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24 Lead Starters that Get You Off to the Races!

12Quick-Start Copywriting System

In this Chapter …

A way to make sure the fi rst few paragraphs 
of your copy explode with interest and excite-
ment …

Ever struggle with how to open your promo-
tion? Here’s exactly how to move from your 
headline and deck copy… to an opening your 
prospect simply can’t resist reading …

24 different lead templates – just “plug and 
play” and you can have a world-class lead in a 
matter of minutes …

And so much more …

■

■

■

■

24 Lead Starters that 
Get You Off to the Races!
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By now you know that how 
you lead off your running 
text – those fi rst 5-6 six 
paragraphs that immedi-

ately follow your headline and deck – is 
one of the most crucial parts of your 
promotion. It sets the tone and pacing 
for everything that follows. If this part 
of your copy is weak, readership will 
absolutely plummet, but if it’s strong, 
it can overcome other negatives in your 
body copy. 

Also, know that there are probably 
as many ways to open an ad or sales 
letter as there are copywriters on the 
planet. You can start with an anecdote, 
a series of questions, a problem – pretty 
much anything that further accomplish-
es the goals you just learned in the last 
three chapters on headlines … 

… With that said, we recognize 
that it’s often hard to come up with 
your own stuff. It helps to have training 
wheels until you’ve got lots of experi-
ence under your belt. Then you’ll fi nd it 
easier to be naturally creative. 

But until then, we want you to have 
and USE the following templates when-
ever you fi nd yourself struggling to 
come up with the right lead. As you’ll 
learn later in Chapter 20 on Swipe File 
Secrets, it’s often just a matter of sub-
stituting you own product, benefi ts and 

context into the copy examples we’ve 
provided.

Also, you’ll want to make sure that 
your lead transitions smoothly between 
your headline/deck copy … and the 
logical argument that we worked on in 
chapter 8. More on this in the action 
steps.

Let’s take a look at the different 
possibilities … 

Lead Strategy #1:
The “Advanced

Knowledge” Lead

This kind of lead works especially 
well in the investment market, because 
timing is so critical. The investors who 
can predict the future most accurately 
make the most money. But it can also 
work in other industries, too. For ex-
ample, We’ve seen some very savvy 
Internet marketers essentially use this 
advanced knowledge – combined with 
track record – to emphasize the impor-
tance of their sales message. Basically, 
you can use this one in any industry 
where trends heavily impact your 
prospect’s ability to succeed or make 
money. 

*****

When was the last time 
YOU had advance knowledge of 
a future event that could turn a 
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molehill of cash into a veritable 
mountain of money?

When was the last time you 
not only foresaw the event, 
but also had strong evidence 
of when it was going to occur, 
AND knew the investments and 
strategies most likely to turn the 
event into windfall profi ts for 
you?

That’s precisely the kind of 
priceless knowledge that’s avail-
able to you now …

Pardon me for being blunt 
– but it is absolutely critical that 
you fully understand this: [AS 
A COPYWRITER, THIS IS 
WHERE YOU LAUNCH INTO 
KEY POINTS OF YOUR LOG-
ICAL SALES ARGUMENT.]

*****

Lead Strategy #2:
The “Advocate” Lead 

There will be times when your 
product centers around the spokesper-
son – the central fi gure that prospects 
are paying to experience. Often times 
this can be a celebrity fi tness instructor 
(such as Richard Simmons or Chuck 
Norris) … a well-known doctor (like 
Dr. Whitaker or Dr. Andrew Weil) … 
motivational guru (think Anthony Rob-

bins) … you get the idea. The point 
is that you harness the trust, respect 
and credibility this fi gure naturally has 
– and you use that to establish rapport 
and momentum right off the bat. With 
so many sales messages out there com-
ing across as greedy and impersonal, 
this approach can really set you apart. 

***** 

Dear Health-Savvy Friend: 

STATISTICS SAY it’s a los-
ing battle. 

STATISTICS SAY you’ll 
just keep hurting more every 
year until you die. 

BUT I SAY you’re not a sta-
tistic and … 

You’ll soon be the glowing 
exception

HOW? You’ll be stunned by 
how simple it is. And I’m going 
to show you the living proof. 

The people you’re about to 
meet were not genetically supe-
rior. Far from it! Their arteries 
were closed up, their backs and 
joints were freezing up, but in-
stead of simply giving up … 

They decided to do some-
thing EXCEPTIONAL …

And that’s where I came in. 
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I’m Dr. David Williams, and 
I’ve devoted my life to making 
medicine wonderfully different. 

For more than two decades, 
I’ve broken the rules that con-
sign senior Americans to the 
scrap heap. Instead of merely 
treating symptoms, I’ve been 
seeking to erase the causes of 
our so-called “diseases of ag-
ing” …

*****

Lead Strategy #3:
The “Act Now” Lead

When your prospect is facing a 
VERY urgent problem, your best bet 
may be to dramatize the fact that he’s 
got to act – NOW – or risk some dire 
consequences. You’ll see this quite 
often in the fi nancial market (with an 
impending crisis threatening to vaporize 
the prospect’s money) … sometimes in 
the health market (where a sudden heart 
problem, blood clot or similar disaster 
could claim his life) … and a few other 
places. You could probably also use it 
for alarm systems – underscoring the 
urgency of him protecting his property.

*****

Unless you take action now 
– and I do mean NOW – your 
stocks, your mutual funds, your 

bonds and even your IRA, Ke-
ogh or 401(k) will get absolutely 
creamed in the next few months. 

Look: When stocks got 
creamed by 20% on October 
29, 1929, they wiped out $200 
million of investors’ wealth. 
But they did much more than 
that: The shockwaves created by 
Black Tuesday’s debacle trig-
gered a massive … [build up the 
terrible problem and solution]

*****

Ignore this sober warning, 
and you may as well take your 
savings … your retirement – and 
your very fi nancial security – 
and KISS THEM GOOD-BYE. 

On the other hand, if you 
HEED the warning in these 
pages and ACT on the advice I 
offer you in this urgent report, 
not only will you have plenty of 
time to insulate your wealth …

… you’ll have the oppor-
tunity to rake in gains of up to 
562% in 2004-2005!

*****

Lead Strategy #4:
The “Authority” Lead

Quoting authorities in your lead is 
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a fantastic way to not only grab your 
prospect’s attention, but also to com-
municate believable value. Copywriting 
legend Gary Bencivenga does this all 
the time. There are several things you 
want to be sure of: (a) that the author-
ity you quote is someone your prospect 
knows and respects … (b) their quote 
is both interesting and relevant to the 
issue at hand … and (c) that the state-
ment from this authority sets up the rest 
of your argument perfectly, or it raises 
crucial concerns that your copy will 
quickly answer. 

*****

It was F. Scott Fitzgerald 
who observed, “The rich are dif-
ferent from us.”

It was Ernest Hemingway 
who then shot back, “Yes, they 
have more money.” 

But money isn’t all the rich 
have more of. They also have 
more worries … so before you 
accept this invitation to move up 
higher fi nancially, you may want 
to consider some of the pros and 
cons. 

*****

For a lengthy example of this kind 
of lead, see Figure 12-1. 

Lead Strategy #5:
The “Conspiracy” Lead

We’ve already covered conspiracy 
themes and headlines in depth. When 
you choose that approach, you also 
need to know how to write conspiracy-
type leads. These kinds of leads usu-
ally alert the prospect of an impending 
danger, and begin to build up an enemy. 
Done right, you’ll begin to get the pros-
pect a little angry. Also, this shouldn’t 
be common knowledge. The conspiracy 
you lead with and begin to build up 
should feel like genuine news. 

*****

Just recently, three lifesav-
ing natural medicines were 
banned by the FDA … 

And the brilliant scientists 
who make them were fi nancially 
ruined. WHY? 

Did any of these natural 
substances have any unsafe side 
effects? NO. 

So why did authorities 
snatch them away from patients 
whose lives depended on them?

Because the medicines 
worked too well … and the 
makers printed the truth! 
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Figure 12-1
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Think the First Amendment 

protects free speech? Not if you 
make alternative medicines! 

The message is clear – if 
your natural cure works, you’d 
better not say what it does.

These bans have sent a chill 
throughout the alternative health 
community. Even doctors we 
greatly admire are self-censor-
ing their own publications, for 
fear their clinics and dispensa-
ries may be shut down … 

But they can’t silence all 
90,000 of us! 

We’re Health Sciences In-
stitute (HIS) – alternative med-
icine’s fi rst and foremost global 
information network. We’re 
90,000 enlightened doctors, re-
searchers and health-conscious 
people like you, and … 

Because we don’t make or 
sell any medicines, VESTED 
CAN’T SHUT US UP

*****

Another great example of a conspir-
acy lead is on Figure 12-2. The whole 
idea of “they’re lying to you” that you 
see throughout the copy is a sure tipoff 
of this. Also, notice how the objection 
is countered (the doctor may not even 

know it’s happening – but that doesn’t 
matter!) … this is brilliant.  

Lead Strategy #6:
The “Contrarian” Lead 

This type of lead is perfect for when 
your theme centers around debunking 
myths – going against what almost 
everybody else is saying. And it works 
well in so many industries. Essentially, 
ANY time a market becomes saturated, 
sophisticated and skeptical – you can 
launch into the “old” things that are no 
longer working … the myths … the lies 
… the mistakes. Then you position your 
product or service as the “real” answer 
– the surprising, counterintuitive break-
through that allows your prospect to get 
the benefi ts he hasn’t been able to fi nd 
elsewhere. 

*****

Health knowledge is 
changing so fast that many of 
medicine’s sacred cows and 
pet theories have already been 
slaughtered and laid to rest …

Hormone therapy was good, 
now it’s bad. Low-fat diets were 
“in,” now they’re “out.” Eggs 
were a no-no, now they’re okay. 
Mammograms and PSA screen-
ings save lives … or do they? 
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Figure 12-2
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It’s no fun discovering that 

something you’ve been doing 
(or taking) for years to stay 
healthy is suddenly useless, 
wrong, or even dangerous.

But brace yourself. A bar-
rage of new medical “about-
faces” is on the way! In the 
pages ahead, you’ll read about 7 
medical theories that have been 
proven obsolete, yet doctors 
still haven’t changed their treat-
ments. (To see the rest of this 
lead, see Figure 12-3.)

*****

Lead Strategy #7:
The “Direct, No-Nonsense” Lead 

When you’re having trouble fi gur-
ing out the optimum way to lead off, 
consider just being very direct. Often, 
this can work amazingly well. You have 
to know your prospect incredibly well 
to use this kind of lead, because he’ll be 
able to decide in a split-second whether 
your copy is worth reading any further. 
Bore him, confuse him or fail to com-
municate unique interest and you’ll 
quickly sentence your copy to the near-
est landfi ll. 

*****

I’m writing to offer you a 
job. 

It’s not a permanent job, 
understand. You’ll be working 
for as much time as you fi nd it 
rewarding and fun. 

It’s not even a paying job. 
On the contrary, it will cost you 
money. 

But if you’re willing to 
travel to offbeat places all over 
the U.S. and abroad … to meet 
fascinating new people of all 
ages and nationalities … to open 
your mind to new perspectives 
and ideas … and in the process 
to help make this planet of ours 
a better place for us all …

 … then please accept this 
invitation to become a member 
of EARTHWATCH … and 
prepare yourself to enjoy some 
of the richest rewards human 
existence offers. 

*****

Another variation: 

*****

You’re busy. So I’ll get right 
to the point. 

The Novell Companion is a 
unique resource that will help 
you run your Novel Netware 
system as never before! 
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Simply put, it’s the most 

comprehensive and valuable 
reference work on installing, 
confi guring, administering, and 
troubleshooting NetWare net-
works ever available. You’ll get 
the latest inside information on 
all NetWare versions, including 
straight talk on 4.1 and the pros 
and cons of upgrading. 

*****

For another really good example 
of this kind of lead, see Figure 12-4. 
It presents the prospect with the harsh 
reality that he can agree with and in-
stantly recognize. From there it’s easy 
to transition to the rest of the argument 
and benefi ts. 

Lead Strategy #8:
The “Dollar Bill” Lead

This lead-in, from the mighty pen 
of direct response pro Gary Halbert, is 
certainly a candidate for the all-time 
best attention-getter in history.  The let-
ter has no headline – just a one-dollar 
bill tacked to the top. Think about it: 
Doesn’t money always get your atten-
tion – especially when it’s an actual 
bill! Your ability to use it will depend 
on lots of different other factors … 
whether you’re going to actually mail 
out letters … your budget … and more. 

Here’s Gary’s inspired copy ...

****

Dear Friend,

As you can see, I’ve at-
tached a crisp, new one-dollar 
bill to the top of this letter.  Why 
have I done this?  Actually, there 
are two reasons:

1. I have something very im-
portant to tell you and I needed 
some way to make sure this let-
ter gets your attention.

2. And secondly, since what 
I have to tell you concerns 
how you can [FILL IN THE 
BLANK], I thought using a 
dollar bill as a sort of “fi nancial 
eye-catcher” was especially ap-
propriate.

Anyway, here is why I’m 
writing you:

*****

Lead Strategy #9:
The “Fascination” Lead

Sometimes, especially when you’re 
writing a promotion that’s heavy on 
bullets and fascinations, your best ap-
proach is to simply lead with some of 
your most intriguing facts and ideas. As 
you’ve already learned, few motivators 
are more powerful than curiosity – es-
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pecially when there’s a big benefi t in 
fi nding out the answer! 

*****

This letter is about informa-
tion that’s “none of your busi-
ness”. For example …

Did you know that certain 
specifi c foods they serve on 
planes will lower your blood 
sugar count at high altitudes 
– leaving you tired … cramped 
… headachy? 

Now, perhaps you’re think-
ing, “Why would airlines want 
to make me tired and grouchy?” 
Well, they don’t want to, of 
course. But they do want to slice 
the cost of each meal – so if it’s 
cheaper, and (artifi cially) tastier 
… then – why not?!!!

*****

Ever wonder how doctors 
stay healthy while treating sick 
people all day? Me, too. 

To fi nd the answer, I called 
one of the leading infectious dis-
ease specialists in the country. 

He told me the reason doc-
tors don’t get sick is that they’re 
constantly washing their hands. 
He added that frequent hand 

washing is the single best way 
for anyone to stay healthy. 

Well, I’d heard all this 
before. I told him that what he 
said about doctors made a lot of 
sense … except for one thing:

It’s not true! 

*****

Lead Strategy #10:
The “Forget” Lead 

When your prospect is into certain 
products, services or ideas – and you 
have knowledge that those aren’t really 
all that good, this is a good way to go. 
Of course, you don’t want to be purely 
negative. Make sure you tell him what 
works instead of the stuff you’re tell-
ing him to forget. Then explain why it 
works and get into the benefi ts. 

Here’s an example from my friend 
Kent Komae: 

*****

Forget oil. Forget gold. Ura-
nium is the next natural resource 
blockbuster.

Why? Because a softball-
size chunk of uranium can 
release more energy than a train-
load of coal. And it’s in HUGE 
DEMAND for nuclear energy. 
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For months, I’ve been shout-
ing from the roof tops, “BUY 
URANIUM STOCKS!” 

Take Cameco. In October 
2004, I issued a ‘buy’ at $25. At 
this writing, it’s over $65 … a 
whopping 160 percent gain. And 
you ain’t seen nothing yet! 

Are you going to get it be-
fore it’s too late? 

*****

If you look at Figure 12-5, you 
can see another possible variation of 
this kind of lead. As you can see, the 
word “forget” is used to break down the 
prospect’s pre-existing beliefs about the 
product – and sets the stage for what’s 
going to be different about the new 
product being offered. 

Lead Strategy #11:
The “Hero” Lead 

When your editor or spokesperson 
is a big part of the product you’re offer-
ing, your best bet may be to lead with 
paragraphs that make him or her come 
across like a hero. You see this so often 
with the medical doctors we promote. 
Part of it is because we know that 
prospects idolize doctors and desper-
ately want to have a relationship with 
a skilled doctor who cares about them. 
It’s also related to celebrity appeal: 

Many of the products that are sold in 
the mass market sell because the pros-
pect so identifi es with and adores the 
celebrity behind the product. 

In such circumstances, when the 
prospect is most interested in having a 
close relationship with this fi gure, then 
you want to build up this person and 
then promise the prospect a relationship 
with him or her. 

*****

Dear Very Savvy Reader, 

When elite research labs 
need a new breakthrough …

When top natural doctors are 
stumped for an answer … 

When medicine’s “best and 
brightest” run dry … 

Ever wonder who they run 
to?

So did I! So I picked up 
the phone and called some of 
today’s greatest names in natural 
healing. “When the fat’s in the 
fi re, who do YOU call?” And 
they all kept on naming one guy 
…

Dr. Marcus Laux! Turns out 
he’s the brains behind dozens of 
medicines that health insiders 
swear by … 
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He’s the top gun that today’s 
best natural biotechs put on their 
most lifesaving projects … 

He’s the trouble-shooter 
who fi nds out what works, what 
doesn’t and what’s downright 
dangerous … 

He’s the best-connected, 
best-informed, most trusted re-
searcher in the business …

*****

Lead Strategy #12:
The “Identifi cation” Lead

One of the best strategies for lead-
ing off is to get your prospect to strong-
ly identify with the sales message. In 
this type of lead, you illustrate an inti-
mate understanding of his world, which 
carries the strong implication that you 
can help him improve his life. Often this 
is a matter of presenting your prospect 
with facts, beliefs, attitudes and desires 
that’s you’re 100% sure he’s experi-
enced (and better yet, IS experiencing!) 
– so that he reads the copy and thinks, 
“Yes!” here’s someone who understands 
me. This person may be able to help. 

*****

If it hasn’t happened to you 
already, it probably will very 
soon … faster than you can say 
“At last!” 

I’m referring to one of life’s 
most exhilarating experiences … 
an adventure called retirement. 

The years when you can 
fi nally do what you want to do 
– including nothing. Go where 
you want to go – including no-
where. See whom you want to 
see – including nobody. And be 
up when you’ve fi nally fi nished 
sleeping – not when the alarm 
says you must. 

*****

You’ve done it all. Juggled 
the demands of your career 
while being a loving wife and 
mother. Been the family nurse, 
bookkeeper, chef, and social 
activities director. Lost the same 
ten pounds ten times. And stayed 
awake countless nights, worrying 
about everyone around you. No 
wonder you’re worn out! 

Well, I have some good 
news for you. Regaining your 
energy and youthfulness and 
staying healthy is a lot easier 
than you think. Also get rid of 
aches and pains, stiffness, and 
soreness. In the next few pages, 
you’re going to learn exactly 
how to do it. 

*****
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This process of creating identifi ca-

tion in your lead can also be done in a 
negative sense. Just look at Figure 12-
6. It immediately lists things the pros-
pect is currently being frustrated by, in 
a way that he immediately identifi es. 
Then it transitions into a message that’s 
likely to resonate very favorably with 
the prospect. 

Lead Strategy #13:
The “If-Then” Lead

Pioneered by Gary Halbert and 
popularized by John Carlton, this is a 
very reliable and straightforward way to 
start off your body copy. Essentially the 
formula is … “If you’ve ever wanted to 
[primary benefi t], then this will be one 
of the most important messages you ever 
read.” What you’re doing is getting your 
prospect to nod his head (thinking, “Yes, 
I want to experience that benefi t!”) and 
then making it clear that your promotion 
is about helping him get there. Here are 
some examples … 

*****

If you’ve ever wanted to 
drive a golf ball with the explo-
sive velocity of a howitzer can-
non (adding half the length of a 
football fi eld to your tee shots 
alone) … while hitting all your 
fairways and greens with mas-
terful precision … then this will 

be the most important message 
you ever read.

*****

If you are even remotely 
interested in learning how to 
physically protect yourself (and 
your loved ones) with complete 
confi dence, then this will be the 
most important letter you ever 
read.

Here is why: I have recently 
discovered a “scientifi c” fi ghting 
system that is so effective, you 
will be able to knock senseless 
anyone who confronts you – no 
matter how skilled they are at 
fi ghting – within 4 to 6 seconds! 
What’s more, this fi ghting sys-
tem is so easy to learn, you will 
be able to master it completely 
overnight, even if you have nev-
er been in a fi ght before in your 
life, or are a “klutz” at physi-
cal skills. Kids, women, even 
grandparents can master this 
system with equal ease – and be 
able to instantly “put away” any 
bully or criminal who comes 
after them. 

*****

Also, you don’t necessarily have to 
use the whole “most important message 
you will ever read” line. Just look at 
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Figure 12-7. The point is that you lead 
with an “if + benefi t” statement and 
then transition. 

Lead Strategy #14:
The “Inside Secrets” Lead

When your promotion will be 
revealing legitimate “insider” infor-
mation, this can be one of the most 
exciting ways to jump into your body 
copy. Usually you want to show your 
prospect that something’s been hidden 
from him – or that he’s been in the dark 
about something valuable to his life. 
Then you want to reveal the insider 
information that he’s going to discover 
in just a moment. Of course, make sure 
that you’re revealing genuine inside 
information. There’s no bigger turnoff 
to the prospect than being promised 
something like this, only to fi nd out that 
the information is common. 

*****

Dear Friend in Search of 
TRUE Breakthroughs: 

Your broker may say it’s 
impossible to boost your retire-
ment income by 68% overnight 
… Your doctor may claim it’s 
unthinkable to cure high blood 
pressure forever, in a matter of 
weeks … Your friends may un-

derstandably swear these secrets 
can’t possibly work … 

But they do. These tech-
niques are NOT risky, illegal or 
even that hard … 

And I know plenty of or-
dinary people who are quietly 
using them right now to make 
their lives “impossibly” pros-
perous, happy and healthy. As 
you’ll see in the pages ahead … 

You don’t have to be RICH to start 
adding $100,000 a year or much 
more to your income (page 8) …

You don’t have to WORK HARD 
to arrange for someone else to pay 
your mortgage (page 9) …

You don’t have to be a MOVIE 
STAR to attract the opposite sex in 
90 seconds (page 13) … 

You don’t have to be a ROCKET 
SCIENTIST to win 50% more at 
any casino (page 13) …

All you need is an open mind 
and an armful of freshly un-
earthed insider secrets from … 

America’s ultimate guide to 
the inside track, 

BOTTOM LINE Personal!  

*****

»

»

»

»
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For an interesting spin on this kind 

of lead, check out Figure 12-8. It’s kind 
of a blend of the conspiracy approach 
and the “inside secrets” thing. The point 
is that the prospect get the feeling he’s 
about to learn something others don’t 
know or have access to.

Lead Strategy #15:
“Laundry List of Benefi ts” Lead

This lead works well when you’ve 
got a diverse set of powerful benefi ts 
tied into your central theme. Essentially, 
you’re getting your prospect to nod his 
head, while at the same time revving 
up his greed glands. The challenge with 
this kind of approach is to still maintain 
your focus. In the example you’re about 
to read, Arthur Johnson’s central theme 
was that of “boosting your brain health” 
– and as you’ll see, his argument is that 
all of these amazing other benefi ts are 
the result of simply boosting your brain 
health. 

So as you consider using this kind 
of lead, think about the dominant core 
benefi t you’re presenting – whether it’s 
more energy … doubling your pros-
pect’s income … or anything else.

*****

Dear Smart Friend (soon 
to be even smarter!) of Bottom 
Line:

What if you could suddenly 
become not just smarter, but …

Impervious to stress … page 4

Immune to the blues, bad moods, 
anxiety, and insomnia … page 8

Sharp as a tack with near-photo-
graphic memory … page 6

More productive on the job than 
anyone around you … page 5

More creative and clever than ever 
before … page 11

Madly attractive to the opposite 
sex … page 10

Utterly fascinating to everyone you 
meet … page 11

Miraculously endowed with super-
sensitive eyesight and hearing … 
pages 12 and 13

Not in years or even months, 
but STARTING MINUTES 
FROM NOW …

Simply by following some 
remarkably simple instructions …

And then taking some amaz-
ingly safe nutrients!

Sounds almost sinful, 
doesn’t it?

But wouldn’t you do it if 
you could? Of course! 

»

»

»

»

»

»

»

»
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Figure 12-8
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Well, believe it or not, it’s 

not only possible now, but 
shockingly easy. And we’d like 
to show you all the secrets of 
how thousands of people have 
done it for real …

FREE! 

*****

Lead Strategy #16:
The “Newsy” Lead 

You know the value of topical 
themes and headlines, but how do you 
actually write topical leads? They’re 
pretty easy, actually. Depending on the 
product and market, you could lead 
with a credible discovery of something 
important to the prospect … why it’s 
such a big deal … and then transition 
into what it means for the prospect. This 
kind of lead approach is great, because 
you can make virtually any new event 
“news,” and your copy will take on a 
feeling of greater importance because 
of it. 

*****

For the fi rst time, Russian 
researchers have discovered a 
powerful new eye drop that’s 
proven to do the impossible 
– literally melting cataracts in 
just a few months – without 
surgery! 

Human studies prove its ef-
fectiveness in 90% of all cases, 
with absolutely no side effects. 
A success rate that high is al-
most unheard of for any medical 
treatment, let alone one for vi-
sion improvements. 

Mercifully, this break-
through is now available in this 
country – and you can get it 
without a prescription. But it 
will still be some time before 
word of this discovery gets out. 
Doctors are so fi rmly entrenched 
in their “cut-it-out” surgical 
mindset that they won’t even 
consider a natural, non-invasive 
alternative. 

For now, you’re one of the 
only people to learn about this 
incredible, sight-saving discov-
ery, right here … 

*****

Lead Strategy #17:
The “Proof” Lead 

When you have super-strong cred-
ibility elements behind your product or 
service, why not jump out of the gates 
with them? This is especially important 
when your prospect immediately recog-
nizes how much he wants the benefi ts, but 
will be naturally skeptical. You can defuse 
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much of this skepticism in your lead copy 
this way. There are different ways to do 
this too – you can lead with a specifi c 
study or mention in a credible publica-
tion – or you can just mention the general 
proof and get to the specifi cs later. 

*****

Dear Friend, 

New research and clinical 
testing reveal that a little-known 
nutrient derived from soy is 
revolutionizing brain health 
and giving folks of all ages 
new hope for their minds and 
memory. 

It’s a remarkable nutrient 
called PS (which stands for 
Phosphatidylserine), that’s been 
clinically proven to … 

Wake up “dead” brain cells 

Banish memory loss 

Boost your brainpower and make 
you smarter

Protect you from a devastating 
“brain disaster”  

Works wonders even in 
hopeless cases.

*****

Lead Strategy #18:
The “Reason Why” Lead 

This lead is pretty straightforward. 

»

»

»

»

You’re essentially telling your prospect 
that there’s a reason why something is 
the way it is – and ideally you must be 
talking about an interesting phenom-
enon. Anything surprising and valuable 
will do. In the example you’re about 
to read, it uses credibility – “There’s a 
reason why this nutrient is so amazingly 
credible …” and you can do the same 
thing with a benefi t … a big, horrifying 
problem … and so on. 

*****

There’s a reason why – at 
a staggering $900 per pound – 
raw Coenzyme Q10 may be the 
single most valuable nutrient on 
the planet: 300 studies by 200 
researchers in 18 countries have 
PROVEN beyond a shadow of a 
doubt this Nobel-Prize-Winning 
substance really can help: 

Energize your heart, your brain and 
your muscles …

Maintain normal blood pressure 
and heart rhythm, and banish chest 
pain …

Insulate you from deadly free 
radicals that make you old and sick 
before your time …

Provide the abundant energy your 
cells need to repair themselves and 
reproduce normally …

»

»

»

»
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End sleep problems, ramp up your 
natural immunity and shield your 
heart and brain from disaster!

… So why haven’t you had 
YOUR CoQ10 miracle yet?

*****

Lead Strategy #19:
The “Simple Fact” Lead

This is a great lead for setting up 
your sales argument. You make your 
very fi rst sentence something authorita-
tive – something you KNOW your pros-
pect will agree with. And at the same 
time, your lead statement of fact must 
be something he doesn’t hear often. It’s 
more of a confi rmation of an underlying 
belief or truism that sounds unique and 
powerful when verbalized. The point is 
that once your prospect fi rmly believes 
this fact, and it’s on the top of his mind, 
you can transition to the successive 
points in your sales argument very ef-
fectively. Look at the example below to 
see what we mean …

*****

Energy is life.

Without suffi cient energy, 
your muscles lose their strength 
and stamina – and you lose your 
spunk – your “get-up-and-go.” 
Fatigue … lethargy … and de-

» pression can take hold of you 
– and life begins to pass you by. 

That’s the kind of energy 
crisis you can feel – right down 
to your bones! 

And when you feel that way, 
you can bet your bottom dollar 
something else is happening 
inside you – something insidi-
ous …

*****

Lead Strategy #20:
The “Simple Introduction” Lead

When the author of your promotion 
is both interesting and credible, often 
the most powerful approach is to simply 
introduce him. Just make sure that you 
quickly either (a) build credibility … 
(b) intrigue the daylights out of your 
prospect, so that he can’t help but read 
further … and (c) ideally, get to the 
payoff – exactly how this person can 
solve his or her problems, plus achieve 
the most desired benefi ts. 

*****

My name is John Doe. 
I’m the editor of the WALL 
STREET UNDERGROUND, 
the largest fi nancial newsletter 
of its kind in the world. 
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I’m writing you from a 
secret, heavily guarded loca-
tion somewhere in the northern 
hemisphere. 

Although I was born in 
and love America, I can no 
longer live in the United States. 
I would love to but I can’t. I 
communicate with associates 
via specially scrambled satellite 
phones. My e-mail is encrypted 
and shuffl ed across two dozen 
Internet servers, in as many 
countries, so my location can-
not be traced. I never send or 
receive faxes or regular mail. 

In fact, my closest associates 
have no idea where I live … 
or even how to call me on the 
phone. Most have not seen me 
in years. 

Why the secrecy? Well, let 
me put it this way: There is a 
$5 million price on my head. 
Everyone from Bill Clinton to 
Bill Gates would like to see me 
dead.  

*****

Of course, only use this when 
you’ve got a highly credible and in-
triguing person standing behind the 
product. Otherwise you’ll bore your 
prospect and it’ll be game over. 

Lead Strategy #21:
The “Smack Dab

in the Middle” Lead

This approach immediately puts 
your prospect right smack dab in the 
middle of the action – and does so in 
an interesting or dramatic way. It takes 
advantage of the “show, don’t tell” 
maxim, where people enjoy and believe 
someone who shows them something 
– but quite often resist being told some-
thing. In this sense, you also give your 
prospect an emotional experience relat-
ed to your product and its benefi ts. It’s 
like a free preview of the pleasure that 
awaits him once he orders. Copywriting 
legend Bill Jayme was an absolute mas-
ter at this technique and the three leads 
below showcase his amazing talent.

*****

First, fi ll a pitcher with ice. 

Now pour in a bottle of or-
dinary red wine, a quarter cup 
of brandy, and a small bottle of 
club soda.

Sweeten to taste with a quar-
ter to a half cup of sugar, gar-
nish with slices of apple, lemon, 
orange … then move your chair 
to a warm sunny spot. You’ve 
just made yourself Sangria – one 
of the great glories of Spain, and 
the perfect thing to sit back with 
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and sip while you consider this 
invitation. 

*****

You’re waiting at the corner 
for the light to turn green.

On your right is a woman 
who’d love to look like you. To 
possess your vitality. To have 
your skin, your hair, your eyes. 

On your left is a schoolgirl 
who yearns to own everything 
you have on. The gold. The 
cashmere. The leather. The fra-
grance … 

… and looking at you from 
across the street is a really good 
looking guy who’d give almost 
anything to … or something 
equally R-rated.

*****

When you fi nd yourself 
seated at dinner next to some-
one unusual like Bette Midler, 
you’ve got two choices. 

You can ask what her 
brother Danny is up to, why 
she worships Bobby Darin, 
whether they really paid her in 
gold for her recent round-the-
clock world tour, why she thinks 
Paloma Picasso should design 
clothes, where her favorite hot 

dog stand is in L.A., and how 
she feels about Barbra Streisand. 

Or … you can say, “Excuse 
me. Can you please pass the 
salt?” 

*****

Lead Strategy #22:
The “Story” Lead 

You don’t need me to tell you that 
humans love stories. Stories engage … 
they entertain … teach … they show, 
rather than tell. It’s diffi cult for any-
body to stop reading a good story, and 
if you can fi nd one in your research that 
sucks you in – chances are you’ve got 
solid gold on your hands. Just distill 
the story down to 3-4 very compelling 
paragraphs … follow the other lead 
guidelines you’re learning in this chap-
ter … and you may just have a monster 
winner on your hands. 

*****

Dear Reader:

On a beautiful late spring 
afternoon, twenty-fi ve years 
ago, two young men graduated 
from the same college. They 
were very much alike, these 
two young men. Both had been 
better than average students, 
both were personable and both 
– as young college graduates 
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are – were fi lled with ambitious 
dreams for the future. 

Recently, these men returned 
to their college for their 25th 
reunion. They were still very 
much alike. Both were happily 
married. Both had three chil-
dren. And both, it turned out, 
had gone to work for the same 
Midwestern manufacturing 
company after graduation, and 
were still there. 

But there was a difference. 
One of the men was manager 
of a small department of that 
company. The other was its 
president.  

*****

Other times, the best approach is to 
lead with the most powerful case his-
tory you’ve got in your fi le: 

*****

To be precise, Bob H. is 
over 98, and his wife is bowled 
over that he’s driving, cooking, 
housecleaning and even doing 
the grocery shopping! Whatever 
happened to his arthritis? Dis-
cover his secret, and the shock-
ing new non-drug proven in 
60 years of covered-up clinical 
research … 

ONE little vitamin pill! 

What the heck is going on 
here? Hundreds of detailed case 
histories don’t lie. See page 8, then 
fi nd out how many more onetime 
“old-timers” are merrily running 
rings around youngsters …

*****

Lead Strategy #23:
The “Wrong” Lead 

One thing that’s been proven to 
work is to lead by attacking and de-
bunking your prospect’s common as-
sumptions. As you’ve seen already in 
our discussions of bullets and headlines, 
there can be nothing more startling 
– and INTRIGUING – than fi nding 
out that you’ve been dead wrong about 
something. Especially when the im-
plications to knowing the truth are im-
mense. This is why you so often see the 
right/wrong formula used in the health 
and fi nancial markets. Because myths 
and fallacies in these areas can cost the 
prospect a fortune, or even his life! 

The trick is to know your prospect 
well enough that you can present the 
exact assumptions that are holding him 
back. Once you debunk this false stuff, 
its simply a matter of showing how 
your product can lead him to the truth 
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– and the amazing benefi ts that await 
him when he gets there. 

***** 

“You can’t beat the indexes 
and stay safe.” Wrong.

“It’s impossible to pick 
stocks with complete certainty.” 
Wrong again. 

There’s just no way I could 
make 37,000% profi t in buy-
and-hold stocks.” This is SO 
wrong. 

“It’s crazy to even think I 
could be a million dollars richer 
this time next year.” Let me 
prove it to you.

In the pages of this free 
guidebook, you are about to 
discover that almost everything 
you’ve ever been told is “im-
possible” about investing is just 
wrong. 

You’ll learn that there are 
fi ve simple steps that are so 
effective, academics and Wall 
Street professionals are studying 
them as breakthroughs. 

You’ll discover that once 
you take every scrap of guess-
work out of your investing 
decisions, all you are left with is 
profi t, pure profi t. 

*****

Lead Strategy #24:
The “You’re About
to Discover” Lead

This type of lead is pretty straight-
forward. When you’re promising your 
prospect valuable, useful information 
within your promotion, you can lead 
with all the amazing things he’s about 
to discover. The key is to promise your 
prospect that he’s going to discover 
unique benefi ts that he eagerly desires 
– stuff that he simply can’t fi nd out 
anywhere else. This kind of lead isn’t 
usually as compelling as some of the 
others. But it’s a good backup to have 
in place, something to fall back on 
when you’re writing advertorial copy 
and nothing else seems to fi t. You can 
also weave in some credibility elements 
for your editor or spokesperson, and get 
into bullets that promise specifi c ben-
efi ts. Just as you see in this example: 

*****

Dear Reader, 

In the pages that follow, 
you’re going to learn the stun-
ning, untold truth about the pre-
scription drugs you take every 
day. 

And you’re going to learn 
about safer, natural alternatives 
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that I believe work better than 
drugs … without the drug side 
effects. 

Your guide for this healthy 
journey of discovery is the 
legendary Dr. Marcus Laux. 
Depending upon who you are, 
you either LOVE Dr. Laux – or 
absolutely HATE him. 

The drugs companies hate 
him because he tells you what 
they never, absolutely never 
want you to know about the 
drugs you take every day …

The alternative medicine 
establishment hates him too. 
Why? Because he’s NOT a slave 
to alternative medicine and he 
demands real scientifi c and 
clinical proof before he even 
considers recommending a natu-
ral cure. 

But his over 25,000 loyal 
readers and patients absolutely 
LOVE him because he guides 
them through the medical mine-
fi eld straight to the safest, most 
effective natural cures on Earth. 
Cures that will help you …

Heal and reverse your worst 
health problems – often in as little 
as a few hours.

»

Erase the pain and chronic con-
ditions that can make your daily 
life miserable. 

FREE you from the toxic grip of 
prescription-happy drug compa-
nies who are looking to get richer 
and richer … while you get sicker 
and sicker. 

Energize your everyday life and 
eliminate those afternoon “power 
failures” that make you want to 
take a nap. 

Protect you from the medi-
cal scare tactics the medical 
establishment uses to get you to 
do what they want … instead of 
what’s best for you. 

Save you thousands, even tens of 
thousands of dollars every year 
by avoiding the expensive drugs 
you no longer need. 

*****

Start Your Copy Off With a BANG 
and Never Look Back!

Now that you have every practical 
tool possible for leading off your copy 
with powerful momentum and inter-
est, it’s time to put everything to work. 
Remember the main goals you need to 
accomplish: 

»

»

»

»

»
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To start your copy off with mo-
mentum … 

Introduce and deepen your prod-
uct’s benefi ts … 

Get your prospect nodding his head 
in agreement … 

Establish the conditions/basis of 
your sales argument (the problem 
and solution) … 

Intrigue, fascinate and interest your 
prospect into reading further … 

Bond with your prospect …  

Ultimately, your job is to come up 
with a lead that matches your main 
theme … that perfectly fl ows from your 
headline and deck copy … and then 
makes it impossible for your prospect to 
look away. 

We recommend that you fi rst 
ground yourself thoroughly in the prin-
ciples, so you understand why and how 
great leads work. Once you’ve done 
this, go through the templates and see 
which ones best fi t the circumstances in 
your promotion. Use the “substitution” 
principle to adapt it to your own promo-
tion. 

Either way, whether you create your 
own lead from scratch – or you swipe 
from one the many examples we’ve 
provided, your leads will be much bet-
ter than ever before. 

»

»

»

»

»

»
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As you’ve just learned, your Lead  – those 
fi rst 5-6 six paragraphs – is one of the most 
crucial parts of your promotion. It sets the tone 
and pacing for everything that follows. Weak 
Leads can make your promotion sink, but strong 
Leads can save it from other weaknesses. 

With that said, your Lead must match your 
theme, headline and deck. It must fl ow as a 
natural extension of those things. So as you go 
back through the formulas, pay special attention 
to ones that you think might match your promo-
tion. Some will clearly NOT fi t – but others will 
be genuine possibilities. 

Once you’ve done this, write several Lead 
possibilities by using whichever of these 
templates fi t:

The “Advanced Knowledge” lead

The “Advocate” lead

The “Act Now” lead

The “Authority” lead

The “Conspiracy” lead

The “Contrarian” lead

The “Direct, No-Nonsense” lead

The “Dollar Bill” lead

1.

2.

3.

4.

5.

6.

7.

8.
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Notes Notes Notes Notes NotesThe “Fascination” lead

The “Forget” lead

The “Hero” lead

The “Identifi cation” lead

The “If-Then” lead

The “Inside Secrets” lead

The “Laundry List of Benefi ts” lead

The “Newsy” lead

The “Proof” lead

The “Reason Why” lead 

The “Simple Fact” lead

The “Simple Introduction” lead

The “Smack Dab in the Middle” lead

The “Story” lead 

The “Wrong” lead

The “You’re About to Discover” lead

Here’s what you must do now: Go into 
the document you’ve been working with 
throughout this course. Write one or more leads 
that seamlessly connect your headline and deck 
copy variations with your logical argument. 

Let me explain this a bit further so it’s 
crystal clear: Here’s how your document might 
be ordered at this stage … 

Headlines

Headline/Deck Copy Variation #1
Headline/Deck Copy Variation #2
Headline Deck Copy Variation #3

9.

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

1.
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Notes Notes Notes Notes NotesLogical Sales Argument (including point 
#1, #2 plus the benefi ts, research and docu-
mentation that goes with each point)

Excess Research

Excess notes from other chapters

You goal now is to craft a lead (or leads) 
that moves your prospect from each headline 
variation to the fi rst point in your logical sales 
argument. When done, your document should be 
ordered like this … 

Headlines

Headline/Deck Copy Variation #1
Lead copy
Headline/Deck Copy Variation #2
Lead copy
Headline Deck Copy Variation #3
Lead copy

Logical Sales Argument (including point 
#1, #2 plus all the benefi ts, research and 
documentation that goes with each point)

Excess Research

Excess notes from other chapters

(NOTE: Sometimes you can use the same 
lead for multiple headlines, but other times 
you’ll have to modify your lead each time. It all 
depends on how different your headlines are.)

Why create more than one in this process? 
While this may seem like it is unnecessary 
work, it’s a great idea to submit multiple head-
line/deck/lead variations. Of course, you don’t 
want to submit too many – so be very selective. 
You only want to submit your best ones. This 

2.

3.

4.

1.

2.

3.

4.
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Notes Notes Notes Notes Notesway, you give your client multiple variations he 
can test against each other. This gives both you 
and your client the greatest odds of success. 

As Gary Bencivenga once mentioned to 
Clayton in an interview, he often submits a 
“safe” variation of his promotion with a much 
more traditionally sound version of his headline 
and lead … and then he also submits a “riskier” 
variation that’s less likely to be successful, but 
has huge homerun potential. 

We recommend you do the same, simply by 
following the process we’ve outlined for you 
throughout the action steps of this course.




