, 

Jim Armstrong, owner of Jimbo’s Floors here.  I am so disappointed that I haven’t heard 

from you!  Two weeks ago I sent you a postcard telling you about the gorgeous new 

floors we installed for your neighbors, Doug & Betty Arrowsmith.  I even gave you a 

special offer because you are neighbors of the Arrowsmiths.  Well, your new neighbors, 

the Lavenan’s just had us install beautiful new laminate, so I’m re-extending the offer.   

 

Get 17% More FREE! 
When you buy any amount of flooring of any kind, I’ll give you 17% more...FREE.  But 

this offer expires on 1/31/09.   

 

The top 6 reasons you’ll want to use Jimbo’s Floors to make your home beautiful 

6.  We have many appointments available for you to choose from 

5.  We keep a portfolio of testimonials from our clients in YOUR community; and we’ll 

be happy to let you read it. 

4.  You are protected by my “Zero Regrets Guarantee.”  You’ll love your new floors or 

I’ll replace them FREE in the first 30 days! 

3.  We’ll come to your home and give you a FREE Design Audit™ to help narrow the 

thousands of flooring choices to the best one your exact situation.  We’ll also give you 

an exact GUARANTEED written quotation on the spot.  

2.  I’ll give you a FREE lifetime installation warranty on any flooring you choose! 

1.  My installers are trained, certified, well-groomed, and professional.  They respect 

and protect your home by using drop cloths and corner guards.   

  

This is your final chance to benefit from this great offer!  Call or visit Jimbo’s Floors by 1/31/09 to get your free, no-

obligation, no-hassle Design Audit.  I’m looking forward to meeting you!  -Jim Armstrong/Owner of Jimbo’s Floors 

Jimbo’s Floors ● 479 Jones Rd., Yuba City ● 530-790-3338 

“Dear Roberto,  we’d like to thank 
you for always being available to 
answer our many questions about 
the floor-buying process.  Your 
availability and your expertise gave 
us the answers we needed to get 
flooring for our first home.  Be-
cause this was our first time buying 
a home and new floors, we had 
many questions.  Whether meeting 
face-to-face or speaking over the 
phone, we always felt you gave 
100% of yourself to our needs.  
Thank you for helping us find what 
turned out to be beautiful laminate.  
The area rug you recommended 
looks great in the dining room.  
You’re the best.” 
-Jonathan & Marie Lavenan, 
Software Sales and Paralegal, 
Marysville 
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This is designed as a postcard to be sent to neighborhoods where you have recently provided services.  

It could also be re-worked into a letter, insert, door hanger, etc. 

1. Compelling, attention-grabbing headline.  Also creates curiosity. 

2. Sub-heads. 

3. Credibility builder.  Answers “why prospect should believe you.” 

4. Testimonial—this entire ad is based on a testimonial. 

5. Drama—photo of happy clients and their baby 

6. Big, bold Guarantees 

7. Big, unusual offer.  17% stands out much more than 15% or 20%.  A very small, select group of 

savvy marketers are moving to these kinds of “oddball” percentages.  Also, it’s not 17% off, 

which is what you’d normally find.  It’s 17% more free.  So if they buy $1,000 worth of product, 

they get $170 additional for free.  This is essentially a built-in upsell. 

8. Bullets of benefits. 

9. Call to action/deadline.   

 

 

Analyze the ad on the following page.  List the direct-response marketing elements.   

List ways you could improve it.  Compare your analysis with mine on the page after the ad.   

1. 

 

 

2. 

 

 

3. 

 

 

4. 

 

 

5.   

 

 

6.  

 

 

7. 

 

 

8.  

 

 

10.  

 

Notes:  
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“We’re So Sad To See 
You Go!” 

Dear Friend, 
Jim Armstrong, owner of Jimbo’s Floors here.  I’ve written you several 
times and extended you an amazing offer.  Because we haven’t heard 
from you, we’ll have to give this offer to another client if we don’t hear 
from you right away. 
 

 
 

 
 
Visit Jimbo’s Floors by Friday, February 27th and we will give you 17% more flooring free!  This is 
good on any products we carry including, wood, laminate, carpet, tile, and vinyl.  But you MUST visit 
Jimbo’s right away.  If you wait until after Feb. 27th, I’ll have to give this offer to someone else.   

 

4 Reasons You’ll Love Jimbo’s Floors 
1. You are protected by my “Zero Regrets Guarantee.”  You’ll love your new floors or I’ll replace 

them FREE in the first 30 days! 
2. I’ll give you a FREE lifetime installation warranty on any floor you buy! 
3. I only hire courteous, clean-cut, professional installers who are thoroughly trained and certified.  
4. I have a thick book of testimonials from past clients.  Have a look through it when you visit.  We 

keep it right on the front counter! 

 
Call or Visit Jimbo’s Floors Now!  479 Jones Rd., Yuba City ● 530-790-3338 

Don’t Cry...You Can Still Get  
17% More Flooring FREE! 
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1. Strong, attention-grabbing headline and photo.   

2. Sub heads with benefits. 

3. Copy is personal and humorous. 

4. Very unusual...it’s doubtful that anyone receiving this will have ever gotten anything like it be-

fore.  

5. Bullets with benefits. 

6. Powerful guarantee. 

7. Unusual offer. 

8. Call to action/deadline.  

 

 

 

Analyze the ad on the following page.  List the direct-response marketing elements.   

List ways you could improve it.  Compare your analysis with mine on the page after the ad.   

1. 

 

 

2. 

 

 

3. 

 

 

4. 

 

 

5.   

 

 

6.  

 

 

7. 

 

 

8.  

 

 

10.  

 

Notes:  
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Attention: Exclusively for surrounding area homeowners… 

 

 

 

 

 

 

 

 

“You are protected by my 100%, Iron-Clad 

Triple Guarantee!” 

1. Zero Regrets Guarantee.  You’ll love your new floors or I’ll replace 

them FREE in the first 30 days. 

2. Lifetime Installation warranty.  You’ll get it FREE on any floor you 

purchase.   

3. Installer Professionalism Guarantee.  Your Store installers are neat, 

clean, well-groomed, well-spoken and professional.  They are trained 

and certified.  They are guests in your home, and they conduct them-

selves as such.  They respect your home by using wall and corner 

guards, shoe covers and drop cloths.  You’ll receive the highest-quality 

installation in the business.  And after they’re finished, they will leave 

your home as neat and clean as when they arrived!   
 

 X_____(signature)_______________________________ 

Jim Armstrong 

Owner, Jimbo’s Floors 

Yuba City’s  

Flooring Guru 

5 Out Of The 63 Reasons You’ll 
Love Our Service… 
1.  Free Design Audit™—This is a diagnostic tool 
that allows my expert floor consultants help you 
choose the right floor for your decorating taste and 
lifestyle.  They’ll walk you through a series of ques-
tions that will help narrow down the thousands of 
options to the two or three that exactly match your 
unique situation.   
2.  You’ll also get  a written, customized 
“maintenance” plan with our professional recom-
mendations for getting the longest life and beauty out 
of your floor.   
3.  Honest Pricing—When we visit your home, we’ll 
give you an exact GUARANTEED written quotation on 
the spot.  No hidden costs.  No teeny-tiny print.   
4.  You’re kept updated throughout the process—
From the time you select the product until after it’s 
installed, you will be contacted no fewer than six times 
by phone and by mail.  You’ll never have to wonder 
what’s happening with your flooring. 
5.  You can read our testimonials—We have a thick 
book of testimonials on the front counter.  Please 
have a look through it when you stop by.  OR go to 
www.JimbosFloors.com to see them right now! 

 

 

“The Consumer’s Guide  
To Floor Covering” 

Go to www.JimbosFloors.com  
to get your free copy! 

While you’re there, sign up to get 
our monthly special! 

Don’t call or visit any floor dealer until you 
hear this money & sanity saving 

24-Hr FREE Recorded 
Consumer Awareness Message! 

You will learn... 

 7 costly misconceptions about flooring 

 How to avoid predatory floor dealers 

 6 mistakes to avoid when choosing a 
flooring store 

 3 “dirty little secrets” about installation that 
most dealers pray you never learn about 

 Which floor covering is best for you 

 How to get an iron-clad warranty 

 4 steps to getting the flooring of your 
dreams without the stress 

1-800-123-4567 x 123 

479 Jones Rd. 
Yuba City  
530-790-3338 

Here’s what a few of our neighbors 
are saying about our service…. 
“From the very first time I met Jim and Sheryl, and the 

rest of the staff, I was made to feel very comfortable.  I 

thoroughly enjoyed the friendliness and personability of 
the staff at Jimbo’s throughout the entire installation 

process.  I get tons of compliments on my new hardwood 

floors!  I’m super happy!” 

 -Andy Koch, Architect, Yuba City 

“Jim—you already know we think you’re great—we refer 

you all the time and will keep doing so!  Our new carpet 
looks awesome!” 

 -Mike & Julie Nickel, Firefighter & Office 

Manager, Live Oak 
“If I know of any of my friends that are looking to re-

carpet their home, and I will certainly recommend Jimbo’s 

Floors.  Thanks again, Jim, Sheryl and Roberto, for every-
thing.” -Jeanette Ellington, Nurse, Marysville 

 

Go to www.JimbosFloors.com to see more testimonials 

Do not read any further if you are looking for a cheap, inexperienced, non-professional, non-
guaranteed, bait-and-switch, coupon floor dealer.  We simply DO NOT do business that way! 
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This is primarily a yellow page or display ad, but could be tweaked into an oversize postcard, flyer, 

free-standing insert, 5-around, etc. 

 

1. Big, bold, bite-you-in-the-butt headline. 

2. Lots of compelling sub-heads.  

3. Very, very different “look” than other flooring ads.  Stands out. 

4. Prequalifying language under headline. 

5. Big, ol’ honkin’ triple guarantee right at the top.  With a signature, no less! 

6. Bullets with benefits. 

7. Testimonials 

8. Multiple response mechanisms.  

9. Offer—free e-book.  Also drives them to the website. 

10. Website is mentioned a total of three times—once at the website they will see testimonials, refer-

ral rewards, products, 7 reasons to choose Jimbo’s, etc.   

 

 

Analyze the ad on the following page.  List the direct-response marketing elements.   

List ways you could improve it.  Compare your analysis with mine on the page after the ad.   

1. 

 

 

2. 

 

 

3. 

 

 

4. 

 

 

5.   

 

 

6.  

 

 

7. 

 

 

8.  

 

 

10.  

 

Notes:  
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This can work as a letter, flyer, free standing insert, 5-around, etc. 

 

1. Big headline. 

2. Attention-grabbing photo—humorous.  Creates curiosity.  None of the dealers in your area will 

dream of using photos like this.   

3. Copy is very personable.  Sounds like a chat over coffee.  Benefit-laden.  Leads prospects down a 

very logical, step-by-step path to the sale. 

4. Lots of sub-heads.  Good double-readership path. 

5. Bullets of benefits. 

6. Big promise.   

7. Drama. (Pennyfingers.)   

8. Guarantees.   

9. Offer 

10. Call to action/deadline 

11. PS’s galore! 

12.  

13.  
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Part 2—Mold 
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Jim using moldy ads.   
 Poor 
 Broke 
 Pathetic 
 Unshaven 
 Bad color-coordination 
 Seems upset  

 

The “Coach,” now using 

golden ads.   
 Flush 

 Inspired 

 Dapper 

 Good, close shave 

 Eyes fixed steadfastly on the ho-

rizon 
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Analyze the ad on the following page.  What’s wrong with it (if anything)?     

List ways you could improve it.  Compare your analysis with mine on the page after the ad.   

1. 

 

 

2. 

 

 

3. 

 

 

4. 

 

 

5.   

 

 

6.  

 

 

7. 

 

 

8.  

 

 

10.  

 

Notes:  
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1. The headline makes this ad into an instant “price shopper” magnet.  A BIG magnet...like the kind 

used in wrecking yards to hoist up junked Buicks.    

2. The offer of $1.50 per square ft. makes the magnet more powerful.  Powerful enough to use as 

one of the magnets in the 17-mile, atom-smashing cyclotron being built in France.   

3. Sub-heads offer weak, copy-cat language.  Nothing compelling. 

4. Same, boring list of products that everyone lists.  But hold on a sec!  They listed the products in 

little round photos!  This totally separates them from the dealers who list their stuff in a vertical 

stack.  Brilliant!  An ad rep had to have designed this!   

 

 

 

 

Analyze the ad on the following page.  What’s wrong with it (if anything)?     

List ways you could improve it.  Compare your analysis with mine on the page after the ad.   

1. 

 

 

2. 

 

 

3. 

 

 

4. 

 

 

5.   

 

 

6.  

 

 

7. 

 

 

8.  

 

 

10.  

 

Notes:  
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1. Name of the company for the headline.  A company name is not a benefit (usually), and is defi-

nitely not compelling.   

2. Basically a blown up business card. 

3. No compelling reason to call him vs. anyone else. 

4. “Make us your last estimate you’ll be glad you did” is a price-shopper magnet.   

5. Does not pass the “who cares?” test.   

 

Analyze the ad on the following page.  What’s wrong with it (if anything)?     

List ways you could improve it.  Compare your analysis with mine on the page after the ad.   

1. 

 

 

2. 

 

 

3. 

 

 

4. 

 

 

5.   

 

 

6.  

 

 

7. 

 

 

8.  

 

 

10.  

 

Notes:  
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1. The headline might be okay, but they don’t follow it up with anything compelling.  They don’t 

tell us how to be sure we select the right carpeting.  Other than the inane, meaningless, boring, 

same ‘ol sub head below it: “Call the professionals you can trust.”  Which professionals?  Them?  

They’ve given us no reason to trust them other than their say-so. 

2. Bullets of boringness. 

3. Ooops.  Hang on a sec.  I may have been a bit hasty!  They’ve included a photo of….what is 

this?...oh my lord!  A photo of people looking at (sound the trumpets!) flooring samples!  Some-

body fetch me a paper bag….I think I’m hyperventilating from sheer amazement.    

 

 

Analyze the ad on the following page.  What’s wrong with it (if anything)?     

List ways you could improve it.  Compare your analysis with mine on the page after the ad.   

1. 

 

 

2. 

 

 

3. 

 

 

4. 

 

 

5.   

 

 

6.  

 

 

7. 

 

 

8.  

 

 

10.  

 

Notes:  
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This was in the New York times. 

 

1. Obviously an image ad. Tiffany is world renowned, their brand is quite well known and they are 

obviously just “getting their name out there.”  I have no idea if this ad does anything for them or 

not.  And, frankly, neither does Tiffany.  However, Tiffany is under no illusion that 50% of the 

readers are going to leap out of their seats and rush down to their store because of this ad.  They 

know this is not direct response.  They are a big company and can afford to run endless image 

ads. 

2. I put this in the moldy section not because it’s bad for Tiffany (I don’t know if it is), but because 

flooring dealers try to copy the strategy of “getting their name out there,” of “brand building.”  

It’s horribly expensive and glacier-like in its slowness to work.   

3. I still think they should use direct response, offer a free report...something!   

 

Analyze the ad on the following page.  What’s wrong with it (if anything)?     

List ways you could improve it.  Compare your analysis with mine on the page after the ad.   

1. 

 

 

2. 

 

 

3. 

 

 

4. 

 

 

5.   

 

 

6.  

 

 

7. 

 

 

8.  

 

 

10.  

 

Notes:  
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1. First off, I haven’t got a friggin’ clue what they are selling.  This was out of the New York times, 

so maybe Stein Mart is so well known back there that they don’t have to say.  But when advertis-

ing in a mass media environment (or any environment), why in the name of all that’s righteous 

and holy would you not be crystal clear on what the heck you sell??? 

2. The only compelling reason to use this company—according to this ad—is price.  No other rea-

sons given to choose them vs. anyone else when shopping for...whatever the heck it is they sell. 

3. No secondary response mechanism. 

4. No testimonials.  

5. I’m going to sleep just listing all the stuff wrong with this dog…. 

 

 

Analyze the ad on the following page.  What’s wrong with it (if anything)?     

List ways you could improve it.  Compare your analysis with mine on the page after the ad.   

1. 

 

 

2. 

 

 

3. 

 

 

4. 

 

 

5.   

 

 

6.  

 

 

7. 

 

 

8.  

 

 

10.  

 

Notes:  
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1. Headline—they’ve wasted their headline trying to be clever.  Clever is okay as long as you con-

vey benefits or something compelling.  “On the right track”??  What solid, concrete, actual benefit 

does that give the prospect? 

2. “Ask about our guarantee sales program” ???  Why do we have to ask?  If they hadn’t wasted the 

entire ad with a photo of a dumb real estate sign on some railroad tracks, maybe they would have 

had space to mention something that was actually relevant to the prospect...LIKE THEIR  FRIG-

GIN’ GUARANTEE SALES PROGRAM! 

3. Copy at the bottom is the “anybody is our client” kind of verbiage.  (“...any property on the mar-

ket.”)  They are telling everyone that they are not specialists...they are generalists.  And general-

ists are the ones who get beat up on price, get little respect, get paid less, and suffer the worst dur-

ing economic turmoil.   

 

I tell you, real estate ads are some of the worst.  And the sad thing is, they ought to know better.  The 

real estate industry is unrivaled in the sheer volume of training, coaching, and turn-key marketing 

systems available for agents.  Yet they continue to crank this crap out by the dump-truck load.   

 

Analyze the ad on the following page.  What’s wrong with it (if anything)?     

List ways you could improve it.  Compare your analysis with mine on the page after the ad.   

1. 

 

 

2. 

 

 

3. 

 

 

4. 

 

 

5.   

 

 

6.  

 

 

7. 

 

 

8.  

 

 

10.  

 

Notes:  
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1. Yet another brand-building, image ad , with a headline that...Arrrrg.   

 

 

That’s it.  I’m done.   


