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COMMON-SENSE MARKETING REPORT 
 

How To Keep Your Customers Reading, 
Listening, Or Watching Your Sales Message 

 
If you disappoint your prospects by not quickly keeping them interested in your offer they 
will abandon your message. 
 
There is an easy seven step formula for leading your prospect from being initially 
attracted by a headline, to buying your product or service.  
 
When you have space to explain your offer in detail, for example full-page 
advertisements, sales letters and brochures, give your prospects as much interesting 
information about your product or service as you can.  The more detailed and interesting, 
specific information you provide the more response you'll get. 
 
But shouldn’t you keep your sales message short and to the point?  We are led to believe 
that customers don't want to read a lot of information.  Or do they?  This is one of the 
most misunderstood areas of marketing. 
 
The fact is, the more you tell, the more you sell.  Always explain your offer in full 
interesting detail. When you tell the full sales story many more customers will buy your 
products. 
 
 
Here are the seven keys to keeping your prospects and 
customers glued to your sales message: 
 
1. Create a compelling, interesting, benefit oriented headline. 
 
2. Immediately follow through with the promise made in the headline. An effective way 

to lead them into the rest of your sales message is to use a sub headline.  When you 
provide more detailed information based on the promise in your headline you 
will have hooked your prospects interest. 

 
3. Tell prospects specifically what they are going to get.  By using details and specific 

examples you can make your sales message more interesting. 
 
4. Backup your claims with proof and endorsements and testimonials. To increase the 

prospects desire to buy, an endorsement must cite circumstantial results. It must tell 
you of an actual result gained.  People can relate to actual events experienced by 
others, so the endorsement strikes home.  The more you can induce your prospects to 
feel and experience what you are selling prior to owning it, the more readily they will 
buy. Anecdotal endorsements have a powerful touch and feel factor.  They involve 
your prospects in a real-life advantage gained by your product or service. 
 

5. Tell your prospects what they will lose if they don't act. Explain the consequences of 
not acting or taking advantage of your offer. 
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1. You have only one chance to take hold of your prospects hand 
and lead them through the selling process right to the stage of 
buying your product. That chance is created at the point of 
advertising not sometime after. 

 
2. You must present your prospects with the complete case, 

including benefit-driven headline, specific examples, 
testimonials, a compelling offer and a strong call to action. 

 
3. Remember, the more you tell the more you sell.

6. Rephrase your most important benefits in your closing offer. Now you need to 
encapsulate the essence of your offer.  Remind your prospects of the main benefits 
your product or service offers. The more benefits your prospects can recall, the easier 
it is for him or her to justify buying your product. 

 
7. Ask for action.  Now. 

One of the biggest mistakes companies make is to fail to effectively ask for action.  
By not using an effective call to action at the end of your advert, sales letter, mailer, 
etc you are wasting a large proportion of the cash resources you've invested in it. 
Why?  Because if you do not motivate people into taking some form of action, large 
numbers will not act. 
 
If you specifically ask your prospects to take the precise action you want him or her to 
take, your sales will multiply considerably. 
 
The call to action must include more than just telephone, fax and address details.  
Perhaps offer a free sample, demonstration, health-check or no obligation trial.  You 
might ask your prospects to visit your store to receive a sample product. 
 
You must motivate your prospects to do something.  If you don't you've lost the 
momentum and you'll have to start the whole process again to recapture that persons 
interest.   
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