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Publisher’s Preface by Yanik Silver

| uncovered this practically unknown and very rare manuscript while going
through dozens of old advertising and marketing books from the early 1900’s
(when people realized advertising’'s only function was to sell). Inside | was
greeted to sales letter secrets that have long since been forgotten (or perhaps
never known in the first place). | was amazed at the proven information re-
vealed in this rare document.

What you're about to read shouldn’'t be casually brushed aside simply be-
causeit waswritten nearly acentury ago. It'strue that some of the expressions
and writing stylesmay have changed —however thebasic selling principalsare
just as applicable and timely today asthey were when this manuscript wasfirst
published. (Probably more so, if you look at the pitiful job most business
letters do.)

In fact, | think the subtitle for thisbook really saysit all:

“How to build businessletter sthat command attention, stir desire, bring
orders—how to put the personal touch into a letter — handling inquires,
complaints and collections — actual letters that have brought results.
247 Vital pointers gathered from 1200 actual letters’

Imagine 1,200 letters analyzed and dissected for you. This manuscript isthe
result of that effort. I'm sureyou’ll find many tipsinside thisvaluablere-
source to help you write more powerful business |etters.

Enjoy!

ga,nik Siver

© Surefire Marketing, Inc. All rightsreserved.
http://www.instantsal ed etters.com
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Part |

WHAT YOU CAN MAKE
YOUR LETTERS DO

Read the Rules
Two kinds of letters cross every desk.

One—paper, ink and for mality—goes
the way of the waste basket.

The other—Iogical, human appeal—
draws the eye, grips, sways, convinces.

Oneisthe product of careless routine;
the other of conscious creation.

A strong letter springs from a mind’s
eye model, like the architect’s drawing,
the builder’sbridge.

Make your letters magnetic—make
them stand out—make them dominate
each reader’s morning mail.

You can do it—if you will master the
principles, read the rules, put your self
into the work.
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CHAPTER |

The Part the Letter Plays in Business

hat isthe most important factor in the transaction of your business? What medium playsthe greatest

partin salling your goods, collecting your accounts, keeping, you in touch with the other elements-
concernsand individua s-that make your business possible? Run your mind up and downtheessentialsin
your every day work and lay your mental finger upon the onemost indispensable.

Youcan't missit. It'sthebusinessletter.

Thefirst claim onyour attention each morning after you have hung up your hat and drawnachair to
your desk isthemorning'smail. You runthrough it and you are back againin the hum of things. 1t hasput
youintouch with therun of your own affairs, just asyour morning paper haslaid beforeyou amental
picture of what theworld did yesterday.

Now you takeyour turn and you dispose of each of those |l etters asthe purposesand policy of your
businessdictate. Through the medium of your repliesand your own lettersto othersyou buy and sell, you
givedirections, counsel and advice, you cover athousand subjects-you play thewhole game of business
over your owndesk. And al through the medium of the business|etter.

f there has been one devel opment in the past generation that has contributed morethan any other to

businessgrowth it has been the devel opment of the businessletter. Letters-right letters-arenolonger the
mere stereotyped paper mediumsof solicitation and acknowledgment. They areliving, breathing personali-
ties, with all the capabiilitiesand characteristics of the men behind them.

Forty yearsago the only lettersthat showed symptoms of red-blooded authorship wereimpas-
sioned love missivesand the opinionated chroniclesof statesmanship. Then someone, somewhere, con-
ceived theideathat humaninterest could bewoveninto abusinessletter aswell asinto apersona message,
that abusiness|etter, after all, wasbut apersonal messageand that it waspossibletotalk toamana
thousand milesaway in the samewordsthat you would useif he sat besideyour desk.

That discovery, developed, hasof itsalf dissolved distance and placed theinter-relationship of
bus ness men upon abasisof courtesy and intimacy that no other could accomplish. And moreimportant, it
has made possi bl ethe transaction of an enormousbulk of businessat an insignificant fraction of what
persona handling of it would have cost. Eighty-fivemillion dollarsin salesmade by onehouselast year
entirely by mail-that isaspecific exampleof results.

Asthepossihilities of the business|etter havebeenredlized, it hasleaped all therestricted bound-
ariesof former usage. Today theletter, theright letter, remember-doeswhatever the personal representative
cando. It sellsgoods, collects money, adjusts complaints, carrieson theroutine of businesswith al the
efficiency of theindividua behindit.
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sed rightly, it isin many respectsabetter medium than apersonal representative. Certainly it hasall the

advantageon cost. A saesletter entailsno heavy traveling expenses, hotel billsand entertainment
charges; ared stamp carriesit thelength of theland. Neither doesit cool itsheelsin the outer officeand
conjuremethodsto reach the chief within; the courtesy of themail laysit upon hisdesk. It followsup
persistently when repeated persond callswould beimpossible. Itisasaesman that saysno moreand no
lessthan the merchant or manufacturer desires. It makesno falserepresentations, no verba promisesthat
cannot belived upto. Itisthe perfect servant of the user.

But, youmay say to all this, that you do not do businessy mail. True, you may not conduct amail
order business. But you do have usefor correspondence. You may sell your goodsentirely through
salesmen, yet there never wasasalesforce so good that it could not get more businesswith the hel p of
lettersfrom the house.

Correspondence asyou useit may servethe simplest needs of routine-the acknowledgement of
orders, the notification of shipments-yet thereisnever aletter goesout in your mail that doesnot havethe
possibilitiesof abusinessgetting touch. 1f you stop with the acknowledgement or the notification, you miss
anopportunity. Go beyond and talk to theman. Look at your letter through hiseyes, shift yourself over into
hisattitude, consider, what youwould doif you got that | etter. Do that afew timesand you will soon be
wondering why you didn’ t rub the machinefinish off your correspondencelong ago, takethe man-to-man
atitude and talk businessthrough themail. There’ saplacefor red lettersin every businessand your isone
of them.

RYOU say that you havetried the salesletter and it hasfailed. Do not indict theletter for itsfailure.
Itspossibilitiesarethere. Indict yourself rather a ong with the hundreds of thousands of other busi-
nessmen who have neglected to makethe most of amedium that waitsto do serviceat aminimum of cost.

Thebusiness|etter isthe biggest opportunity for expansion that you havetoday. Employedintelli-
gently, it will find you customers, it will sall your goods, or help your salesmanto sall them, it will makeyour
nameknownwherever mail service penetrates.

But the business-winning letter must be the product of themost analytical thought. If itistoserveas
asalesman it must be created with all the care that you would train asalesman beforeyou would permit him
tosdl your gods. If your argument isto convinceit must be planned logically, if your descriptionisto paint
amental pictureit must beclear, if your appeal for actionisto get resultsit must bearea appea withrea
inducement. You must know your reader’s point of contact and aim your |ettersthere.

Study your salesletters. Study every letter that goesout over your name. Doesit play thepart it
shouldinyour business? Giveit achance. The subsequent chaptersof thisbook tell you how.

PERSONALITY iswhat marksoneman among thethousands—
what markstheletter weremember amongthehundredsit isno effort tofor get.
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CHAPTER I

What a Letter Must Do -
Its Elements And Contents

hereare certain basi ¢ principles upon which every successful business|etter must bebuilt, certain

invariable elementswhichit must contain. If itistotakethe place of asalesman and do what agood
salesmanwould do, it must follow aline of procedurein making awritten salejust asasalesman doesin
making averba one. It must winfor itself anaudiencewiththemanitisto sell, and oncethat isgained it
must follow the steps of the sale exactly asthe salesman doeswhen hetalksfaceto face with hisprospect,
leading him gradually, tactfully through certain definite processesup to the actual signing of the order.

For thisreason every sentence and paragraph that goesinto one of your lettersshould havea
reasonfor beingthere. Thesoleaim of aletter isto get action and non-essentialssimply detract fromits
directness. You havenotimeto writethem nor hasyour prospect to read them.

Itistheeasiest thing in theworld to writealetter that goesrambling from onetopic to another
without getting anywherein particular. But thegood letter writer hasadefinite endin mind and he goes
straight to it over adefiniteroute.

Go about it to write aletter asyou would to prepare animportant speech. Thereareathousand
thingsyou might say, but only ten arevital. Think of asmany asyou canto begin with, then sift themtothe

few. Confineyoursalf to those pointsand drivethem home, knowing the effect that each should haveandits
relation to theend you want to reach.

Consi der now thegood salesletter. 1t must proceed through certain steps. It must be based logically
upontheprinciplesof salesmanship. It must contain:

1. Theopening, whichwinsthereader’sattention and promptshimto go farther into thel etter.
2. Description and explanation, which gain hisinterest by picturing the propositioninhismind.

3. Argument or proof, which createsdesirefor thearticleyou, hasto sell by showing itsvalue and advan-
tages.

4. Persuasion, which drawsthereader to your way of thinking by showing the adaptation of thearticleto
hisneedsand hisneed of it now.

5. Inducement, which giveshimaparticular or extrareasonfor buying.

6. Theclimax or clincher, which makesit easy for the reader to order and promptshimto act at once.
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Theseelementsmay betaken, infact, not only asthe basisfor the successful salesletter but of every
good businessletter. For acollectionletter isonly aform of salesmanship on paper—you are salling your
man asettlement of hisaccount. And areply to acomplaint isbut another—you are selling your man
satisfaction. Over thewholefield of correspondencethe same principleapplies.

Of coursethe e ementsmay not always appear inthe exact order indicated, or dwaysinthesame
proportion, but they arethere—they must bethereif theletter isto carry theright impressiontothereader’s
mind. A collectionletter may consist largely of persuasionwithastriking climax. Thereply toacomplaint
letter may beprincipally explanation. Thesalesletter, naturally, followsthe outlinemost closely; and asit
hascometo play by far thelargest part in business correspondenceit isthe sal esletter and itsconstruction
that should be given chief attention.

akethese elementsup one by one and compare them with cross-sections of agood salesman’sselling

talk. Youwill besurprisedto find how closely the parallelism followsand how smpleaproposition it
istowriteagood business|etter, after all, onceyou learn that itismerely amatter of talking to your manon

paper.

First, you must get the attention of thereader. You may do thisin anumber of ways—by an open-
ing sentenceor paragraph, for instance, that arouses his curiosity, or by astriking statement that hitssome
oneof hisown problems, difficultiesor desires. Thisinitial interest onthe part of theman addressedis
absolutely essential to the successof theletter. No matter how well your proposition may be stated inthe
body of theletter, or how strong your close, your effortswill belost if the opening doesnot start theman
reading.

Following this attention-winning opening, thegood letter runsdirectly into the description and
explanation, whichisplanned to gainthereader’sinterest. Thispart must beaboveall specific. Every
salesman knowsthe val ue of the actual demonstration—of having hisgoodson theground, so that the
prospect can see and feel and understand. Asaletter writer you cannot show your goods, you must
depend ondescription. Giveyour man adefiniteideaof what you haveto offer. Picturethearticle, itsuse,
its, advantagesso vividly that it swimsbeforehismenta eye.

But thereader must have proof of your statements. Proof or argument followslogically after
explanation. Itsobjectisto createdesire. Itisnot enough to giveyour prospect anideaof the nature or
make-up or working principlesof thething you aresdllinghim. Youmust reinforceall these by arguments,
proving to him the advantage of the purchase, the saving that hewill effect in hisbusiness, theincreased
efficiency hecan attainin hiswork, the pleasurehewill derivefromthearticle. Proof may be presented by
showing the satisfaction, which the article hasgiven to other buyersor by somenovel demonstration of its
quaity andvaue.

suasion, onthe heelsof argument, intensifiesdesire. Herethe reader must be shown tactfully how
possession of thearticlewill bring benefit to him personally. Possibly thebest kind of persuasionishe
subtle suggestion which picturesto the reader the satisfaction or actual gain which ownershipwould bring.

Argument isgiving man evidencethat will prompt himto act of hisown vaolition. Persuasionistheadded
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Dear Sir:

If this letter were printed on a ten dollar bill, it
could scarcely be nore valuable to you than the nessage
it now contains.

For it offers to place in the hands of a few | arge manu-
facturers, alnost wthout cost, a copy of the greatest
MANUFACTURER S TEXT BOCK ever issued in America—a book
that contains conplete and specific office, sales and
factory schemes for increasing a business like yours, a
book that actually outlines in charted form over 30 fac-
tory and selling plans that have built up giant busi-
nesses.

In one chapter alone in this book there is a cost system
all worked out, that saved on |large concern $96,000 in
factory expense in less than a single year. 1In another
chapter the sales manager of a typewiter conpany gives a
conpl ete new system for nmanaging a sales force. Yet
these are only two out of 30 articles, all equally val u-
abl e.

It tells how to stir up and enthuse your sales force; how
to keep factory costs; how to advertise, pronote and

mar ket your acticles; how, in fact, to cut down expenses
and increase profits. It is a gold nine of business-
bui l di ng i deas.

And renenber, the book is free. To each of the first one
t housand nanufacturers subscribing to we
will send a cloth bound copy of this splendid 300 page
book without charge. And even the maga zine is no ex-
pense, for the $2 you pay for it will conme back to you
many tinmes over before you have read one-half of the 12

i ssues.

But you nust act now —only 2700 copies of this book re-
main on hand and live manufacturers will snap up this
offer. So pin your noney to this letter and mail us

t oday.

Yours very truly,

Opening
compdling
attention

Description
and expla-
nation -
arousing
interest

Argument
and pr oof -
conviction

Persuasion

Inducement

Closing-
climaxand
clincher

Hereisan actual letter, used by a magazine in getting subscriptionsthat isamost amodel in logically presenting
every element of salesmanship. From the unusual opening that compels attention, straight through to the urgent
close prompting immediate action, the reader finds himself almost unconsciously led step by step to aniirresistible

desire to buy.
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influence of the salesman’sor thewriter’s personality that bringsaction when the man himsalf hesitates.

Then another thing, which theletter aswell asthe salesman must do—offer aspecificinducement.
You know how the clever salesman manipul ateshistalking points. Alwaysheholdsback till thelast some
extrareason why you should accept hisproposition. Thisisthe part that inducement playsintheletter. And
it culminatesinthe climax or theclincher. Asyou hesitate, undecided whether or not to order, the shrewd
salesman shootsat you onelast advantagewhich hehasheldinreserve.

And, youwill dsorecdl, hefollowsit upimmediately by placing beforeyou an order blank ready
for your signature. He haslearned the secret of making it easy to order. Andthat iswhat you, too, must do
inyour businessgetting letter—follow up your last inducement and your “ Act today” by givingtheman
something to sign—apost card, acoupon, something that isready to return. Makeit so plainto himwhat
heisto do that there can be no possible misunderstanding. Say itin so many words—" You dothisandwe
will dothat.” Aimto makeyour climax so direct, so strong and s mplethat the reader cannot resist the
temptationtoreply.

Givethiscontent outline application. Take, for example, thefirst letter in thischapter, an actua
bus ness|etter that was successful in selling agreat many booksby mail. Notewhat an anaysisof itsmake-
up reveds, how it leads step by steptoitsstriking climax.

Here attentioniswon through astriking opening assertion that must arouse the curiosity of any
reader. But it runsinthevery next sentenceinto explanation. Proof of thebook’svalueisfoundin state-
mentsof what its planshave donefor other concerns. The next paragraph persuadesthrough suggesting
what possession of the book would enablethe buyer to do. Then followsinducement through offer of the
book freeasapremium. Finally theclimax comesinthelast urgent suggestion to act at once becausethe
number islimited. And how could ordering be madeeasier? Simply “pin your money to thisletter and mail
ustoday.”

Of coursenot dl lettershave theelementsmarked off so clearly asthis. Anentirely different
method of appeal may seem advisable. Judgement must depend upon your knowledge of what will winthe
reader’ sinterest. But thefinished |etter contains, in some degree, every one of theseelements. Theonly
suremethod of learning their functions, valueand proper useisto study each oneindividually. Then, withan
appreciation of the effect of each upon thereader, you can build aba anced business|etter that will bring
results.

TheNew SalesL etter

Every new machineor process,every nove plan, schemeor principle,isatool in thehandsof today’s
successbuilder. And theoriginal thought, theparagraph or letter that abandonsyester day’sformalities,
that hitsstraight, that hewstothelineof “you”,isstonefor tomorrow’stower of business.
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Dear Sir:
Common-
We have been inforned that you contenplate building a new place open-
factory and if so, we presune you will be in need of sup- ing
plies.
We wish to advise you that we are headquarters for all Stereot)_/ped
ki nds of power transmitting nmachinery and mll supplies expressions
and can furnish and erect entire equipnents.
. : Noargu-
Encl osed find our 1909 catal ogue. By gl ancing through
. . : . ment
this you can obtain sone idea of our I|ine.
If interested in these goods, we should be glad of an op- Does not
portunity to quote you prices an are confident they will actually
meet your approval. interest
Trusting you will let us have a share of your business and
) Promptsno
hoping we may hear fromyou at an early date, we are _
action
Yours very truly,

Hereisatypica saesletter, filled with stereotyped, expressionsand absolutely wanting in person-
ality andreal salestak. It followsacommonplaceform of genera solicitation and would give no reader
theimpressionthat it wasaddressed to him personally.

Asawholetheletter ispurely commentary. It doesnot proposeor offer one specificthing. The
only positive statement inthe entireletter isthat acatalogueisenclosed. It doesnot interest thereader or
arousehisdesire. Hehasno reason for answeringit.

The opening sentencelacksthe directness necessary towin attention. Thereistoo much*we”
and not enough “you.” Such expressionsas”wenotice,” “no doubt” and “wedesretoinformyou” are
superfluousand detract from directness.

Itisamistaketo suggest that the reader “glance” through the catalogue. He should be asked to
goover it carefully. Instead of soliciting an opportunity to quotediscounts”if heisinterested,” theletter
should actualy win hisinterest by playing up some particular feature of quality, serviceor priceand
showing how thegoodswill meet hisneeds.

Thecloseissmply themildest suggestion, inspiresno action and offersnoinducement for the
reader to answe.

Notice how the same propositionishandled intherewritten [ etter:

The opening appealsdirectly to thereader’ sneeds, compel ling hisattention. Thesecond para-
graphwinshisinterest by picturing an undesirable situation he may face and showing him how toavoidit.
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My dear M. French:

You will soon be wanting supplies for
are erecting.

the new plant you

And you know what a trying proposition supply buying is
when you have to obtain your equipnent from a dozen dif-
ferent sources. There are sure to be sone parts to go
back for alterations: there will be delayed shipnents on
sonme goods that will hold up all. You have been saying to
yoursel f how nuch quicker and easier and better you could
put your plant in shape if you could get somewhere a com
pl ete equi prent that would neet your needs.

That is just what we are ready to install for you on an
hour’s notice—a conplete equipnent that will neet your
nmost exacting demands - in econony of operation—n-day-in-
and- day-out wearing quality.

And because we can furnish you with every item of equip-
ment that you need, we can do it at a bed-rock m ni mum of
cost to you. The catal ogue enclosed is a perfect direc-
tory of plant equipnent. Go over it very carefully. Note
particularly the special prices quoted on “Star Brand”
belting. This is made in our own factory fromthe very
choi cest oak tanned stock. In actual tests it has proved
its ability to outwear three tinmes over any other belting
at the sane price on the market. And this is just one
item —just to give you an idea of the price an quality we
could give you in furnishing your plant conplete.

You sinply cannot afford to buy a dollar’s worth of sup-
plies until you know our rock-bottom price for the entire
equipnment. Fill out and mail the enclosed specification
bl ank today. Qur prices and full particulars will conme by

return mail

Very truly yours,

Attention
Won

Interest
aroused by
showingan
under stand-
ing of the
reader’ needs

Beginning
argument

Argument
backed by
proof in
specific
articleand
pricecited

Explanation

Persuasion

Prospect
given
something
tosign

Next comesargument to arouse hisdesire by showing him the trouble and money he can save by
ordering acompleteequipment. Proof followsin citing aspecific priceand article. Inthecloseheis
urged to act at onceand isoffered inducement in service—complete pricesand particularsby return

mail. And heisgiven somethingto do at once, bringing heletter to astrong ending.

Page- 14




PART I

ELEMENTS OF
THE BUSINESS LETTER

The Single Aim

SOME men talk without getting anywhere
In particular. Aiming at nothing, they hit
Their mark.

And some letters go rambling from salutation to
close. They are so many ink marks that take up space.

But listen to the master lawyer make his plea. He
selects his points, marshalls them in order, drives
them home aiming always at one vital end—the verdict.

And the good business letter has a single design.
Attention, interest, desire, are essentials enroute,
but they all lead to one ter minal—action.

Plan your letterslogically, but keep one end
in view—to crystallize wants, turn desire to
decision, get results, the order—now.

Page- 15




CHAPTERIII

How to Start a Letter—Attention

M ost menwant to read your letters. Even abusy man—aman whosedaily mail runsinto hundreds of
pieces—isjust asanxiousto read what you haveto say asyou areto have him.

But hecan’'t—hesmply can't

Heopensthe sheet withinterest, even with enthusiasm. “What'sthis?’ hesays. “From Jonesand
Company—who arethey?>—what’ stheir proposition?—blank books, en?—we' |l be needing some pretty
soonand I’ m not entirely satisfied with thelast | ot we bought from Smith and Company.”

That'syour man’sattitude ninetimesinten. He' sready, willing, anxiousto befavorably impressed
with your salesletter, and what doeshe get?

A stereotyped opening.
A pointlessproposition that probably doesnot contain the very information hewants.
A groveling, beseeching, spinelesssuperscription.

Thefirst actsupon hisinterest about asapail of cold water would; the second irritateshim; the
last—if heever getsthat far—smply adds speed to thefillip with which hefilesit in the nearby wastebasket.

If your lettersdo not bring results, do not consoleyourself with thefalsebdlief that all salesletters
are scrapped by the clerk or boy who opensthemail. Onceinahundred times—maybe. Theother ninety
and ninefailuresaredueto somefault with theletter or the proposition it presents.

N ot, understand me, that | claim any letter will givereturnsin every case, but theright sort of aletter will
invariably leavetheright sort of animpression. Your man may not beinthe market, hemay not fedl
ableto maketheimmediateinvestment, and he may be engrossed with mattersof such importanceasnot to
beableto study your proposition. But if theletter isright, it will doitswork.

A bad start will kill an otherwise passable sales| etter.

What isabad start? | should say any opening which doesnot nail attention with thefirst phrase,
which doesnot turnthisattention to vital, persond interest.

Attention!
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Study that word carefully. Thereareasmany waysof attracting attention, astherearecolorsinthe
rainbow. A few primary rulesmay beevolved, but these are subject to an infinite number of shadingsand
variations. Persond tastewill determine how best to attract attentionin different classes of |etters; condi-
tions, moods and the exigencies of themoment will govern theexact coloring and tone of theindividual
letter. Your start should makethereader fedl asif you yourself wereat hisdesk, making your talk.

Asyou hopeto dothishy all means steer away from the stereotyped opening. Youwill never geta
man’sattention if you begin in the same old commonplaceway: “ | havethe honor to informyou,” or“In
reply toyoursof the 18" | begto state.” Thereisno particular honor involved ininforming meand no
reason on earth why aman should “beg to state” something | haveasked him. A businessmantold methat
hegot sosick of “begging” lettersthat hefired them all into the wastebasket.

Why not say what you haveto say right off thebat? When | writefor acatal ogue, for example,
why should aman begin hisletter in reply with apreamblelikethis: “ Answering your recent favor ad-
dressed to our office, we wish to state that under separate cover we are mailing you a copy of our
1911 catalogue and trust you may find such a lamp as you requireillustrated therein.”

Why not break right in: “ The catal ogue you asked for the other day isgoing to you in thismail
and we are so confident that you will find listed in it just the kind of a lamp you want that we want
youtogothroughit very carefully.” What'sthedifference? | fed instinctively on reading thefirst that
they are sending methat catalogue asafavor. Theother gets my attention and interest because | am made
tofeel thereisalampinthat cataloguethat | want.

After all, theeasiest and best way to start aletter isto be perfectly natural. Whenaclothier an-
swersmy inquiry with “ Agreeableto your request of recent date we encloseyou our booklet,” henot only
faillsto makeagood impression, but he actually makesabad one. He beginsthat way smply because he
thinksformalitiesare necessary. But in doing so heflieswide of agood beginning becausethe sentenceis
not only stilted, but dsoitimpliesthat heiscondescending to do meafavor.

How much morenatural it isto begin asthismotor manufacturer does. “ Our ideainthe manufac-
ture of a motor isjust this—the customer wants a motor that is mechanically correct.” And hereisa
man who would sell meacedar chest. Hegetsmy attention and interest from the start when hesays: “ You
know that in Colonial days nothing was considered equal to a red cedar chest for preserving furs,
blankets, etc.”

ME writersof success-bringing | etters consider that the problem of gaining attention issolved best by
se of severa words, sometimesdisplayed in capitalsor underlined, asthefirst paragraph of theletter,
thus
“Dear Sir:
“BIGPROFITSFOR YOU!”

“Dear Sir;
“FIRE TWO OF YOUR CLERKS."
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Dear M. Burke:

Attention
You woul dn’t think of throw ng away your fountain pen sim | \yon

ply because the ink in exhausted.

Then why throw away your worn duplicating machine ribbons? | Explanation

We can re-ink themas well as you can fill your fountain and ar gu-
pen. ment

If you vviI! exa_m' ne one of your 'app'arently worthless rib- Argument
bons you will find that the fabric is scarcely worn at and proof
all. We take these, treat them with our special process,

refill themwith ink and return themto you practically

new ri bbons and for only one-half the cost.

Read the encl osed fol der—t explains our proposition

) ) ) Persuasion
fully. But a trial will convince you. And the sooner you
send them then the nore you' Il save.
Way not pack them up, put on the encl osed shipping | abel
and send them al ong right now? Clincher

Yours very truly,

Hereisasalesletter that isespecially good becauseit presentsits proposition fully and clearly,
and makesastrong and convincing appeal inafew paragraphs. All theelementsof sdlesmanshipare
present, yet they are so cleverly interwoven that theletter stands, first of al, asaunit.

Attentioniswon through acombination o thetwo methods of opening aletter recommendedin
this chapter—use of theword “you” and adirect unusua statement. Another virtue of the opening isthat
it statesafact that the reader isforced to agreeto, thuslaying the basis of confidencethat isso desirable
inevery sdlingtransaction.

Thefirst three paragraphsexplainthe proposition and dl arelikewisefull of argument. Proof of
the reasonabl eness of the proposition isoffered in the suggestion that the reader examinetheribbons
himsdf.

Thereisboth persuasion and inducement in paragraph four’ surgent argument of money saved,
and the closeisagood exampl e of how action may be prompted when you do not give the prospect
anythingto sign. Twoinstancesare presented of calling attention to enclosureswithout breaking the
continuity of theletter, and thereferenceto the shipping label isan especidly good example of making it
easy for the prospect to order.
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“Dear Sir:
“YouMUST act today.”

“Dear Sir;
“MAY | GIVE YOU $1000.007?

Thisplanisbased upon successful advertising practice. Itistoasalesletter what acatch-lineisto
anadvertisement. You summarizethemost striking feature of your propositioninto the smallest possible
number of wordsand hurl them at your prospective buyer with al theemphasisat your command.

Used with discretion, theideaisexcellent. 1t makesthereader sit up. Thehuman mindisso
constructed that it requiresapositive and conscious mental effort to turn asidefrom any thing that has
aroused curiosity. Thenormal operation of themind isto satisfy that curiosity, eventhough thereader’scold
reasontellshimthat hisnot likely to beinterested. Anadmirable exampleof thisschemewastheletter of a
magazine publisher addressed to subscribersfrom whom renewal s of subscriptionswere being solicited.
Theletter opened with the singleword—

“Expired!”

Very few of thosewho received that | etter failed to read further to learn who, or what, had expired.
Another instanceisthat of acollection agency. Thisconcern had aseriesof form lettersdesigned tofacilitate
collections, and thecircular letter through whichit brought the proposition to the attention of possibleclients
opened—

“YOU DONOT PAY YOURBILLSPROMPTLY, SIR!”

Naturally, the man who received such adap intheface did not tossthel etter aside without learning
more.

Theadvantage of thedisplay-lineopening isthat it virtually compel sthereader to continueinto the
second paragraph of your letter. Thedanger isthat you may arouse an interest which the balance of your
communication, or the merit of your proposition, doesnot justify. Thisstyleof openingislikethecatch-line
of an advertisement or the headline of anewspaper article. Thead-writer who shrieks* Price Slaughtered”
and then listsstaple goodsaat prevailing pricesmissesfire.

The newspaper which habitua ly employslurid headlinesand six-inch typeto set forththe ordinary
doingsof adull day hasnothingin reservewhen an event warranting the spread eagle scream line occurs.
Themethod isoneto use sparingly and only when other meansfail.

EXT inimportanceto the display-lineasameansof riveting attention, standsthework “You.” Noth

ing issoimportant to aman ashimself; thereisno subject on which hewould rather talk—or listen.
Somesay thisisvanity. Itisnot. Noman ever amounted to anything who did not consider himself, his
methods, plans, judgment, accomplishments, to be thoroughly practical and worthy of emulation. Thisisnot
smugnessor self-complacency. Itisthenormal attitude of aman entitled to sit at aroll-top desk. It is, if you
please, your own attitude—the attitude of self-respect. Theintelligent writer of salesletterswill employ the
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word “You” with tact and discretion. Becauseit isthe open sesameto every man'sattention isthevery
reasonwhy it should be carefully guarded and sparingly used for businessgetting at al times.

A sdesletter isdesigned tolead amanto anew interest, changeaman’s point of view or ater his
past convictions. Before hereadstheletter he holdsone of threeviews; either he never heard of your
proposition (inwhich case he must be enlightened); or heis satisfied with his present goods or methods; or
hehasan active prejudice against you.

In any case, hisopinion must berespected, though you arewriting in an endeavor to dter it.

O OPEN aletter with, “ You realize, of course, that you arelosing money by not buying our——" isto
insult your prospective customer by telling him that heisddiberately throwing away money.

“You” isthe second most important word in the vocabul ary and the second oldest. Asan attention-
compeller itiswithout peer, but it isaword with which onemay not takeliberties. Thewriter of salesletters
must remember that heisgeneraly addressing astranger, and that whileafriendly, natural, man-to-man
attitudeisdesirable, nothing that vergesupon familiarity will betolerated. “You” isfamiliar. 1t will, without
doubt, get thereader’ sattention.

Therefore, besurethat it getstheright sort of attention. \WWhen a certain eminent surgeon was asked
what part of the human body was most sensitive, hereplied, “ The pocketbook.” Evenacrude appeal to
the pursewill win attention. Men arein businessto make money. Theindividua to whom your salesletter
isaddressed isasintent on money getting asyourself. These, then, are pointsupon whichwe may be sure
we can gaininstant attention—thedisplay line, theword“You” and the apped to the pocket.

Itiseasy enoughto attract attention: the rub comeswhen you endeavor to vitalizethat attentioninto
persond, undivided interest.

Thefirstisatrick of words. Cry “ Stop!” and every manwithin hearing will turnto your call. But the
next word uttered must makeits persona appeal or the attention gainedisagainlost. And attentionlostisa
doubleloss, for aman oncetricked into pausing to hear something of nointerest will not betricked again.

That, | believe, isthe most treacherous pitfall of thewriter of salesletters—the employment of
shrewd meansto gain ahearing and thefail ureto take advantage of the opportunity with aletter which will
interest, persuade and finally carry absolute conviction. Too many writersstop half way. They arelikea
chap | knew at college—awaysableto get ajob but never ableto hold one. Hetold meit was because
the“ gilt woreoff.”

You haveyour man’sattention: now for hisinterest!

* * %

SUGGEST that you can help the reader
of your letter and you have his attention.
tell how, and you have hisinterest. Prove it,
and you are likely to have his signature.

Page- 20



CHAPTER IV

How to Arouse Interest

MONG magazine and newspaper writersthe acknowledged form of successful short fictionisthe“hu

maninterest ory” —onedealing with primitive pass ons, theincidents of which are common experience.
Your wash woman and the heiress at boarding schooal, your office boy and thedirector of agresat railway, are
equally—though perhaps differently—affected by it. It dealswith fundamentals. 1t ignoresnon-essentials.
Humaninterest itiswhich packsthe playhouse, which makes possible apenny press, which sellsmillions of
magazines. Properly handled, it may be madethe basisof nine-tenthsof your successful salesletters.

Human interest isavague term; one difficult to define and even more difficult to apply to acold
commercid proposition. Perhapstheeasiest and quickest way to arriveat an understanding isto citeexamples
taken at random from several different industries.

L et ussuppose we arewriting to awoman on the subject of boy’sclothing. Thisisasubject, which
lendsitsdlf readily to thedisplay lineopening described in the preceding chapter, sowewill useit, thus:

“DEARMRS MYERS'
“ About that Boy of yours.”

We have her attention, of that there can be no doubt, for the boy isthe most interesting subject inthe
world to hismother, whether he be an effeminate little bookworm or the neighborhood terror. Now what
statement can we next maketo turnthat attentioninto interest and lead naturaly to our proposition? Wheét little
fact of human naturewill open her mind, enlist her sympathy, gain her confidenceand bring her tolook at our
proposition from theright standpoint?

“Heisarriving at the age when his spirit of manliness assertsitself. You find himimitating his
father’s manners—heisusing your embroidery scissorsto shave with—heisno longer ambitiousto be
a policeman, but has his eye on the Presidency. Among the serious problemswith himtoday isthis: he
is beginning to want manly, square-cut ‘grown-up’ clothes. He is no longer satisfied with ordinary
boys' clothes. He wants something ‘like father’s.” ”

That ishuman interest. Wetouch upon that pathetically humorous period of transformation between
childhood and youth in order that we may bring our reader to approach the subject of her boy’sclothes
from theboy’sown viewpoint.

GAIN wemay takeasan example, aletter written by the manufacturer of an electric motor-controlling
devicewho wished to persuade electrical contractorsto use hisgoods.

“Dear Sir:
“I wason board theU.S. Monitor ‘ Florida when shewashit by aWhitehead torpedo containing
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200 pounds of gun-cotton.

“ “Aticklish position,” you say?

“Not at all. The watertight compartments of the ‘Florida’ are controlled by Ajax Automatic
Switches. When the torpedo hit us the Ajax Automatic closed the bulkheads. | felt entirely safe and
secure because | knew the Ajax would not fail.”

Herewe havewar, dynamite and sudden death asthe elements of humaninterest. Thewriter
referred to asubject that had had wide publicity. He added abit of persona experience, gave hisreaders
someof theingdehistory of animportant event.

Again, amaker of eyewash might say:

“Dear Sr:

“Trouble with your eyes?

“ Ten thousand people went blind last year in New York State alone. Over 1,000,000 pairs of
eyeglasseswere sold. Areyour eyesin danger?”

Herewe appear to fear—primitive passion.

Thewholeobject of employing the human- interest ideaisto lead thereader naturally to the point of
view fromwhichwedesire himto consider our proposition.

Thisisimportant.

Inthe stern competition of today, any successful salesplan must begiven apeculiar, anindividua
twist. We must accentuate some point of superiority. And then—we must bring our prospective buyer to
view the propositionfromthat angle. This, in caseswhere one dealswith people unfamiliar and with techni-
calitiesof our business, can be done best by theintroduction of the human-interest element.

HE problem of securing theinterest of aman who understandsthoroughly the general propositionwe

haveto present, issomewhat moredifficult. Quality, price, serviceand profit arewhat such abuyer
looksat. Humaninterest can seldom beinvoked to hold hisattention. But thereisaway—"technical
interest” wewill cdl it for convenience.

Scattered about theworld thereremain afew “know-it-alls’ to whom technical advancesarea
fallacy and themarch of progressastampedeto ruin. But the generality of men areready and eager to take
advantage of every improvement—watch closaly every new development intheir trades. Ingoingtoa
manufacturer with anew machine, anew attachment for use on hisproduct or even astaple material,
immedi ate attention can be gained by attracting to hisnotice at onceyour leading point of superiority and
explaningittersaly, technicdly.

If you arewriting to an electric light man on the subject of anew incandescent lamp for useon his
lines, get right down to cases.

“Dear Sr:
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“ An efficiency of one watt per candleis guaranteed for the Hilight Lamps, which efficiency
is maintained throughout a guaranteed life of 1,000 hours.

“The attached report of tests by the Electrical Testing Laboratories will give you exact,
detailed and unprejudiced information on this new unit.”

Tothegenera public, or to anyoneunfamiliar with thetechnicalitiesof theincandescent lamp
busi ness, such an appea would beuninteligible. To menwho know, itisthe surest aswell asthe most
direct method of exciting interest.

Thedanger of an appedl totechnical interest liesin thefact that we sometimesgive our readers
credit for more knowledge than they actually possess. Another, and graver danger isthat weareliableto
lapseinto technical jargon in dealing with everybody, instead of reserving it for thefew who know and
appreciate.

HERE are, of course, any number of other waysto createreal interest—thekind of interest that will

carry thereader through your descriptive paragraphs and lead him to the favorabl e consideration of
your proposition. An appeal to the pocket, abit of trade news, the citing of adifficulty whichisworrying
him and which your product or serviceisdesigned to overcome—all of theseareavailable.

But be surethat your appedl isto hisinterest—that you are making theright kind of apersonal
apped, just astheman inthehigh collar triesto get theinterest of hismore humbleworking neighbor.
Thecommon error isto ramble aong on asubject, whichisof interest to yourself, not your prospective
customers.

“We have just finished our fine new forty-acre factory,” may be newsbut it doesn’t touch avital
spot in the man who hasbeen buying for ten yearsfrom your competitor with four acresof floor space, who
giver personal attention to each order and deliversthe goods promptly.

When you haveyour prospect’ sattention, follow your advantage by appealing to hisinterest—not
by talking about yoursdlf, your factory and your product. “Hit himwherehelives,” isdang, but it hasagrim
sgnificancetothewriter of saesletters.

“Hithimwherehelives’ and hisinterest will carry him through your paragraphsof description, will

lead him straight to your proposition, will put himin aframeof mindto say “yes’ when hereadsthat propo-
gtion.
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Dear M. Benson:

You believe in protecting your honme fromfire, don't you?
But how about protecting it from the other elenents?

The next tinme it rains, your shingle roof may |eak, your
ceilings may be water soaked and sone of the choicest and
nost val ued contents of your hone damaged beyond repair.

For sooner or later, shingles are bound to warp and curl,
pulling out nails and allowing the rain to beat in. Fur-
thernore, they rot quickly when shaded and even though

they may LOOK firm they allow the water to soak through.

But it isn't necessary for you to run this risk. For at

no More than what ordinary shingles cost, you can get ab-
solute protection—+n Flintold. Here at last is a roofing
that will withstand year in and year out the npbst severe

weat her conditions.

Flintold is nade of the very best of raw materials. It is
laid in three layers over the entire surface. Over that
goes a red coating that oxidizes after a short exposure
and makes a surface solid as slate and absol utely unaf-
fected by hear, cold, or danpness.

Just sit down for a noment and figure up how long it has
been since your roof was put on. Can you trust longer its
doubtful protective qualities? Flintold can be laid right
over the old roof, as the booklet shows. The cost in-
cludes nails and cenment—and we pay the freight.

Sinply fill in the dinensions of your roof on the enclosed
order blank, sign and mail today.

Very truly yours,

Intimate
question
winsatten-
tion

Arouses
interest

Explanation
runsinto
argument

Argument

Explanation
and pr oof

Per suasion
I nducement

Clincher

Thisletter isagood example of interest won and held from beginningtoend. Almost every
paragraph containsexplanation, cleverly combined with other elements. Argument beginswith showing
theinferiority of shingleroofs, and continuesthrough paragraphfive. Proof of quality isfoundinthe
explanation of weather effects; persuasion, in the query asto the shingleroof; inducement, intheagree-

ment to pay freight charges. Theclosing sentence bringsaction.
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CHAPTERYV

How to Hold Interest - Explanation

OU haveattracted attention: you havewon interest: now to explain your proposition. “This,” saysthat
amateur writer of salesletters, “isacinch. All onehastodoistotell about the goods.”

That'sall—tell about the goods.

Thissoundseasy, doesit not? One has but to produce aword-picture of adefinite object or
describetersely aservice, whichyou offer. Yetif thereisagift morerarethan that of trandating aconcrete
articleintowords, itistheability to seethat articleinthemind’ seye. Both are necessary when onebegins
to“tell about thegoods.” Holman, inhis*Ginger Talksto Salesmen,” says*ittakesalongtimetotell
something you don’t know,” and similarly, it takesagood many wordsto picturein another’ smind some-
thing which you seeonly vaguely inyour own.

Thetheory of successful letter-writing may belearned easily and the“tricksof thetrade” assmilated
at aglance, but the ability to formamental pictureand make othersseeit vividly by meansof wordsis
something which comeswith patient labor. And it issomething, which cannot be taught—it must belearned.

Wrap your mind about thething you haveto sall. Analyzeit—study it—finger it over with thetentacles of
thebrain. Concentrate upon it solong and with such singlenessthat the product and all its partswill swim
plainly into view beforeyour closed eyes.

Watchamantelingastory. Hevisualized each point and situation for hislistener. You can profit by
hisart. Eliminate non-essentiasor the pointsinyour product, which arecommonto al similar goods.
Center upon the detail sof superiority. Then draw your word picturein afew simple, strong, definite
phrases.

Easy? Thebest mindsin literature have staggered beforethat problem. Itiswhat raises sales-letter
writing and advertising to theplane of afineart. Itisthereason men of trueliterary geniusareto befound
today intheranksof the business correspondents.

In“telling about the goods,” one must speak to one of two classes—peoplewho know something
about thisclassof product or peopleto whom thewhol e propositionisnew and strange. Intheonecase,
thewriter amsto bring out only the pointsof superiority in hisproduct: in the other, thewhole proposition
must bemadeplain.

Pointsof superiority in astaple goodsarefrequently amatter of opinion. The proprietor for whom
youwritemust begiven credit for acertain amount of parental bias. Liketheclevernessand amiability of
hisbabies, the superiority of hisproduct may consist merely inamoreor lessjustifiable prideinhisown
ability asaproducer.
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T ISbest tolook at the proposition from the user’ s standpoint alwaysand to present itinitsfinal relation

tothat user. To describethe detailsof manufacture and the high grade, expensivematerialsusedina
fountain-penisthemaker’sides: the user wantsto know that this pen never leaks, iseasily and quickly
refilled, that it does not clog and requiresno specid sort of writing fluid.

Nor isit enough that thesevita facts be stated—they must be put in such phrasesaswill attract,
humor and convincethereader. A real estate promoter showsushow thismay be done:

“ Fresh Soring Water, so pure and delicious that it is bottled and sold, is piped through all the
streets. Just think of that, as compared with having to buy your table water, or to drink Croton
water unsatisfactorily filtered!”

A manufacturer of bathroom equipment isequally successful when hesays.

“Porcelain Enameled Wareisaperfect unity of iron and porcelain enamel—the strongest and most durable
combination ever produced in asanitary fixture, having theindestructible strength of iron with the showy
eleganceof finechina. Their extraordinary wearing quality isonly one of the reasonswhy these beautiful
fixturesafford moreyearsof satisfactory serviceper dollar of cost than any other variety of plumbing
equipment intheworld.”

In some casesthe pointsof superiority consistin high quality of raw material, exceptiona grade of
labor or peculiar process of manufacture. The common expressionsused to qualify these pointscarry no
conviction. “Best on earth,” *“ above competition,” * secret process of manufacture,” —such stereotyped
phraseswere abandoned by intelligent writerswhen PT. Barnum struck Broadway fifty yearsago.

If Robinson Crusoe had beenwritteninthe” best onearth” style of generdlities, it would never have
reached print. Theearmark of atruetaleor asincere descriptionisan unconsciousemphasisonlittle
specific pointsthat aman can scarcely imagine, but issureto notice asheactualy livesthe part or touches
thegoods.

AKE, for instance, so smpleatool asatap. All onecan say about it, apparently, isthat itiswell

made, of the best steel and carefully tempered. Everybody who ever wrotealetter onthesetoolssaid
thesamethinginthe samewords, until aNew England manufacturer tried hishand. That |etter wasa
masterpiece. Indescribing thegoodshesaid: * You could forgeafirst classrazor fromon of our taps
and the razor would cut smooth and clean for the same reason that the tap does— twould have the
right stuff init.”

Let that onesinkin.

Hedoesnot say that histap ismadefrom razor stedl (which would be commonplace), but that you
could make arazor fromoneof histaps (whichisdistinctive). And theninstead of alot of hackneyed
phrases designed to convincethereader that thissteel isthe best on earth, he states succinctly that histap
has“theright suff init.”

Hesmply takesafresh viewpoint—hasthe courage to use unexpected words.
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Thesame principle applieseverywhere. Avoid extravagance, vague claims, generaities, and
superlatives. Exaggerationsgain nothing. Theworld today knowsthat for every high-grade product there
areadozen“justasgood.” It may betruethat yoursisthebest on earth, but it will take either amighty
good presentation of that fact or adetailed explanation of at |east one point of superiority to make astranger
believeit.

Sometimeswhol e paragraphs of description may be crystallized into asingle suggestion of compari-
son. “ TheBell refrigerator,” saysoneletter writer, “ isasfinely finished as the most expensive piano.”

A furnituremaker givesmeadistinct impression of thequality of hisgoodswhenhesays. “Thereis
as much difference between the oak used in ordinary furniture and the selected quarter sawed white
oak we usein oursasthereis between laundry soap and a cake of scented Pears.” And still another
putsawealth of suggestion into hisletter by saying: “ Nothing will effectually take the place of the good
old cedar chest, with its clean, sweet, pungent aroma so dear to the heart of the old-fashioned
housewife.”

O EXPLAIN anew proposition to one, who knowsnothing of it, onemust naturally beginwith general

statements; al so one must begin with something with which thereader isfamiliar. A pieceof art
nouveau jewelry, for example, isamost impossible of definiteword-picturing, yet referenceto themodern
French school of design and allusionsto apopular Parisian jeweler would call upinthereader’smind a
picturewhichwould satisfy.

Theobject hereisto stimulatetheimagination rather than attempt to portray an actuality. A pieceof
silk might besaid to resemblein tonethe colorings of arare old Japanese print, which iswholly ambiguous
but leads the mind back to avaguely exquisitememory. Theresult of such suggestionisamost asdefiniteas
if weshow thearticle, whileaseries of superlative adjectives such as“ most harmonious coloring, exquisite
design and charming ensembl e’ leave no other impression than one of admiration for thewriter’scommand
of words.

In any explanation, specific or generd, it should bethewriter’ sideato so describe hisgoodsthat
thereader will both understand and desirethem. It isnot enoughtotell what you havefor sae, but you
must tell it in asales-making manner. A clever haberdasher never showsascarf inthebox. Hetakesit out
and with adeft twist formsafour-in-hand over hisfinger and the customer not only seesthe scarf—itscolor,
weaveand theplay of light over the silken surface—but he seesitinitsrelation to himsalf, asit will ook
whenworn.

HIS should betheideaof the sales-|etter writer aswell asthe salesman—show thegodsin their final
relation to the customer.

A salt manufacturer carriesout thisideain thismanner: “ You know how ordinary table salt
refuses to sift in damp weather and when dry, cakes in the salt sellers like adamant. Our saltis
always dry and flaky and it flows freely on the dampest day.”
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And amaker of underwear strikeshomewhen he says:. “ Crown underwear letsyour body
breathe. A continuous current of fresh air passes through the holesin the fabric, cooling, cleaning
and stimulating the pores of the skin.” Such description winsinterest and even arouses desire because
thereader fed sitsrelation to himself.

But under no circumstances, in the effortsto make your explanation of human interest, let it makean
indefiniteimpression. Better pictureyour product with the exactnesswith which the draftsman drawsanew
machine, even though it doeslook dry and mechanical, than convey any but the actual facts, and convey
them plainly. Themost successful mediumstoday, the big mail order housesdescribetheir productswiththe
most exact and apparently prosaic details.

But to givethewidth and length of arug, the exact order of colors, thelength of thefringe—these
factsgiveanimpression of reanessand also visudizethearticleto the customer. Not only visudizeit, but
also by giving the dimensionsand appearance, visuaizeit in the placewherethe buyer would liketo seeit,
onthefloor inacertain spotinthehomewhereit will fit.

Vitalizethe Facts

LETyour cor respondent know that

apersonal interest attachestohim—a
real personal interest that isnot measur ed
wholly by hisorder and hisdollar.

Talk tohim alongthepurpleribbon asone
man would talk toanother—with point, tact
and brevity; with keen businesssenseand
clever under standing of hisneeds.

Inreturnyou will win that close, per sonal
associationsand activesupport which builds
business.

—-GeorgeH. Barbour
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CHAPTER VI

How to Create Desire --
Argument And Proof

T ISprincipleinlaw that amanisinnocent until proven guilty. Itisaprinciplein businessthat asales
clamisfalseor exaggerated until itisproved conservativeandtrue. Ineither event, thework of proving
acaseisahard one, and callsfor keen thought and awide knowledge of human nature.
Cald, hardlogic, and cold, hard facts—these alonewill win.

Brag, clams, “hot air,” if you please, pdl failure.

When you have explained your propositionin asalesletter, you must proveyour words. Itisnot
enough to expressyour own persond convictions: itisnot enough to say that amillion of your deviceshave
been sold; it isnot enough to give hearsay evidence or second-hand testimonials. You must proveyour
clams, and quickly.

Of course, many timestheonly way to provethat an articleisall that you say and claimitis, isfor
meto buy it, try it and useit. But supposel am thinking of buying amattressand the deal er writesto me.
“This mattress will never mat, pack, get hard or lumpy, and furthermore, it is absolutely non-absor -
bent, dust proof, vermin proof and practically un-wear-out-able.” Now if al thisistrue, that isthekind
of amattress| want, and to proveto methat these claimsaretruethewriter goeson to say, “ Remember,
wesell onthe complete understanding, if the mattressisnot perfectly satisfactory, or better fill, completely
toyour liking, it can bereturned at our expense, and your money will be promptly refunded.”

A maker of refrigerators proves hisgoodsare quality stock, too, when hesays: “ If | could only
take you through our factory so you could see what goes into the ‘Morton’ and how it is put in—the
care and pains we take to make a refrigerator that will last a lifetime, you would not hesitate to
make the investment.”

Theaverage man wants proof, first, of thevauesyou offer. Thisholdsgood whether you areselling
emery wheeglsor elephants. 1t must either be better at the same price, or priced lower, than similar goods
purchased el sewhere. Evenwherethearticlefor salehasno competitor it isnecessary to assurethe cus-
tomer, directly or indirectly, that heisgetting abit more than hismoney’ sworth.

HIS does not mean that we must talk cheapnessor claim to offer extravagant values. 1t doesnot mean
that wemust talk priceat al. It meanssimply that we must show the customer where he gainsby the
purchase.
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Ganl

That word isthefoundation stone of al successin salesmanship by mail. Show the prospect how
he gainsby purchas ng—and not d onein money, for fiscal advantageisnot dwaysto keynote; butin
comfort, satisfaction, well being and happiness.

Show the prospect hisgain—and proveit.

Thefact that ahot water heater isbeing used by hundreds of householdersin my city may bea
sound argument asto the popul arity of thisheater, or the good work of asalesman. Butif | anlookingfor a
heater that will save money thisargument doesn’t fill by needsnor supply my demands. However, if the
man writing about heaters says, “ Thisheater also saves money by burning pea or No. 1 buckwheat
coal and burns from 30% to 60% less of it than any other steam or hot water heater yet shown on
thepatent records,” thislineof argument fitsinto my ideasexactly.

A redl estate man of my acquai ntance sent out four | etters describing the beauties of hissub-division,
the select neighborhood, the excellence of the houses sold on easy payments, and all thoselettersfailed.
Thefifthletter wasasuccess, brought inquiriesand devel oped business. The secret of that successwasin
thefollowing paragraphs.

“You pay rent, do you not? Suppose you applied that same check towards a home or your
own. You would not be paying out any more money, and at the end of a few years, instead of being
the owner of a pile of musty receipts, you would be the owner of a fine house and lot.

“Here arethe figures: prove to yourself that it can be done.”

UT gofurther. Show the prospect he cannot lose, and provethat also. Whereapropositioninvolves

over adollar, theman you want to sell beginsto figurethe chances. He hasprobably been stung (or
believeshehas, whichistheworsefor you) onasimilar propositioninthe past. Show himthat hetakesno
chancewith you—proveit to him.

A wel-known glass company which manufactures scientific reflectorsfor al classesof interior
lighting uses photometric curve, but thevery fact that impartial evidenceisoffered asproof isenoughtowin
the prospective customer’s confidence.

Similarly, apaint manufacturer enclosesasmall folder with hissalesletter showing how totest the
purity of paint; aclothing manufacturer explainshow to distinguish al-wool goodsfrom the half-cotton
product offered in subgtitution; amaker of acetylene gaslighting outfitsprovesthe smplicity and safety of
thisgas—whichispopularly supposed to be dangerousin the extreme—by describing how anyone may
make acetylene gaswith an ordinary tumbler and common clay pipe. Such proof, sometimesappliedina
most indirect manner, iswholly convincing. Not theleast part of itsvaueliesinthefact that itisinstructive.
Thereader feel sthat heislearning atrick of the other fellow’strade.

“ Do not think because the price is small, that my cigars are made carelessly or of cheap
tobacco” writesamail order cigar man. “ Order a sample 100,cut open any five of themfromend to
end, and if the leaves are not all good long filler, I will refund your money.”
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A varnish manufacturer sendsaong asample pane finished with hisvarnishand writes. “ Givethis
panel the most thorough test possible—stamp on it with your heel or hit it with a hammer. Then hold
it to the light. You will find that although you have dented the wood, the varnish has not been
cracked.”

A paper manufacturer iseven more successful when he says:. “ You can prove the excellence of
our word in a second: just tear a corner off this sheet; then tear a corner off one of your present
letter heads,; now get a magnifying glass and examine both torn edges. You find long fibres—inen
threads—on ours, while on yoursthefibresare short, woods.” The manwho readsthislearns some-
thing new about paper. Helearnshow to judgeit intelligently—and learning, helearnswhat thewriter
wished him to know about hisbond.

Another smpleexpedient isreferring for corroboration to standard works of reference, to friends of
thereader or to speciaistsinany line. “ Asany chemist will tell you—" iseffective. Or wemay say:
“ Consult your banker as to the solid value of these bonds: he may have others he would prefer to
sall you, but hewill not fail to endorsethese.” Ninetimesin ten thereader will never carry the matter
further: heacceptsyour statement merely becauseyou arewilling he should take disinterested advice.

Thereisweight, too, in asweeping referenceto one'sneighbors. Anumbrellamaker scoreswhen
hewrites: * If you have friendsin Baltimore, drop themaline and ask about Bronson umbrellas. They
will tell you they have used our umbrellas for years—generations, often—and always found them

good. Such isthe name of Bronson in his own home town.”

IRECT and completetestimonia sare also strong proof, but the use of these by patent medicine

advertisers, and the numerous stories current asto thetrickery and unfair means used to securethem,
makesthetestimonial atwo edged weapon which must be handled skillfully to beeffective. A made-to-
order testimonial or oneinwhich namesand addresses are omitted isprimafacie evidence of insincerity—or
Worse.

“ John Hays Smith, publisher of the Age, 138 West 42™ ., New York, says.” issincere.

“We are permitted to quote the following from a letter by Mrs. Albert Ross, president of the
Women'’s League, 462 Woodward Ave., Detroit,” ringstrue.

Thenameshould bewell known; thetitle, if any, expressed at length, theaddressesgiveninfull.
Not only that, but the very words and phrases should be such asto make thetestimonia stand out witha
separateindividudity fromthat of the sales-letter writer. Thetestimonial, even abonafideone, that appears
to be of apricewith the balance of your letter, asthough it ran from the samefountain pen, defeatsits
purpose.

Themost successful printed testimonia that ever came under thewriter’ snoticewasoneinwhich
both therequest for an expression of approval and the customer’sreply were used together. The combina
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tion was unique and its presentation so candid and openthat it carried absolute conviction. Thescheme
could hardly beusedinaletter, yet it suggeststhistrain of thought: that the most important point inthis
wholeproblem of proving your claimsissncerity.

LETTER whichisirredeemably bad in construction, grammar and transcription will get profitable

returnsif itissincere, and thosereturnswill be permanent. But aletter of half-truths, aletter which
betraysyour unbelief or evidencesyour effort to befog or midead your reader, will produce nothing but
trouble. 1t may bring results, but not the kind of resultsthat any reputablefirm wants.

Lack of sincerity inaletter doesnot necessarily argue dishonesty inthewriter. Rather, itindicatesa
wrong point of view toward thetrade. Weform the habit of viewing our customersin the massinstead of as
individuas. Inthe petty annoyancesof daily detail, we grow impatient of their seeming stupidity, their
meanness, their constant complaints, and their attemptsto take small advantages. Andthen, whenwesit
downto writealetter, we addressacomposite being having these unwel come characteristics.

For mysdlf, the only sureguidefor writing asincereand effectiveletter isto pictureit asgoing to
some shrewd, kindly, wise, David Harum sort of individua whosekeeninsight testsevery word and state-
ment by thelight of long experience.

Whileitisessential that every claim and statement we make be backed up and reinforced with
evidenceto substantiateit, thereissuch athing asoverdoing. Proof may be offered casually, asamatter of
course, or it may beinjected briefly and apparently without premeditation. A studied effort at honesty is
deception, for honesty isby nature either casual or curt.

Behonest. Befrank. Be straightforward—above-board—guileless. Fromthedatelineat thetop

of your |etter to the stenographer’shieroglyphicsat the bottom, | et every word, phrase, sentence and
paragraph impressyour reader asbeingwholly and unreservedly “onthelevel.”
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Dear M. Hunt:

There’s a bank here in Chicago—ot nuch |arger than yours—
t hat secured over 280 new saving's depositors |ast

nmonth! And secured them mind you, on the sole strength

of business-getting circular letters—w thout the aid of a
single personal solicitor.

That’s why this letter is as vital to you as though

It were a certified check. For it tells about a conci se,
WONDERFULLY- PRACTICAL little book that will show you how
to wite the same kind of letters that brought this busi-
ness for the Chicago bank—and how you can get this sane
book for less than you often pay for a nere handful of
good cigars.

Think of the hundreds of noney earners—the thrifty amnbi-

ti ous young nmen and wonen—ight in your own imrediate

| ocal i ty—who ought to open up savihngs accounts.

If you had them all together in your private offices—where
you could talk to themas man to nan—t would be no trick
to secure a big proportion of them

O course, you can’t do this. But why not do as

the Royal Trust Conpany did? Wy not go to THEM? \Why

not put the strong advantages your bank offers before them
t hrough sincere, heart-to-heart, straight-fromthe-shoul -
der letters—tetters that breathe the same ENTHUSI ASM the
same earnestness and personality that you yourself would
use in a personal talk?

That is just what this book will show you how to

do, because it gives you plain sinple practical hints on
the everyday use of words—and live vital principles under-
lying the art of convincing witing.

And mind you this banker’s college course is business

Engl i sh—boil ed down to pigeon-hole size—€osts less than a

couple of theatre tickets. $2 brings the book to your own
desk—and if you do not feel that it is worth at |east half
a dozen tinmes this anpbunt you can have your noney back for
the asking. Sinply wap a two dollar bill in this letter

and nmail today.

very truly,

Proof wins
attention

I nterest

Argument -
minimized
cost

Argument -
opportunity
pictured

Argument
and persua-
sion

M ethod
explained

Explanation

I nducement

Clincher

A strong, convincing letter, in which argument and proof prevailsfrom the opening sentence

throughtotheclinching close.
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CHAPTER VII

Persuasion

HE word“persuasion” suggestsand actudly involvesacertainintimacy at whichitisdifficulttoarrivein

business. Beforewe dare employ thearts of persuasion we must know that our standing with our
prospective customer issuch that hewill not resent our placing apaternal hand on hiskneeand talking to
him*“for hisowngood.” Whenwe have presented our proposition and adduced proof in support of every
statement whichisnot self-evident, we may employ persuasionto gain our end.

But-asyou hopefor resultsl —employ it sparingly and with diffidence. Putintoit all theingenuous
indirection that you know. Appeal to the other man’sspringsor action, keep yoursalf and your will far inthe
background.

Nothingisbetter calculated to tir theireand call forth the contempt of abig, busy, self-sufficient
business man than to be asked, “ Can you afford to be without this great boon another day? —will you
let your prejudice stand between you and future wealth?” and similar exhortation. Nothing will so
quickly freezeyour prospectiveclientinto glacid indifferenceas* WII your stockhol der s approve of your
rejecting thisdividend-producing offer?” Yet these phrases and dozensfrom the same can have been
used and used by men whosefamiliarity with their ownwork hasallowed themto becomefamiliar with their
customers.

HE best way to persuade aman to take atrip into the country with you isnot to say, “ Comeon, Bill,
don't stick around here all the time—come on—what’s the use of wasting all your timein the
city— oosen up for once—come on, won't you?”

Theweak-willed man may givein to such persuasion—if hehasno good reasonsfor not going. But
the average man bucklesup hisback against such tactics.

There are men who can take you away from bus ness, even when you ought to stay in town—and
want to stay intown. But suchaman will approach the matter very tactfully. Hewill start withasigh:
“Gee! I'll bet it's pretty in the country just now. Don't you get to longing about this time every year
to get out and lie on the grass—to tramp through the woods—or wander along the banks of some
little creek and smoke your pipe?

“I"djust liketo get on someold clothesand gather water-cress—say, did you ever tramp along
someclear, fresh stream, gather abig bunch of crisp, green water-cress, spear some bull-frogs, roast the
frog-legson astick over awood fire, then eat frog-legs, water-cress, bread and butter?—and afterward lie
under atree and smoke and then take a brisk walk home?

“ Gee, old man, what do you say to knocking off business and taking a run up to the Glens
for Saturday and Sunday— know just exactly the place up there? Never mind business— have got
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business, too, -it will only be one day gone, and you do twice as much work the day after—let’s be
happy and have one of the good old-fashioned times.”

Whichmanwould get you?
That’spersuasion.

First make the customer want the goods—then show how easy it isto get them—gently lead him
over theline.

Hereistheway acorrespondence school useslargely the sameidea:

“Think of those times when you have yearned for a future—when you have grown impatient
with the barriers that seemto hold you down to such a narrow sphere of life—when you hear of the
career of some acquaintance whom you know to be inwardly no more capable than you! Itisa
matter of developed opportunity.

“ Our instructions perfect you in a profession that is golden with opportunity. It fits you for
success anywhere. Would you like to make your residence in busy, cosmopolitan New York?
Would you like to live in some quaint old southern town like New Orleans? Would you like some
bustling western city like Kansas City, or San Francisco? Would you like to live in a quiet old
national capital, —\Washington?

“The profession we will train you to, will enable you to choose your own location—there
isunlimited demand for it everywhere. Will you not let me show you how you may reach out and

grasp this opportunity?”

F A touch of persuasion seems necessary to the proper rounding out of aletter, endeavor to hideit or
diluteit, with another ingredient.

Seehow cleverly thissilversmith disguiseshis persuasion, for instance, how he suggeststo memy
need of such goodsasheoffers:

“ Does your table equipment asfairly represent your taste and means and far sighted pru-
dence as the balance of your household furnishings? Why not? Your family’s happiest hours are
spent there. Your friends gather there. The finest associations of your household center about the
table. Asterling silver service helpsto perpetuate these associatesin recollection, and if your selec-
tion isawork of true art, reflects credit upon you, through succeeding generations.”

No matter how sincereyou may be, and no matter how really important and deep-reaching your
proposition may beto your prospect, bear awaysin mind that you areinisoffice uninvited and perhaps
unwelcome and that you may not presumeto thedightest intimacy. Here, if anywhere, doesthe element of
breeding enter into business correspondence.

Persuasion of the exhortation type, aspracticed by the dominiewho prefixesevery phrasewith* O,
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Brethren,” istoo dangerousfor an ordinary mortal to attempt.

BOVEdl, don't try to persuade aman to answer your |etters by assuming an attitude of injury. If a

man writesto you for information about the article you havefor sale, or requeststhe sampl e of bookl et
you offer to giveaway free, don’t think you can make him send you money by causing himtofee that heis
indebted to you for sending himwhat you agreed to, free of all charges. Don’t dictate, or attempt toforce
him to do businesswith you. Any letter aman writesyou because hethinkshehastoisn’t worth the stamp
that carriesit. Here, for example, istheway onefirm beginsaletter which it expectsto win customers:

“Didyou ever havethe unpleasant experience of addressing aperson upon asubject, without even
being accorded the courtesy of areply—or worsestill, did you ever answer any one’ squestions, to the best
of your ability, without receiving awordinreturn for your timeor trouble? If you have had either oneor
both of these experiences, you will understand how wefeel because you haven’t answered our |etters.”

That isonly thebeginning of thiswailing and gnashing of teeth | etter. Thefirst thing theyoung man
who received thisletter said was, “My;, |ook at theraking over thesefellowsaregiving me, smply becausel
accepted their invitationtoinvestigatetheir article. | didn’t findit what | wanted, so what wasthe use of

writing?’

Antagonismisthefirst product of such aletter. Instead of going after aprospect asthough he had
committed asin, it would have been ahundred per cent more profitable to have continued thefol low-up
with aletter showing the prospect that the article waswhat he needed and wanted.

Another correspondence school getsthisideawhenit wrote:

“Nearly every man can look back—and not so far back either for most of us—and say;, If |
had taken that chance, | would be much better off now. That iswhat you will say some day not far
off, if you fail to consider seriously what we have offered you in our law cour ses, for our proposition
means just what | have said—a bigger earning capacity, a better position and standing, and brighter
prospectsinlife.”

UT thereisanother and subtler forminwhichtheart of suggestionisemployed, which may beused
frequently and with good results. A prominent ladies' tailor used thisideaeffectively when hewrote:

“| am sure, madam, that if you could see yourself in one of these suits, you would acknowl-
edge its perfect fit and exceptional finish.”

Hereisonly asuggestion. Theactivepersuasionisleft totheimaginationwhich, picturing adesir-
ableresult, can be counted upon to overcomethe objections of the reader.

A watch manufacturer makes good use of suggestioninthisway: “ You probably do not buy a

watch with the idea of selling it again; yet that is a pretty good test of value. If you want to know
the stand of <brand name> try to buy one at second hand.”
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And even so smplean articleasapatent window lock isgiven astrong appea whenitisput upto
meon abasisof suggested cause and effect after thisfashion:

“Why sleep or try to sleep with your windows shut tight and awake in the morning with a
dull, sick headache? The WALKER LOCK will give you fresh air without sacrificing security, and
you will get up refreshed and ready for a big day’s work, healthy and happy.”

Another caseisthat of apiano agency which hasdonealargebusinessinthe East, chiefly through
sales-|etterswritten by the head of thefirm. Oneargument presented was:

“ Talk this proposition over with your husband. Asa businessman, he will be able to guide
you in business matters. The choice of the instrument can be left to you safely.”

RSUASION that hingesupon self-interest isequally productive of results, but inthe stressof much
writing and in your endeavorsto make each | etter as strong aspossible, you are proneto overdoit.

“ Can you afford to permit a competitor to gain control of this profitable line?” ispersuasion
to amerchant.

“ Certainly your boy should havethebest!” isastrong appeal to amother. On the other hand, to
tell amanthat heislosing money every day he hesitates, totell awoman that sheisnot treating her offspring
right by refusing to equip them at Jones' Emporium, isboth untrueand lacking intact.

I nsurance, correspondenceinstruction, banking by mail building and |oan propositionsand other

lineswherethe prosperity and comfort of clientsisat issue, lend themselvesto sale by persuasion. Com-
moditiesof daily businessare best presented without it.
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Dear Sir:

Agreeable to your recent request for a catal ogue of our
school and information regarding our business courses, we
wish to state that under separate cover we are nailing you

a copy of our latest catalogue, in which you will find a
compl ete description of what we have to offer. W trust
that after reading this, you will decide to enroll wth

us.

We shall be pleased to give your further inquiries our
best attention and rusting to hear from you again, we are

Very truly yours,

Tooformal

Lacks sales
value

Promptsno
action

Thisisan actud letter of thetypetoo often used inreplying to aninquiry for acatalogueand
information. Heretheprospect isreferred entirely to the catalogue, whiletheletter servesonly asatoo
forma acknowledgement, absolutely wantinginsalesvalue. A reply toaninquiry, particularly regarding
aschool proposition such asthis, should aim not only to givetheinquirer thefull information herequests,
but to interest him personally. Note how thisisaccomplished in the more skilful letter onthe opposite

page.
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Dear M. Harrison:

You will receive under separate cover the catal ogue you
asked for explaining our courses in shorthand. Read this
very carefully, for it will enable you to realize the

value of a training in stenography and the uni que advan-
tages which our system of instruction affords.

Your interest in the possibilities of a shorthand training
is nost comendable. There is a constantly grow ng denand
for stenographers. Every day we are asked to recommend nen
and wonen for attractive positions. And so successfu

have been the graduates of our school wherever we have
reconmended them that we are now able to place practically
every student who finished our work in a well-paying posi-
tion.

I wish | could neet you personally so that | could show
you better the practical advantages of our course. W do
not nerely teach—-we TRAIN you so that you continue to
devel op after your work with us has been conpl et ed—so that
you get 100% return on your talents.

I am particularly anxious to get a student started in your
locality. And to enable you to be that one | am going to
make you and exceptional offer—a discount of 25% from the

regular tuition if you act quickly. I can well afford to
do this, because | know that when you have taken up our
course you will be so enthusiastic about it that you wll

reconmend it to your neighbors and your friends. Consid-
ering the unusual nature of this offer, we are conpelled
tolimt it to one week fromthe date of this letter, and
therefore it will be necessary for you to accept at once.

And renenber the 25% di scount on our $30 course neans an
actual saving to you of $7.50-the conplete course for
only $22.50. In order that no possible obstacle shal
stand in the way of your accepting this, | am not even
going to require that you send a stipulated anbunt with
your application blank. Sinply sign it, enclose whatever
you can conveniently spare, $2, $3 or $5—whatever suits
your purse—and mail today.

Very truly yours,

Urges
car eful
reading of
catalogue

I nterest

Pr oof

Per sonality

I nducement

Clincher

A good reply to aninquiry, calculated towin theinquirer’spersonal interest and to prompt his

immediateaction.
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CHAPTER VIII

Inducement

HE hardest lessonin letter writing | ever learned wason atrip with acity salesman. A letter had been
sent out fromwhich therewere practically no returns. Naturally the office decided thetradewasin bad
shapeand | was sent to find out why. Thefirst customer wasastolid German.

“Why didn’t you answer that | etter we sent you last week?” | asked.
“Why should |7’ hereplied.

Andwhen| got back to the officeand re-read that | etter | saw the point. Therewasno reason why
anybody should have answered—therewasno inducement. From that day to thisno salesletter has passed
my desk without being given thetest of that acid phrase, “Why should 1?7

A description of goods, no matter how skillfully phrased, sl dom constitutes sufficient inducement to
pull adirect reply, even when thisdescription has been cunningly worded so the prospect seesthearticle
advertised indirect relationto himsalf or hisbusiness. Theletter without aninducement may convinceaman
that the goodsfor saleare desirableand that they are suited to his personal needs, but it leavesaloophole
for procrastination.

And procrastinationisawholelot morethan “thethief of time.” Itisthethief of countlessorders
that should be booked and filled, but aren't.

Your own experienceisproof of this. You have probably determined to buy mesh underwear,
insured sox, adozen magazines, apiano player and an automobile—sometime. You are convinced of their
good points, you know that you want them and you havethe price. All that isnecessary isthe proper
inducement—thegalvanic spark whichwill quickenintolifethislatent desire.

And sowill your customers.

NDUCEMENTSareasvariousassunsets. Gainisat thebottom of themall. Gainistheroot of all

businessaction. But gainisnot awaysamatter of dollarsand cents. Besidesthegainin*® Specia price
for afew days;” thegaininthe” Specia reductionin, if you send your dedler’sname;” andthegaininthe
freesample, thereisa so the subtle suggestion of gainin“Thismay changetheentire course of your life;” in

“Information that may saveyou hoursof uncertainty;” and dozensof othersthat do not represent anything
tangiblebut mangain, just thesame.

Theletter that can suggest apossibility of gain so artfully that the reader isalmost afraid not to
answer for fear of missing something, isareal masterpiece.
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Theinducement of prompt and careful serviceisonewhichwill dwayswintrade; or youmay advertisea
limited quantity of acertain articleor style; you may play up the seasonabl eness of the product; you may
haveared bargain—inany case, you must include aninducement whichwill definitely answer that cold,
indifferent question, “Why should 1?7 Andyou answer it“Youwill gain.” Or tothequestion“Why
shouldn’'t1?” youwill answer, “Youwill lose”

A book publisher doesthiseffectively by giving exact figureson the number of copiesof certain
booksthat heisableto supply. “ In six weeksmore,” hewrites, “ our contract with the author expires.
Three times we have been forced to renew this contract; three times we have ceased all book adver-
tising and still the orders have continued to pile in so heavily that another arrangement with Mr. * *
* was imperative.

“ Of the 30,000 sets we have printed altogether there are now about 149 in the stock room,
and 1,000 more are going through the bindery. 1f you had seen the orders streaming in at a 200-a-
day clip at the termination of other contracts, you would realize how quickly these 1,149 sets would
melt away. While we still have books on hand, | want them to go to our own old customers. | can-
not, of course, discriminate against outsiders; | must fill the orders asthey comein. But | can urge
you to speak for your set now.”

Thecommon error in handling theinducement isgenerally that of attaching falseor fictitiousval ues
towhat if offered. Onebrilliant salesmanager whosefirm dealt in mine machinery and supplieswon many
customersby constant referenceto aloose-leaf catal oguefor which heissued new sheetsand revised prices
eachweek. Thesystem was so thorough and the new sheets so valuabl e that many customersused it
simply becauseit waseasy to handle.

Another sadlesmanager tried the sameinducement, using abound catal ogue of hugedimensions. He
falled. Inbothinstancesthe catal ogueswere remarkabl e but one was serviceable and the other clumsy—
one congtituted areal inducement and the other wasadeterrent.

HE inducement feature of the sal esletter must dways stand before the most searchinginquiry. Tofool a
customer into responding to your letter may mark you asexceptionally clever, but that customer will
neither forgivenor forget if hefindsit out.

For example:

A certaindictionary publisher sent broadcast and announcement stating that holdersof hisdictionar-
ieswhowould send himthe printer’ simprint of the severa volumeswould doubtlesslearn something to their
advantage. Thebait took and those who responded by naming theimprint of the printer from whose press
had issued thefirst edition, wereimmediately importuned to buy an appendix to bring thework up to date.

It wasashrewd scheme—too shrewd. 1t may have sold books, but it has certainly made enemiesfor that
house. | know becausel wason of “thegoats.”
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Dear M. WI son:

It is just a year since | sent you that nmenorable letter

about the Crown Calculator. \Wen that letter was witten
I had an unknown, unheard of appliance to tell you about.
Today nearly 5,000 of these machines are in everyday use.

In great business offices all over the land, in stores, in
factories, the Crown is saving tinme, noney and errors in
clerical labor. It is no longer an experinent. It is a
proved, practical appliance which has nade itself indis-
pensabl e wherever it has been install ed.

I don’t know why you have been silent during these twelve
mont hs.  But whatever has prevented you fromtrying this
machine, | want to renove that obstacle now. | want to
permit you to place this calculator in your office and try
it even though you fully intend in advance to send it
back—even indeed if | receive nothing fromyou a frank
opinion of it and a return shipnent at ny expense.

So | am making you this offer—an offer so fair and broad
that even if you had made it yourself you could not have
made the conditions fairer. It is no longer a question of
whet her the nachine is really practical—+for 5,000 concerns
you know and respect have actually tried it out—and now
stand behind it. It is no longer a question of whether or
not you can afford it—for under the new offer, YOU PAY FOR
THE MACHINE AS I T PAYS FOR | TSELF.

Read the offer through and ask yourself if you could re-
ceive a fairer one. A quarter a day—the cost of a couple
ci gars—pl aces the Crown in your office AT ONCE. The first
payment of $5 enables you to put the nachine into imedi-
ate noney-savi ng noney-mnmeki ng use. And the bal ance you
have nearly a whole year to pay.

I have attached a conveni ent coupon to the circular en-
closed. Sinply sign this coupon—enclose it in an envel ope
with a $5 bill and mail it to me-AT MY RISK.  Your nane is
enough security for me. The Crown will go forward, all
transportation charges fully prepaid, as fast as return
express can take it.

Yours very truly,

Natural
expression

Pr oof

Argument
leadingto
inducement

Argument
mingled iwth
inducement

Argument
and persua-
son

Clinchier
making
ordering
easy

A good |etter, showing strong inducement presented in anaturally expressed, man-to-mantalk

that winsthereader’s confidence.
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ET while such brazen meansareto be eliminated thereisawidelatitude within which themail-sales

man may work without being reduced to price d aughtering—other inducementswhich will pull replies
frominterested people and makethelabor of landing the order easy. A caseof thisisseeninthefollowing,
written by hecommercia agent of alarge power company:

“Dear Sr: —WII you kindly supply us with information as per attached form? We are
getting statistics covering the power situation in L----- and would appreciate your cooperation.”

Theform enclosed was provided with spacesfor very completeinformation regarding the
addressee’ s power equi pment and requirements, and placed inthe commercia agent’shandsexactly the
factshe needed in order to make acomplete and definite proposition. About 33 per cent of the letters sent
out brought back thedesired information. This, to besure, isan exceptional case, but it representsthe
extremetowhichthat part of asales-|etter designated as*theinducement” may becarried.

Itisnot necessary to offer “ something for nothing.” 1tisnot necessary to appear to be giving your
man adoubl e eaglefor aone-cent postage stamp. But itisnecessary ever and always, to incorporateina
sa esletter something whichwill answer that eternd:

“Why should |7’

It may besimply an offer that iseminently fair and so squarely put up to you that you cannot refuse,
asfor instance when arefrigerator manufacturer writes. “Remember, an order issmply an opportunity for
theMortonto sl itself toyou. Thereisno sale—no obligation to keepit—until you haveused itinyour
homefor 60 daysand aresatisfied. Just let ussendit.”

And awaysmaketheinducement seem easy to takehold of. Have nothing involved—nothing that
will forcethereader to doubt asto the correct thing to do. Uncertainty isthe mother of inaction. Your
proposition should be clear asday—* Do thisand you get that” —and no matter how indefiniteyou leave
“that,” youmust make“this’ specificandsmple. Thisistherea strength of the couponin advertisements
and of order-cardsincircular letters. Couponsand order-cardsare not so much easier to usethan ashort
|etter, but they ook easy and—what ismoreimportant—they condense the terms and methods of proce-
dure down to bare essential sand show the customer exactly what to do.

The processof making it ook easy to take hold of theinducement, follows up theanswer your

inducement makesto the question, “Why should 1?7’ with theing stent return question of “Why shouldn’t
you?’
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Dear Sir:

You have not yet sent us YOUR subscription
to SYSTEM

Why ?

It cannot be the price—$2—for you would gladly give
many tinmes that anmount for the ideas that a
single issue of SYSTEM will bring.

It cannot be the want of tine—for a nere stroke of the pen
woul d place your name on SYSTEM S mailing list.

It cannot be you are not interested—for who ever heard of a
busi ness man who did not want his business,
his efficiency, his income to GROA?

It cannot be the need of opportunity—for we have witten
you five letters, giving you five opportunities, and as yet you
have not responded to any one of them

So we wite once again. WII you give yourself a
chance to learn what SYSTEM is acconplishing for you
even while you are keeping it from your desk? W do not
want to annoy you; we want to help you, and as evidence
of our sincerity, make the follow ng unusual offer

Bear in nmind: One book FREE with your renewal!

And every idea in every volune is specific, practical, USABLE—
witten by experts. Here are correct, definite, detailed solu-
tions for all those business problens that so | ong have vexed and
worried you. Every book in the whole series is printed in |arge
clear type on dull-finished book paper, richly bound in vellum de
| uxe. 128-172 pages, size 5 ¥4 x 7 ¥¥-—worthy of a place on any
busi ness man’ s desk.

Run your finger down the nine titles listed in the
circular. Pick out the book YOQU need. Mark your choice
and send with a $2 bill TODAY.

W will not only send you SYSTEM for the next
twel ve nonths, but will also forward you, absolutely free,
even transportation charges prepaid, the “HON book that
YQU choose. This is the fairest offer we know how to make. Take
advantage of it NOW and thank us at your |eisure.

Yours very truly,

An actud follow-up letter that hasbeen very successful in pulling alarge number of orders.
Note how, without the dightest suggestion of apol ogy, it condensesthe argumentsthat have gone before,
then offersaninducement asaclimax not only of theletter, but of theentire series.
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The“Now” Element

FINE phrases and interesting anecdotes are not what bring
replies to the sales letter. The prospect may enthuse
over your literary touch and swear at the delay you have
caused in hiswork. He may chuckle over your wit—and chuck
your proposition into the waste.

The only thing that sometimes redeems stupid paragraphs—that
makes clever wording irresistible—is a reason to act at once,
a subtle demand that must be met now, a ssimple why that
puts this particular, brief task above the dozens which
clamor to be done today and must—some of them—await
the tomorrows.
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CHAPTER IX

Summary and Climax—The Clincher

PPOSE asalesman cameinto your officewith an article, demonstrated itsqualities, proved your need

f it and itsvalueto you, madeyouwant it so badly that you werejust reaching into your pocket to pay
for it—and then, when he could have your money for the asking, suppose he suddenly strapped up his
samplecase, said “1 will be glad to talk to you more about thissome other time,” and walked out the door.

What kind of asalesman would you call him?

A shoemanufacturer tried to sell meapair of shoesby mail. Hewrotealetter that had meinter-
ested, convinced, almost ready to buy. Then instead of aclincher that decided me, | struck thislast para
graph: “ We solicit further correspondence with you concerning our proposition.” What did | do? |
shot that letter into the wastebasket, and bought apair of shoeson my way home.

Any difference between theabsurdly imaginary salesmaninthefirst paragraph and the very actua
letter writer inthe second?Not abit.

But suppose the shoe manufacturer had closed by saying: “ Smply check the size and style you
want on the enclosed blank, sign and mail it today with $3.00 in any convenient form and the shoes
will cometo you at onceal chargespaid.” Supposehehad saidthat! The chancesare ahundred to one
hewould have my money now and | would bewearing hisshoes.

Andthereyou haveinanutshell thevital essentia that makesor killsasalesletter.

OU arewasting timeand energy when you concentrate your strength in your argument and thenfail to

turn desireinto action. What isthe use of making the prospect want your goodsif you wind up your
letter with aclosethat letshim feel he might aswell wait aday or two? Let himwait and the chancesare
that next day your competitor comesaong with aletter that strikeshome. Then he getsthebusinessand
your |etter didesfrom the hold-over fileinto the waste basket.

Make your prospect want to order, of course, but don’t stop there. Makeit easy for himto order
and makehimdoit now. That iswhat ismeant by real climax—it tellsthe prospect what to do and whento
doit—it crystallizesd|l that goesbeforeinto the act itself.

Every successful climax hastwo parts. Thefirst consistsof what we havetermed persuasion and
inducement—it summarizesall the preceding strong pointsof theletter, it showsthegainthatisminein
ordering, thelossthat ismineby delay. It emphasi zesreturn and minimizescost. It isthe paragraph that
says. “ Just think what you are getting—this and this and this, all for the small sumof __, think what
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it means to you, to your future. And remember, you do not risk one penny. Every cent of your money
will be returned to you if you are not satisfied. Why delay a single moment?”

When hereadsthat, your manisamost ready to act. But not quite, for your climax lacksthe
clincher. What isheto doto get all thethingsyou offer? Tell him. Makeit so plain and so easy that hewill
havenot areasonintheworld for not ordering. If you don’t, you haven't finished your letter, and lacking
theeffect of that clincher your prospect | going to lapsefrom his*amost ready” attitude back into indiffer-
ence.

OW how can you get himto act? Go back to the star salesman. How doeshedoit? Hegivesyou

somethingto sign. Helaysbeforeyou an order blank complete save only for your signature. Note
how easy he hasmadeit for you to order; he doesnot ask that you hunt up aletterhead and draw up an
order of your own. Hehastheorder all printed and therewithinyour easy reach.

Just apply hisideatoyour letter. Givetheman somethingtosign. A post cardfilled out, addressed
and ready to mail, acoupon that s mply awaits hisname—or somelittle easy-as-lifting-your-finger act todo
that makesanswering amost automatic.

Thereissomething marvel ousabout thetempting power of thelittle blank that awaitsyour name
whenitisrightly employed. Noman likesto be bulldozed by another into signing anything. He balkswhen
thetactlesssalesman literally shovesthe order before him and attemptsto forcehissignature. Forcein-
gtantly findsthetouch-button of hisantagonism.

But watch the clever salesman who haslearned the subtleinfluence of thewaiting blank itself. He
placesthe order beforeyou but heletsit doitsown tempting. Hetalksnot the order but the goods, not
your name, but your needs. And when you pick up your pen and sign your name you do So on your own
initiative because youwant thegoodshesdlls.

Now thebeauty of al thisisthat the clever salesman’smethodsfit perfectly into the scheme of
paper salesmanship. Build up your interest, argument, persuasion and inducement and the, when you have
your prospect convinced, amost ready to say “| will buy,” do asthe salesman does, makeit easy for himto
decide, literdly lay awaiting order blank beforehim.

Refer himto your little busi ness-getting supplement—the blank or card or coupon. Simply tell him
what to do and what theresult will be; say, “ You do thisand wewill dothat.” Andwith perfect self-
assurancethat whatever move he makeswill be of hisown choice, your manwill find ordering so easy that

hecan'tresst, hewill “signand mail today.”

OTE for example, how simple an act one house makes ordering: “ Merely sign thelast page of the

bookl et enclosed—pin atwo dollar bill toit—and mail ustoday.” Elementary, isn’'tit? Nowriting
aletter, nobuying adraft. Thehomesteader on astage route with the stub of apencil and atwo-dollar note
could answer that | etter aswell asan executive surrounded by abevy of stenographers.

Therearetwo essentialsto asuccessful clincher of thiskind: it must givethereader something easy
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todo, andit must beclear. Virtualy your offer isacontract and itsterms should be so ssmple, itsconditions
so eminently fair that the reader can find no reason for not acceptingit.

These people exemplify theideaperfectly whenthe say: “ Smply pina $2.00 bill to thisletter as
a deposit, and we will send the book by the first mail. Look the book over carefully. If you don't see
adollar’'sworth in almost every page, write a mere postal and we will return your $2.00

“ There are not restrictions, no conditions, no strings on this offer. It isopen to every well-
rated businessman who acts before the first edition of the book is exhausted. Pin your $2.00 to the
letter and mail today.”

Could anything be plainer? And could aman find one good sound reason for not accepting that
offer? Hereisanother: “ Smply wrap your three dollarsin thisletter and mail it now—not after lunch,
for things to be done after lunch are often not done at all. But now when this letter is before you,
when you need merely wrap your check or the billsin it and mail to me at my risk. And then the
orders may come and the goods may go, by the hundreds—but you will be sure of your set by immedi-
ate prepaid shipment.”

Of coursethereare variationsunnumbered to such closes. A typewriter company usestheidea
admirably whenit says.

“ The factory isworking to the limit these days and we are behind on orders now. But we are
going to hold the machine we have reserved for you a few days longer. After that we may have to
use it tofill another order. Sgn and send us the enclosed blank today and let us place the machine
whereit will be of real serviceto you. Remember it is covered by a guarantee that protects you
against disappointment. If you don't like it, simply return it and back comes your money.”

HE simpler the order to be signed the better. A coupon of adozen words can oftentell thewhole
story. If no money isto accompany thereply, an addressed post card bearing aprinted request isbest
of al. “Simply signtheenclosed card and dropitinthemail” borderson the extreme of easy ordering.
Thereissomething about aguarantee blank, too, that coaxesthe pentoitsdotted line. A safety razor
manufacturer who sold hisgoods on approval enclosed with hissaesletter alegal |ooking return contract
that read:

ABSOLUTEGUARANTEE
“1 deposit herewith $2.50 for which please send me absolutely without further cost your * * *
Razor. It is understood that if | am not perfectly satisfied with my investment | will return the razor to

you within ten days and you will refund my full $2.50 promptly and cheerfully, canceling the order.”

Such aprotective guarantee winsthe confidence of the prospect, and thisform got many abuyer
becauseit showed him specificaly that he could not lose.

A correspondence school found awinner, too, inaserially numbered coupon whichisenclosed with
aletter telling of aspecia offer to students. Each coupon read: “ Thisserial couponwill be accepted as
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Dear Sir:

W have not had the pleasure of having received a reply

to the letter we addressed to you about two weeks ago, and
we pause to ask if you received that letter, as well as
the catalog which we nmailed you at the sane tine. |If so,
we trust that our prices and superior quality of Princeton
Pi ano Pl ayer have so interested you as to insure you order
when you are ready to purchase. |If, however, the cata-

|l ogue and letter did not reach you, kindly advise us, and
we will nail duplicates.

W are real anxious to secure your order, yet do not want
to annoy you continually with a |lot of stereotyped letters
such as are generally sent out by factories selling their
products by mail—in other words we do not abruptly con-
clude that sinply because you were kind enough to wite us
relative to our goods that you are under obligations to
buy of us. W trust, however, that after you have gone
over the matter very carefully you will decide that our
Princeton Player is the best for the noney, and that when
you are ready to purchase, you will favor us with your
order, as we know you will never have any cause to regret
it.

In the neantinme, if you have no objections, we will mail
you now and then illustrations and descriptions of each of
our new styles as we place them on the market, feeling hat
you will be interested in the |atest up-to-date styles,
even though you nmay not be in an imedi ate need of them
yoursel f.

Agai n thanking you for the inquiry, we are

Very truly yours,

Weak and
formal

L acks
interest

Apology
injueresand
weakens
appeal

Why
should 1?

More
weakening
apology

Thisisan actua letter used asthefourth and last in afollow-up series. Itispoor because not
only isit entirely lacking inargument asto quality or price, but throughout it takesentirely thewrong
attitude—that of acontinua apology for taking the progpect’ stime, for annoying him, for following him
upatal. Thisinvariably placesthewriter in abad position, for instead of making the reader want to buy,

it makeshimfed that hisorder isasked merely asapersonal favor.

Onthenext pagetake notice of therewrite...
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Dear M. Carter:

The only thing that has kept you from ordering a
Princeton Piano Player long before this is that

—vyou are still alittle in doubt as to its val ue

—you still hesitate to believe that it offers
positively the biggest value that your noney can
pur chase.

There are a number of ways in which we might once and
for all time renove your prejudice, your doubts, your
m sgi vi ngs.
—We nmight point to the 8,143 satisfied purchasers.
—we m ght show you the steady stream of orders
that nunber nore than half a thousand each nonth.
— we might pull open drawer after drawer filled to
bursting with unsolicited testinonials.

But we have a plan better by far than any of these.

You are to try the Princeton Player in your own hone
for thirty days—ene full nonth-AT OUR Rl SK

Sinply deposit the first small paynment. The player

will be delivered to your hone, ready for your use. Then
put it to a test as thorough—as severe—as you wi sh. If
the player does not nmore than please and satisfy you in
every particular, sinply say so and we will renove it at

our expense and refund every penny of your deposit.

If you are as thoroughly pleased as the 8,143 others
who have purchase, you have sinply to continue making your
smal | nonthly paynents.

Could we possibly make a fairer, nore |iberal offer?
Could any offer nore clearly prove our absolute faith in
the Princeton Player?

Accept this offer today. Sinply sign the enclosed
deposit bl ank, enclose $10 and mail now and the player
will cone to you at once

Very truly yours,

Direct

Three
condensed
arguments
convincingly
stated

Inducement

Pr oof

Persuasion

Strong close

Now notetherewritten follow-up letter on the same proposition. Without asuggestion of
apology, it goes straight to the point with argument and proof, and then offersastill stronger induce-
ment—afreetria of theplayer. Far from being apologetic, itisstraightforward strong, convincing.
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$5.00 in cash payment toward the tuition for our regular $18, twelve-weeks' course in bookkeeping,
if properly signed and mailed within seven days following receipt of this|etter.”

But when you give your man something to sign, guard well against obscurity. Itishuman natureto
search awordy order blank for statementswith double meaning.

HERE never wasapropositionthat didn’t have possibilitiesof asalesclimax and there never wasasaes
letter that didn’t have aplacefor aclincher. If you can't givethe reader something to sign, do the next
easiest thing. Note, for example, theway the man windsup who solicitsmy typewriter ribbonsfor re-inking:

“ Atrial will convince you, and the sooner you send them the more you’ll save. Why not press
the button and have them packed up and shipped right now?”

A good climax istheantithesisof procrastination. It getsthereader inmotion. Ittellshimwhat to do.
It makeshimreach for hispen, sign, seal and stamp hisorder and hikefor themail box.

Theclincheristheonly kind of aclosethat makesasalesletter bring results. Giveyour man something
tosgnor at least give him something to easy to do that hecan’t help doingit. Tell him how and what to do and
todoittoday. Try itandyou will find your salesletters picking up the shekelslike amagnet.

ThePresent Task

PUT into every letter, every paragraph, your
undivided and focused force. Concentrate
your thought upon it, undiluted with the worries
of the past, unaffected by anticipations.
Give each problem your best. Finish it—and
then forget it.
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Dear M. G aham

You will of course, as a matter of conveni ence and
econony, install stock racks in your new factory—+acks
that will classify your supplies and nake them easily

accessi bl e.

But in addition to affording these advantages you
will want racks that occupy no nore space than your sup-
plies actually demand. Every foot of space in your factory
is a fixed expense to you, it costs you noney every day
year in and year out. And every foot of space that is
wast ed means actual noney | oss.

This one feature of conpactness al one nakes the Th-
onpson steel rack superior to any other device in use for
the storage of parts and supplies. For the Thonpson is
adjustable to every varying demand. You don't have to
waste a large bin or two or three parts and stuff a
small bin to overflowing. You can adjust each bin sepa-
rately to the nature and quantity of the articles it con-
tains, so that parts are given not an inch nore room than
they actually need. Think what this neans in noney gai ned
every day in the year.

Yet as your supplies or stock increases you will find
these racks capable of unlinmted expansion. You can nake
additi ons and extensions at any point to neet increasing
requi rements. Each section is a unit and new sections fit
perfectly with the old.

And Thonpson racks are built to last. Constructed of
the nost durable steel, they are tested to hold the heavi-
est loads, no matter how unequally placed. Once install ed,
they will never cost you one cent of additional expense
and they will last a life tine.

Arrange NOWto make these racks one of the great
conveni ences of your plant. Fill out and mail today the
encl osed post card—t will bring our representative to
give you a conplete estimate of your needs. This informa-
tion puts you under no obligation to buy, and it is yours
for the asking. Send the post card by return mail

Very truly yours,

Statement
of fact wins
confidence

Explanation
of need

Explanation
and argu-
ment show-
inghow
need is met

Explanation
of advan-
tages

Explanation
of quality

Proposition
brought
definite
pointin
closeand
clincher

A good letter beginning with astaterment with which the prospect agreesand leading him step by

step to the buying point.
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Part Il

HOW TO
MAKE A LETTER TALK

The Man to Man Message

WRITING lettersisn’t reciting formulas
Nor conjuring with catchwords. It is
Talking on paper.

Anyone can follow the old precedents
of correspondence. Anyone can load
letters with the useless phrases and ex-
pressions of antiquity. Anyone can string
together custom-bound courtesies and
conventionalities.

But the man who jolts himself out of the
rut, who puts things straight from the
shoulder, who dares to be original—

makes his letters pull.

Don’t stick to moss grown usages of
tradition. Be natural. Be alive.

Give your letter a man-to-man message
to carry and watch the come-back in sales.
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CHAPTER X

News Value

HERE isoneimpression that you want your |etter invariably to give—you want it to appear asa
“today” product, astrictly live, up-to-the-minute communication from onemanto another. Andthereis
oneway that you can giveit thislivelinessbetter than any other—giveit newsvalue.

What theworld wantsand haswanted since the beginningisnews. Thebusinessworldisno
exception. If you cantell aman something new, particularly something that hasarelationto hisbusiness,
you can get hisattention and interest. Put theinformation intoyour letter, giveit asalestwist and you can
make of it acorrespondence asset.

Newsasused in sales correspondenceisof two kinds. You cantake somelive publictopic—a
good piece of newspaper newsthat you know must befamiliar to the man addressed, and giveit an appli-
cation that will boost your own goods. That’sone brand of sales|etter newsand it makesyour paper talk
bristlewith up-to-dateness.

Or you cantell your prospect something that isprimarily of interest to himandtoyou. Ordinarily
such newsispretty closeto your own proposition—it isnewsthat originateswith you or with your trade,
and it scores because when you approach aman tactfully about hisbusi nessyou touch aresponsive chord.

Thesourcesof newsthat you can usearelimited only by the keennessof your eyesight and ingenu-
ity. Thefirstkind youwill naturally draw mostly from daily and trade publications.

A WATCH manufacturer, for example, used theideawhen hewrote something likethis:

“ One of the last things that Commodore Peary did before sailing on the expedition that found the
Pole was to purchase a————watch. Could you imagine a stronger testimonial to the——asa
perfect time keeper under all climatic conditions?”

Thereisnews, human interest, and an abundance of proof inareferencelikethat. 1t makestheletter
liveprimarily, butit carriesmore conviction asto quality than could volumes of argument.
Newsof thiskind can be pressed into service by any manwho sellshisgoodsthrough letters. Hereistheway
aretailer with aclever turn of mind madeuse of alocal disaster:

“ Dear Mr. Hender son:

“ No doubt you read in the Journal Monday that the dwelling house of Mrs. Findlay, on Front
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Street, was destroyed by fire. The fire was caused by the explosion of a gasoline stove which Mrs.
Findlay was using in her work. In attempting to extinguish the flames Mrs. Findlay was badly burned
on the face and hands. Everything she owned was destroyed and the loss will reach $2,000.00

“We simply want to say this: that if Mrs. Findlay had had a gas range this would not have
happened. A gasrangeis safer, and much cheaper than gasoline. Now is the time to buy your wife a
gas range and make her work a pleasure, and her life secure.”

Accountsof injuriesand deaths through accidents can be used to good advantage in accident and life
insuranceletters. Burglaries, particularly local ones, make strong appealsinlettersfrom locksmiths, hardware
dedlers, burglary insurance men, bank and safe deposit men. Newsitemsregarding impurewater can bemade
useof by thededler infilters. Thereareathousand opportunitiesfor theretailer, or any other manto makehis
letterslive.

Notice how cleverly thisman who wantsto sall meacoursein mail order work make use of asubject
that isonthe public mind:

“ Congress will ultimately pass the Parcels Post bill and when it does more than five hundred
firmswill enter the Mail Order field within twenty-four hours. This statement was made recently by the
editor of one of the leading newspapersin thiscountry. When that day comes, and it isnot far off, there
will beinlessthan a week, more than a thousand positions open to men who have passed the examina-
tions of thiscourse. Themail order spirit isin the air—we can almost feel it. Are you the man to stand
idly by and allow the opportunity to learn this business to pass without finding out what the mail order
business hasin store for you!”

THE other kind of newsyouwill haveto beyour ownreporter. After al, itissmply amatter of telling

your man something about your goodsthat isof newsy interest to him. It may beanew model you are

putting onthe market, anew serviceyou can givethedealer or theuser. Againit may besmply adviceasto

coming fashionsor asuggestion asto the best method of handling certain goods. If itisgiventhenewsturnit
getstheinterest.

Here, for instance, isanewsy letter from afork manufacturer to aretailer. It isgood becauseit gives
him anideathat he probably has not thought of before and best of al, it haspractical value:

“Dear Mr. Dealer:

“When businessis s ow, and you have sometime on your hands one of these warmdays, wouldn't
it pay you to telephone every coal dealer in your town, and try to get hisorder for coal and coke forks?

“ Next season’s supply of fuel will belargely delivered to residences during the remainder of the
summer, and the haulers will need forks.

“Here is our heavy goods catalogue, showing all patterns and sizes. Please write us if you
jobber cannot supply you with whatever you want.”
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For theretailer who usesthe mailsto keep in touch with his customersor for the manufacturer or
wholesder following up histrade, thisisthekind of newsthat countsmost. You need not gofar tofindit. Pick
it out of your every day work or your trade paper. Every housewifewantsto know what the store hasnew that
shecanuse. Sheisglad whenaMontanagrocer writesher this:

“The first shipment of that delicious white plume celery arrived by express today from
Kalamazoo, and although it came along way, it isjust ascrisp and fresh aswhen it | eft the Celery City.
Just call up 72 and we' |l send over as much as you want at ten cents a bunch.”

Advancenoticesof coming stylesareespecialy good newsitemsfor thelady customer, and if shegets
themin aletter shewill befar moreimpressed with the store that writes her than she ever would through
reading theminitsnewspaper advertising.

Onestoremanaged thismatter very effectively by sending alist of namesof lady customerstoitsParis
buyer and having styleletterssent from theredirect. Thenovelty of getting those personal lettersfrom abroad
combined with theactua newsvaue brought results.

HAT you consider just common things may be newsto other people. For instance, hereistheway a
laundry man makesnewsout of hismethods of doing work:

“Dear Mr. Norton:

“You'll often find among your new laundered collars, some that are scratched or blistered on
theseam. (Thatis, unlesswe do your laundry work.) It isnot a necessary evil, either. The explanation
issimple. The seams of a double-fold or wing point should be evenly dampened beforefolding. Other-
wise it blisters or cracks. We have a machine to dampen those seams. It must dampen evenly, for it
doesit with mechanical precision. So you will get no cracked collars back from us.

“ Just step to the telephone and call up Main 427, and your laundry will be ready for use when-
ever you want it.”

And hereisanother |etter that getstheidea, thisfrom abird fancier:
“Dear Sr:

“We have just received a consignment of . Andreasberg Roller Canaries which we can offer
you at the special price of $3.50. Thesebirdsarereally a second grade of Golden Opera Snger. During
their course of training some birds make mistakes—others take up false notes. We call such birds S.
Andreasberg Rollers. They sing just as often asthefirst grade birds and they all sing at night, but each
bird has some dlight imperfection in his song.”

Now, personally, | have no possible use for a canary, but this man almost sold me abird simply
because, with what was newsto me, he got me deeply interested.
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Just keep thismatter of newsvaluein mind when you run through thelettersthat cometo your desk
tomorrow. Although you may never have stopped to analyzeit beforeyou will find that themanwhotellsyou
something new, the man that throwsinto hismessage somebit of live, up-to-now, information-that man gets
your interest.

Put theideato useyourself. Youwill find newsmaking your dull dry correspondence sparkling with
life. Youwill findit giving new pulling power to lettersthat have been going to thediscard.

Human I nterest

THE great result isonly the fusion
of many small perfections. But all
the right elements of a good letter
make only conglomerate, unless they
be fused in thefire of universal living.
they fall short, until they touch the
common ground of your day’s work
and mine.
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CHAPTER XI

Personality

OU may haveaproposition that shoutsfor itself, aproposition that isthe best yet, but if your salesman
hasacolorless persondity, you might aswell shovethe sampleintothearmsof astraw manfor al the
good such apaleindividua will do.

Anditisthesameinthesalesletter. If you expect to magnetize your prospect’smoney you must
put apersona touch into your | etters—not egotism, but your own honest, persona conviction, interwoven
so thoroughly into your customer’spersondlity that hefeel syou understand him and that he understands
you.

Thisisthesubtleeffect of successful letter persondity. It untiesthewallet stringswherethe custom-
made | etter goesto thebasket. It creates confidence where exaggeration and hot air breed distrust. It gets
the businesswherethe cold, serious, matter of fact communicationfalson deaf ears. Andthisistrue
becausetheletter with apersonality is” different.” 1t standsout fromitsstereotyped companionslikea
strong maninacrowd.

Lettersthat really have apersonality are order gettersbecause of thetwo elementsthat arewoven
into them—the man-to-man attitude and originality of thought and expression. Andthesedementsare
found in every part of theletter—sal utation, body, close, Signature and postscript.

T SHOULD beremembered, however, inthismatter of approach, that saleslettersaredistinctly of two
kinds—the unsolicited | etter and thereply toaninquiry. Inthefirst you must announceyourself and win
your own audience; in the second you come at the buyer’ sinvitation.

Naturaly thefirst Stuation demands certain preliminaries—winning thereader’ sattention and
interest—beforeyou can get down to a“hard-as-nails’ business proposition. Intheother instanceyou can
dideover the prelude and talk your proposition from the getaway.

But even though you are approaching aman for thefirst time, thereisno reason why you cannot
takethe man-to-man attitude. What you wantishisinterest and thereisno surer way of gettingit than
talking to him about himself.

L ook at your proposition from hispoint of view. Talk about thethingsheisinterestedin. Talk to
himin hisownwords, hisphrases. Expressyour ideasashewould. Makeyour |etter apersonal talk, full
of lifeand action.

If you aretryingto sell aman apair of shoes, don't talk about your shoesuntil you have mentioned
his. Takehimto hisown closet and drive homeyour shoetalk there.
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Note how thisletter addressed by abook publisher to bankers, strikesout with avitally interesting
statement in the most conversational kind of way:

“Dear Mr. Brown:

“Assoon as | learned the other day that your bank was making special effortsto secure
more depositors thiswinter, | had the manager of our printing department get the enclosed proof
for you.

“Itisreally the most significant announcement that has been made to American bankers
in years. And even though it is being printed in some of the big magazines, where you might see
it, I am having this special proof sent to you direct so that no circumstance can deprive you of the
opportunity it offers.

“For hereisa chance to secure—in complete, worked-out form—the exact, practical plan
you need to double or triple your business.”

If youwereabanker, would that | etter get by you? It might, but | doubt it, for the moment you start
to read that | etter you must realize that someoneistalking to you about amatter that isvery important to
youl.

N OTICE, too, how acarriage manufacturer getsyour attention from the start when hewritesthisway:
“Dear Mr. Smith:

“| wonder how near your ideas and mine would agree in the selection of a buggy, and if a
buggy that | would build for my own use would suit you. Every year | build a new buggy for
myself—not because | wear out a buggy in one year’s time, but because | am always able to sell
my last year’s carriage to a liveryman here for as much asit cost me.

“I built myself a new buggy this year, which was finished a little over two weeks ago, and
| used it just one day when a particular friend of mine offered me $5.00 more for it than the
regular price, and | let him haveit.

“ Asthisbuggy took sowell and everyone seemedtolikeit so much, | immediately arranged to get
out alimited number of specia jobsunder the same specifications, and they are now nearing compl etion.
Onel amgoingto usemyself, and | am going to give you an opportunity to get one of the others.”

Thusthe proposition goes swinging along naturally to aclose so strong that | must answer theletter
if laminthemarket for acarriageat al. Hecompelsmetofed hisinterest inthe proposition, excitesmy
attention and inspiresaquick appreciation of what he hasto sdll, by talkingto measif | werein hisoffice.

Of course, thisman-to-man element of theletter must be qualified to suit the conditions of the
prospect and the proposition. Youwouldn’t writeto Bill Sikes, of Rising Sun, Nebraska, the samekind of
aletter that you prepared for W.C. Chesterton of Boston. If Bill got W.C.’sletter, in which you spoke of
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hiswife' selevationto the Colonial Dames, hewould think youwere“kidding” him. If W.C. got Bill’sletter
of coyotesand potato bugs, hewould throw it inthe wastebasket with ashiver of literary disgust. Putinthe
heart-to-heart element, but in every case, besurethat itisright.

HE second e ement of the persondlity | etter—unconventiona expression—usualy followsif thewriter
really established hisman-to-man relationship. But therearecertaindivisonsintheletter where
positive effort must be madeto tear away from adavish following of custom.

Particularly isthistruewhenaninquiry solicitsyour reply. Get right into your propositionfromthe
start and, asyou hope and striveto be natural, avoid the old formalities.

Theaverageintroduction withits“Webeg” and “ Pursuant to your request” isasusdessasathird
leg. Such expressionsas*Enclosed herewith” take up thereader’stime, detract fromthemainidea, and are
absolutely foolish. Youmight just aswell attach stickers, sayinginanely, “Thisisanenvelope” and“ Thisisa
sheet of paper.”

If you asked asalesman for priceson hisbest hurdy-gurdy or whatnot, itisn't likely that hewould
clear histhroat, hitch up histrousersand launch into aseventeenth century prelude. Not much. Hewould
snap out something likethis, and skirmishfor asae: “Wehavethreestylesof hurdy-gurdys, oneat so
much, another at thismuch,” and soon. Thesaesmanisinterested in salesand so areyou. Why not takea
lesson of him, then, chop off the hackneyed preface? What isthe sense of obscuring thereal issueby a
lengthy prelude, uselessapol ogy, aregquest towrite, or begging for permission to advise? Get downto
brasstacksand catch your prospect’sattention from the start.

Note how thismanufacturer goesstraight to the point in hisopening:

“ Dear Mr. Davis:

“Your goods may |leave the factory in the best of condition. But how do they reach their
destination? Any freight house islikely to be over-crowded any day, and open platforms and
wharves piled high with freight. Your goods are not favored—they are just aslikely to be left outside

asany. And a sudden rain may absolutely ruin them.

“Why not insure your shipments against rain, snow, fogq—against rust or warp or mildew.
You can do it absolutely with Andrews Water proof Wrapping.

“ Andrews Water proof is made of just three things. heavy tough paper, perfect water proofing
and reinforcing cloth, giving extra toughness and strength. No matter how awkward or irregular the
shape of your product, sharp cornersor projectionswill not poke through. And your goods will
reach their destination as dry and sound as when they left your shipping room.”

Likeagood salesman, thiswriter launched into hissubject without prelude or apol ogy.
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iginality of thought and expressionisrealy showninthebody of theletter morethaninthe salutation
and close, for therethe opportunitiesarealmost limitless. For instance, observethe stilted style of this
tiresomelong drawn-out sentence:

“ Our connections are such asto make it possible for you to place your order with us right
here in the City, where we can show you the goods and demonstrate the efficiency of our cars, and
we hope that just as soon as you recelve the catalogue you will look it over carefully and make it a
point of call at our sales roomwhich is connected with our general offices, and give us an opportu-
nity to show you what our carswill do.”

Andthenturntotherefreshing ease of expressioninthisfromalocd tailor:

“ Do you know that Henry has been cutting clothes for some of Atlanta’s best dressers for the
last ten years and that many of our old customers run in from out of town just to get that perfection
of fit that they know only Henry can five them? Thisis just an indication of the confidence particu-
lar dressers have in our ability to give clothes comfort and satisfaction.”

Herethewriter haseven referred to hiscutter by name. Theordinary writer, if he mentioned the
cutter at al, would have spoken of him smply asan employee.

UT thisisnot al thereistoaletter. A writer who hasinjected personaity into hissalutationand

halfway through hisletter to end in some such trite phrase as, “ Hoping to hear fromyou by return
mail, weare,” isasbad asthe correspondent who uses stereotyped expressionsthroughout. Both blunt
thelir effect on the prospect.

Theclosing paragraph should force the prospect into action—not put him to dleep with such hack-
neyed expressionsas“trusting we shdl hear fromyou” and “begging toremain.” Such conventiona bag-
gageonly loadsdown aletter and meansnothing. The prospect knowsthat you “hope” for hisbusinessand
“trust” hewill answer your |etter.

If your communication demandsadistinct close, say something new, typica of life, as, for instance:

“ Sgn and mail the order now, before it slips your mind.”

“ Just say the word and the samples are yours.”

“ Can you afford to overlook this when it means dollars to you?”

Millionsof unread letters are tossed to the wastebasket becausethey lack personality. From
beginningtoendthey look alike. They “beg” thisand “trust” that. It's“wedo” and“Youdon't” until the
reader isasbored asyou arewith your neighbor’s one-record talking machine. Successful correspondents

arelearning that hackneyed sal utations and strained complimentary closesarelost on the prospect, that itis,
aboveadl the man-to-man el ement—the officetalk on paper that getsthe orders.
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My Dear Sir:

Qpportunity conmes to a man’s door only once. He nust
be prepared when it knocks at his door, and answer
“ready,” otherwise he is argely a failure; a drudge,
trudging along daily on a pittance, awaiting the end, with
no one but hinself to blame. He did not grasp his oppor-
tunity.

Get out of the rut and into a field of greater know -
edge, and thus be prepared to command, yea even insure a
| arger inconme. Business nmen are coning to recognhize the
val ue of a better know edge of existing conditions, of
organi zation and systenmatization. The factory expert nay
safely without fear of contradiction be said to be the
Busi ness Advi sor of today. He assists in the organizing of
a business, and nmuch if not the greater part of the suc-
cess of the manufacturer nust be attributed to the w sdom
and grasp of the business foresight of the accountant.

But it is no |onger necessary or you to depend upon
an outsider for help in organizing and conducting your
business. Here is your opportunity to becone an expert
yourself at a nominal cost. Fill out your order and get
our book just published on “Factory Organization.” this
book has been conpletely rewitten giving you the | atest
and nost up-to-date work extant.

Qur prospectus fully explains the scope of the work
and qualifications of the witer. Any further information
desired will be cheerfully given on request. This is your
only opportunity to take advantage of a special offering.
WIIl you grasp it? Act at once! Awaiting the courtesy of
a reply, we are

Very truly yours

Useof worn
out figure

Too general

Directness
entirely
lacking

No explana-
tionor
argument

Offer not
clear

Weak close

Hereisaletter that isfull of generaitiesand solacking in persondlity that it entirely missesthe
individua apped. Theproposition offeredisnot mentioned until thethird paragraph and theninan

incidenta way.

Note how the samebook propositionishandled in therewritten letter opposite—aletter as
persona asacall over the phone. Inthissecond sheet, proverbsand axiomsare displaced by reasons
why the chanceto buy isworth real cashto the particular reader every hour of hisfactory day.
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M. Page’'s Ofice.
Tuesday, January tenth.
My dear M. Col by:

This norning | received fromour printers sone news
that | feel certain will be of interest to you. And be-
cause | do feel that this is a matter of unusual inpor-
tance | amwiting today to you and a few nore of our
war mest and ol dest friends, so that | may hear from you
and have the benefit of your opinion before any public
announcenent i s made.

I will receive fromour printers Thursday a few
advance copies of C P. Watson's “Factory Organization’—a
busi ness book that | honestly believe will save you nore

REAL DOLLARS than any other book in print.

W have issued no printed natter about “Factory

Organi zation.” But even a VOLUVE of printed natter could
not show you its value as will the book itself. So |

want to send you the book. | do not expect you to BUY

it blindly. | nerely want you to look it over AT My RISK

and give nme your frank opinion of it.

YOU WOULD W LLINGLY RISK A DQZEN TIMES $2.00 for a
SINGE plan that woul d reduce your factory costs ALONE.
Yet this book contains 22 noney saving plans that wll
reduce expenses throughout your whole business—pl ans of
hiring and handling enpl oyees—plans that will check every
| eak and waste in your factory and office. And | do not
ask you to RISK ONE SINGLE PENNY to secure them

Merely send for the book on approval. The $2.00
you forward will not be regarded as a remttance but as a
deposit. And then, if ANY SING.E CHAPTER al one is
not worth $5.00 CASH to you, | will not only send you nyny
check for $2.00 but | will remt you in all $2.10 to pay
you in addition for your postage and trouble in |ooking
over the book.

Merely pin a $2.00 bill to this letter—ail tonight
i f possible—and use the envel ope encl osed.

Yours very truly,

Exact place
and date

Extremely
personal
opening
winsconfi-
dence

Explanation

Reason for
offer

Argument

Persuasion
and induce-
ment

Clincher

Heisoffered aparticular proved opportunity, not general dissertation. Thiscontrastillustrates

thepossibilitiesof the use of the personal element.
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RESOLUTION to buy is a whetted razor edge.
Don’t overstrop it; don’t hit it with a brick.
When it’s prime put it to work
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CHAPTER XII

The “You” Element

OU would probably leap up in burning wrathif, tomorrow, you could seeyour salesletterskindling a

hundred morning fires. At least youwouldwant to know why your saleslettersinterest only theman
who emptiesthewastebasket. You might bring your correspondentsto the carpet, you might quiz and you
might threaten, but it isaten-to-one shot that they couldn’t answer when you wereall through.

If you areto solvethe most perplexing and yet obviousfault of your salesletters, you must Sit down
and pick gpart your paper salesmen. Asyou anayze your correspondenceyou will beimpressed with one
fact—that thereistoo much “we’ inthe beginning of thesalesmissive. If you pushyour investigationinto
thebody of your letters, underscoring each “we” asyou cometoit, youwill find that thewriter hasliterally
peppered hisstory with the objectionableword. Thereistheanswer to your question.

From beginning to end, the averageletter consistsof, “ We” have® soand so” to offer; “ We’
contemplatethis, and“ We” intend to do that. But what do | care about what “ We” do? How aremy
interests affected by astatement regarding “ ours’ ? Theclosest thingtoyouis*” you.” Thenever-ending
source of attraction and concernto me, is” me.”

And thusthe correspondent killsahearing because he beginstal king about himsalf instead of
“you” . For example, aclothier writesmealetter: “ e are showing the most attractive line of spring
and summer woolensin the city. The cut of every garment is the latest and up-to-the-minute in
style.”

OW that kind of aletter hasn’t told mewhat | wanted to know. Thefact that they are showing the
woolensdoesn't particularly interest me. They may havethemost attractivelineinthecity. What |
careabout is, what isinthisfor me? How will it affect my bankroll?

But if they had written: “ Mr. Smith, you spend $15 more for a suit of clothesthan you should.
How can we prove it? By making you just as stylish and as wearable a suit for $35 as you have been
paying $50 for. You will look better and feel better in the clothes, and at the same time you will be
saving money.”

If they had said this—ah! That would have been adifferent matter. For hereisaletter that getsas
closeto measmy own desk, that touches my pocketbook, my business heart.

Again, amanufacturer writesmetoday: “ We have perfected and are now prepared to supply
our new, patent-lined, double-rimmed, rust-proof, excelsior gas burner—the peer of themall.” When
| receivethat letter how doesit affect my cost of production? | hold no stock inthe gasburner industry. He
might aswell announce the discovery of anew mud puddle on South Main Street sofar asmy interestsare
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concerned.

But suppose he had said: “ See here, Mr. Gas Burner, you spend $2.50 a month more for
gadlight than you should, and yet in spite of this waste you are not getting the brilliant illumination
you are paying for. | can cut your gas billsin two, give you better, clearer, brighter light, and save
you $2.50 a month. And the whole outlay to you will be simply the price of our new gas burners.”

Supposethewriter had said that? It would have been somewhat different and | would have prob-
ably hurried to the mailbox withamoney order. Forget yourself and talk about the other man’s profits,
needs, desires. Look at your proposition from hispoint of view and hewill readily seeit fromyours.

ON'’'T beginyour |etter and every other sentencewith“We.” You may betheruling power inyour

ownworld, but your reader doesn’t know it. To himsealf heistheking of hisown littlekingdom. He
has so many thingsto think about, heisn’tinterested inwhat you aredoing. Andyet heistheman you must
get closetoif you expect to get any of hismoney. Heisinterested only when heissureof getting some
money himself. | at once becameaivetothepropositionwhen| received thisletter:

“Mr. Retaller:

“Why isit that you—the retailer—are compelled to lose more good hard cash through bad
debts than any other man in business?

“Every month you have to charge up to bad debts, scores of good fat accounts that dead-
beatsrefuse to pay. Mrs. Jones puts you off; Mrs. Smith tells you to wait; and so it goes—season
after season. You could almost start a new store with the money lost by local retailers through
bad debts.

“Now suppose we could tell you how to stop this; suppose we could tell you of a simple
collection scheme used by one retailer down in Illinois that enabled him to make thirty of his
hardest and slowest customers pay up—penny for penny—the hundreds of dollars they owed him.
Wouldn’t you jump at the chance to get it?

“Now, then, in the book described by the circular enclosed, you can get this very collec-
tion system; the simplest, most successful collection system ever devised—a system that does not
require the assistance of an expensive collector; a system that you alone can operate, and the only
expenseisthe cost of two or three tow-cent stamps.”

That isthekind of aletter that jarsmoney from my cash drawer. Thegunsof attractive argument
and effective salesmanship areleveled directly at me. | must either get out of theway or stand and takethe
shot. | buy because*you and your collections’ has been the attitude of theletter. If thisconcern haspointed
their letter shot somewhereup intheair of foreigninterests, therewould have been no reasonwhy | should
budgeandinch, and | wouldn't.

I AM notinterested inyour proposition until you have shown someinterestinmy affairs. Andyou can
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never make mebedlievethat you arereally interested in meby everlastingly harping onwe.
A tiremanufacturer answersmy inquiry withthis:

“We have your favor of the fourteenth stating that you are interested in our advertisement on
Wonder Tires. We are enclosing our Wonder booklet which illustrates and describes our Wonder
tread. We would be very glad to give you any further information and our best price. Trusting that
you will insist on Wonder Tires, we are, yoursvery truly.”

Now | wasinterested in the advertisement, but isthereonesinglereasoninthe“we’ spotted letter
why | should continueto beinterested, why | should “insist” on having Wonder Tires? What | wanted from
that manufacturer wastiretalk that applied tome. Hisinterest inthedea wasobvious. It wasminethat
wasessentia toasale. Andthat letter killed what littlel had.

Contrast it with thisfrom amanufacturer who would sell mean engine: “ You know what a nui-
sance it isto set out to equip a boat and find that you haven't got this and you haven't got that.
Before you finish, it has cost a quarter or a third more than you figured on.

“ Customers have often asked us: *What does your equipment include? Why don’t you make
it complete? That’s just what we' re going to do from now on—we are going to ‘put in everything.’
And what’s more we' re going to pay the freight.”

That manistalking to me. Heknowsmy boat troubles. He'stalking to mein my own boat house,
and | read on through hisdescription and sales argument with aninterest approaching fascination, becausel
feel fromthefirst word that thewriter of that letter understands my needs.

O BE asuccessful writer you must talk about your customer and hisaffairs. Seethat you get theword
“you” inthe opening sentenceof your next |l etter. For example:

“You can make a larger profit if you sell Duff’s Molasses, than if you don’t. Your customers
want Duff’'s Molasses and they are going to get it somewhere. You can make big profits by getting in
lineearly,” and soon.

Thegrocer isinterested inthisproposition becauseit offersto put money in hiscash drawer. There
iIsno moreinteresting proposition to himthat that. WWhen hereadsthisletter he must decide whether hewill
order and make good profits, or stand idly by whilethe other fellow gathersin the benefits.

And now when you havejust about determined to inject some of the“you” element into your letters,
cultivatethe ability to get over onthe buyer’ssideand ook at your proposition through hiseyes. A good
salesman never mentionsthe selling end of hisgame, heemphasizesthe buying point.

You may think it selfish, but | repest that the nearest subject to meisme. Theace-highthemewith
youisyou. Itisahumantrait—asinfallibleasaphysical law.
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Dear Sir:

Accept our thanks for your favor just received.
We are glad of this opportunity to forward you a catal ogue
showi ng the styles which we carry in our Stock Room ready
for imedi ate use

O course it is inpossible to show all the styles
which we make. The illustrations shown, sinply represent
some of the season’s best sellers as selected by the |ead-
ing retailers fromour two hundred and fifty styles de-
signed by our selling force.

Qur shoes are correct in every sense of the word.
oxfords possess superior fitting qualities. They do not
gap at the ankle; they fit close and do not slip at the
heel ; they are the cool est shoe for summer. W have them
in Geen, Red, Tan, Black and Patent.

Qur Guarantee is sonething that is of vital inpor-
tance to you if you care to be assured of full value for
your noney spent.

We can make for any style required if you fail to

find illustrated in our catal ogue just the shoe you desire
at the present tine. W wll forward the shoes prepaid
upon receipt of your order with price and will strive to

serve you in a nost satisfactory manner.

Yours very truly,

Formal -
“our stock”

“Qur”
styles

“Qur”
oxfords

113 Our”
guar antee

“Our”
catalogue

Nothing robsaletter of directnessso much asalock of the*you” element. Hereisan actua

letter whichillustrates particularly well an absence of direct appeal because of thisfaullt.

Thismantriesto sell apair of shoes, not by talking about the prospect and his needs, but about himself
and hisproduct. Notetheprevaenceof “our” and“we” inevery paragraph. Half thewordsare mere
machinery of thisantique variety, through which “weaccept, areglad, make, strive,” andsoon. Thered
meat—the specific wordsthat catch the eye—could be compressed into two short paragraphs.

Then note how the same proposition ishandled intherewritten | etter. Thedeaer comesover to
thecustomer’sside, just asaclever sdlesmanwould, andturnsintohelphim*get afit.” “That'sright,”
hesays, “apoor fitisarea calamity. What you want isthisand thisand this—and right hereisastock

of shoesamong whichyou'll find thosevery things.”
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Dear M. Shel don:

VWhat is nore unconfortable and aggravating than an
ill-fitting shoe?

Make up your mind that for once in your life you wll
have a shoe that satisfies you to the smallest detail —a
shoe that does not slip at the heel nor pinch at the toe,
a show that will not winkle or run over at the side
Make up your mind that this time you will have a shoe that
follows perfectly the lines of your foot, that fromthe
very day you first put it on, feels cool and confortable
and that will retain its trimand stylish appearance under
the test of wear.

Di ckson shoes conbine the three features that you
have been | ooking for so long—style, confort and wearing
quality. They observe so closely the little points that
gi ve ease and confort, that no matter how particul ar you
may be, there is a shoe sonewhere in our stock that is
literally built for your foot. And you will be surprised
to find how long it will [|ast. For Di ckson shoes, whet her
of patent, gun netal or tan, are nade of the very
best stock that |eather science can produce.

The catal ogue you requested is going to you today
under separate cover. | want particularly to call your
attention to the new “East Last” style on page 37. This
may be just what you were looking for. But it is only one
of the 54 attractive styles you will find illustrated.

Select the style and finish that you |ike best, then
sinmply fill in on the order blank the nunber, size and
wi dth you want, and mail to us today. If there are any
little peculiarities about your foot,tell us about them

Wth this information to guide us we wll send
you, all charges prepaid the very day that your order is
received, a pair of shoes that will fit you perfectly.

Do not miss this opportunity to obtain real, genuine
shoe confort. Send your order at once—today.

Yours very truly,

“Your” shoe
troubles

113 er”
wants

113 er”
comfort
assured

“Your”
wants
supplied

113 er”
choice

4 er”
opportunity

grasped

Sotheentireletter showsan understanding of “your” shoetroublesand “your” needs, and offers

theshoeit exploitsasan articlethat will bring*you” satisfaction.
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Per sonal Good Will

THE machine-finished sale is passing.
Buyers prefer to deal man to man. The
Successful dealer of the future must
approach his sales, hit letter writing
problems, from the customer’s side.

It is not enough to collect today’s
profits, for your competitor is collecting
tomorrow’s good will.
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Part IV

HANDLING COLLECTIONS
AND COMPLAINTS

S| Satisfaction

SUCCESSin sdllingdoesn’'t smply mean
goodssold. It meanscustomer satisfied.

It meansbillspaid outsideof court, and
complaintshandled on squaredeal principles.
It meanstreating a man after you sell him as
well asyou dobefore.

Irritating back talk and aggravatingthreats
never got agood-will settlement nor brought
back adisappointed customer; a“ chip-on-the-
shoulder” attitudedrivestradeaway.

But courtesy, tact, open-minded fairness—
disar m antagonism, melt opposition, bring
back business.

Befair. Aimtosell satisfaction, and your
goodswill sell themselves.
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TRADING SOFTWARE

FOR SALE & EXCHANGE

www.trading-software-collection.com

Subscribe for FREE download more stuff.

Mirrors:

www.forex-warez.com
www.traders-software.com

Contacts

andreybbrv@gmail.com
andreybbrv@hotmail.com
andreybbrv@yandex.ru
Skype: andreybbrv
1CQ: 70966433
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CHAPTER XIII

Collection Correspondence

T isonething toinduce aman to take something that hewants; it isquite another toinduce himto give up
something hewants. Andthereinyou havethevita difference between the sdesand the collection | etter.

True, both lettersarebuilt largely upon the same e ementsof salesmanship. Just asinsdlingamanan
article, youwinhisinterest init, proveitsqualities, persuade him that he needsit and inducehimto buy, soin
selling asettlement of your account, you must interest himin apersonal practice of thegoldenrule, provethe
justiceof your request or demand, persuadehimthat itisfor hisown good that he settle, and finaly inducehim
to enclosethe money he owesyou and “mail today.”

Furthermore, acollection letter hasjust asmany possibilitiesasthe salesletter for those supplementary
quaitiesthat maketal k on paper distinctive—personality, the“you” e ement—thoseintimatetouchesthat get
next to aman when mereformalitiesdo littlemorethan irritate and spur antagonism.

Recognizingthis, collection managersare coming more and moreto seetheelement of danger inatoo
grict adherencetotheuseof formletters. Inthehandling of agreat many small accountsthey areof course, an
economic necessity, but inacommercial business, at least, the man who isworth selling thefirst time, and
whosetradeisworthretaining, iscertainly worthindividua attentionin the settlement of hishills.

ASSIFIED according to their manner of treatment, collection accountsfall pretty strictly into two
divisons: ordinary commercia accountsand installment accounts; and they should be considered

Separately.

Getting theright toneinto commercia collectionlettersislargely amatter of getting theright view-
point and theright perspective on what your customer’srelation and hisobligationtoyouredly is.

Itisamistake, inthefirst place, tolook upon ajust debt asanything but the strictest business
obligation or to intimatein the dightest degree that you do not expect the debtor to pay it promptly. The
merest suggestion that you consider it asany other than astraightforward business proposition will be
eagerly grasped by the debtor with intent to evade. Furthermore, itisamistaketo ask payment on any
other ground than that it isjustly dueyouinexchangefor valuereceived. Many correspondents make use
of theargument that thefirmishard up.

“We are going to be frank in telling you,” wrote one wholesale house, “ that we need the
money. You are only one of alarge number of our customerswho are back on their accounts and
unless you remit at least a part of what you owe us, we may find ourselves in embarrassing circunm-
stances.”

Themoment youwriteaman likethat you let him know that you areinthe same classthat heisand
you put anew excusein hismouth that he may not have used on you before. If youthink it advisabletotalk
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at al dongthisline, doit without losing your dignity.

N the other hand it isequally important that you consider the debtor first of al asacustomer, that his

friendly patronage beretainedif it ispossibleto do so and that he be granted any reasonable extensions
intimethat hemay ask. A customer’stradeisvaluableto you until he has shown by apersistent ignoring of
your requestsfor settlement that he cannot or doesnot intend to voluntarily pay hishills. Under those circum-
stanceshisbusinessisnot desirableto you in thefutureand you are perfectly justified inamore stern demand
for settlement or intaking any legal stepsthat may seem necessary.

Steering amiddle course between these two principles—abus ness-like cons deration of the debt and
endeavor to retain the customer’ strade—the collection | etter may be made as cordial and dignified acommu-
nication asany other kind of | etter.

Ordinarily four lettersgradudly increasing in urgency aresufficient to determineany debtor” position.
When morethan thisnumber are used your effortsare spread over too much surface—you run out of ammu-
nition beforeyou reach your climax.

A furniture housewhich had fearsof hurting itscustomer’ sfedlingswith too sudden arequest for cash,
got up aseriesof e even collection letters. Theselettersincreased in urgency fromthefirst till thesixth then
becametimid again in the seventh and eighth and not until the el eventh did the processreach thelegal stage.
Now thetroublewith this schemewasthat oncethe customer caught on to the game, he never had any more
fear of thosethreatening fifth and sixth letters. Heddiberately waited until the ninth or tenth had comeand then
paid hishill, sixty days' credit to thegood.

HE first | etter should be courteousin tone, calling the customer’ s attention to thefact that hisaccount is

somewhat overdue and requesting an early settlement. 1tiswell to at least impressthe customer withthe
fact that he hasyour confidence by mentioning that thebill has probably escaped hisattention. This, asif you
had forgotten that thiswereacollection | etter at al, follow with some good selling talk, someintimateinquiry
about thethingsthat interest you both. In short, show your manthat you think of him primarily asoneof the
firm'svauedfriends.

Youwill besurprisedtofind how alittle supplementary talk of thiskind will bringin the customer who
really wantsto be square. Andyou canwell afford to becordid, for at thisstage hisfuture businessis till
vauabletoyou.

Fromtheaverage carelessbut honest ddinquent, aletter likethiswill pull apartia, if not afull payment
of theaccount. Throughout it radiatesonly thegood will of the house and from the man who intendsto settle
without difficulty, it iscertain to appeal becauseof itsevident fair play. Thereisachance, too, thatit will pull
businessaswell.
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HE customer’saction in responseto thisletter will determinethewhole nature of succeeding proce

dure. If herespondsat all the chancesarethat acordia personally dictated second letter will savethe
transaction any unpleasantness. Possibly without making settlement, he may order moregoods. A Chicago
silk house usesthissituation asalever and writesthe customer inthismanner:

“Thank you for the order for——which was received thismorning. | was somewhat
surprised, however, to find that your letter made no mention of settlement of your last account,
regarding which | wrote you on the 10", \We appreciate the additional business you are giving us,
but cannot very well allow the account to become any larger on our books. The goods you ordered
are now being prepared for shipment, and they will go forward immediately upon receipt of check
covering the earlier account.”

If noreply to acourteousfirst letter isforthcoming within areasonabletime, asecond and more
urgent letter should be sent. How severethisshould bewill depend upon the debtor’ svalueto the house.
If acustomer of good reputation heretofore, hemay still be brought around by your showing anintimate
interest inafriendly adjustment of hisrelations, something after thismanner:

“You have not sent us an order in over a month. Was there something wrong with the last
shipment, or isthere an error in our statement of your account? If thereisany fault in our service
you know that we consider it a favor to be told about it.

“| shall await your reply with interest.”

If, however, your knowledge of the customer’ spreviousactionsleadsyou to believethat hisis
deliberately ignoring your request, it isbetter to omit the conciliatory element entirely and writeabrief,
ing stent request somewhat after thisstyle:

“You have not favored us with a response to our letter of ten days ago asking an early settle-
ment of the enclosed account, which is now considerably over-due.

“ Please give this your immediate attention.”

EY OND thesecond letter in either case salestalk isworsethan wasted. Not only isthe customer who
failsto noticetwo such requestsworthlessfor future business, but adrawn out | etter robsthe request
of urgency. Thethirdinthe seriesthereforeshould bestrictly acollectionletter and should crystallize
matters by setting adefinite date on which settlement must be made. Hereisagood form, for instance:

“You have entirely ignored our two previous requests for payment of your overdue account.
We are consequently compelled to believe that you are purposely neglecting settlement.

“We must now insist upon this account being paid by

M ANY firmsdo not turn accountsover to an attorney until acollection agency hastried itsmethodson the
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M. Albert G Geen,
Randol ph, N. C.
Dear M. G een:

You have been so busy meking your preparations for the
Hol i day trade, that you have doubtless overl ooked the fact that
your Account with us is somewhat overdue. You have settled your
bills Promptly in the past and we feel confident that this re-
mnder will Meet with an equally pronpt remttance in this in-
st ance.

How is the Venetian Toilet Soap selling? Many of our
Custoners are finding this one of the best noney-nmakers they
Have handl ed, not only because of its real nmerit, but because
O the extensive advertising canpaign which the nmanufacturers
Are carrying on.As you know, we can give you an unusually good
profit On this soap and it should pay you well to push it during
t he

Hol i day season. |If you can use anot her gross of boxes we can
Ship them on the day ordered.

Wth best wi shed for a good season,
Very truly yours,

Speer, Hamond & Co.

Anexampleof agood first collection | etter written by the correspondent of acommercia house
to acustomer who hasfallen behind. Not how the selling talk introduced givestheletter acordial,

courteoustonethat impressesthe customer with hisobligation and at the sametimelaysabasisfor more

business.

debtor andfailed. Butif you dowriteaman that you will goto court, by al means, doit. Inother words

never put athreat into acollection letter that you do not intend to back up. Any debtor, who doesn’'t make at

least an effort to settle after three requests, should be handled without mincing matters.

LLECTION lettersoninstallment accountsdiffer from commercia |etterschiefly inthat the purchase
isasingletransaction and thereisfrequently little probability of futurebusiness. For thisreasonthe

saleselementislargely lacking. Reasonfor settlement must run on two points—the buyer’shonor and his

obligation to abide by hiscontract.

Theprimeaimisto prevent the debtor from getting behind in more than oneinstallment. Whentwo

remain unpaid, theaccount isdoubly difficult to collect, and if three accumul ate, some summary actionor a
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“cashup” offer isalmost absolutely necessary to makethe account profitable.

Becauseinstalment propositionsareusualy sold to al buyerson auniform basisof payment, form
lettersmay be used far more extensively thanin commercial work. Infact, debtorsand their degrees of
indebtednessmay be so classified that aseriesmay be prepared which will meet almost every objectionand
apply to nearly every Stuation.

One collection man hasdivided hisaccountsinto four classes—those on which only thefirst pay-
ment has been made, those on which several but lessthan half have been made, those on which morethan
haf have been made and those on which only avery small amount isstill outstanding. For each classhehas
prepared aseriesof fivelettersand they have been so carefully devel oped through experiencewithinstall-
ment buyersthat they arein thevast mg ority of instancesaswell suited as personally dictated letters.

Itiscustomary among housesdoing aninstallment businessonamonthly basisnot to beginastrictly
collection seriesuntil asecond copy of themonthly statement, marked “ Second Notice” hasfailedtobringa
response. If fifteen dayspassafter thissecond notice without areply, afirst letter should be sent calling the
debtor’sattention to thefact that the account has probably been overlooked and requesting immediate
atention. Itisnot abad planto point out in thisletter inacourteousway theimportance of keeping these
installmentspaid up promptly. Onehousefollowsitsrequest with aparagraph something likethis:

“Perhaps you have overlooked the fact that in signing this contract you agreed to send us
a remittance regularly each month without fail, until your account has been paid in full. This,
however, was the agreement and we have naturally planned on receiving the paymentsin this
manner.

“We feel certain that for your own convenience you will find it most satisfactory to adhere
to this plan, for if you allow two or more installments to accrue and are compelled to send us the
whole amount in one remittance, it may work hardship. We will appreciate it if you will settle
the overdue payment at once and see that future installments reach us promptly each month ass
they fall due.”

If acourteousletter likethisdoesnot bring at least areply asto why the payment has not been
madewithin ten or fifteen days, asecond | etter considerably more urgent in tone should be sent.

EY OND thisstage, procedure should be guided by surrounding circumstances. The buyer who appears
at least to be perfectly honest and reliable should be given the benefit of the doubt and another courteous
letter should be sent. One housewritesto people of good standing inthismanner:

“We should dislike very much to believe that this delay is due to other than oversight be-
cause you were so favorably recommended to us by your bank. Still if a remittance is not received
within a very few days, we shall have no alternative.”

When such aletter getsno action, thereisonly one alternativeleft open—to start procedure toward
immediate collection of thewholeamount that till remainsdue onthe purchase.
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Therearetwo waysinwhichthismay be approached. Either the customer may begivena®cashup’
inducement, that i, adiscount or some additiona articlefreefor animmediate settlement; or theaccount may
beturned over to an agency or attorney. To cash up isalways preferable, becauseit offersachanceto bring
inthemoney at once and also to retain thegood will of the buyer.

“| am going to make onemoreeffort,” writesone collector for apublishing house, “to reach an
amicable agreement with you. If you will send me at once a check covering the balance due on your
account with us, | will send you at absolutely no expense to you and as evidence of my appreciation
of your fulfilling your part of the contract without unpleasantness, a copy of Wood's “ Commercial
Law,” a volume which every business man should have upon hisdesk. Only an exceptional combi-
nation of circumstances enables me to do this and we have only a few copies of the book available.
I f you wish to take advantage of this offer, you should let me hear from you at once. Simply enclose
your check with this letter and mail today.”

If your delinquent acceptsthisoffer, well and good. If he doesnot, your only openroadisto goto
court.

HERE aremany instancesof course, in which neither the* cash up” nor the court isfeasible, becausethe

amount remaining dueisso small that it will not warrant the cost of either. In such cases, clever, persona
appea may dothebusiness. Supposing of coursethat the debt isajust one, thereistill achanceto touchthe
man’s sense of respect for the squaredeal.

Remember awaysthat most menwant to pay their debts, and do not consider any man dishonest until
he hasproven himself so. Do not resort to threats or severity until conditionsabsol utely demand them. The
debtor who has been harried and aggravated by the ordinary “ givememy money” letter will have apleasant
asurpriseif youfirst show himapersona understanding of hiscase. Andyour cordia willingnessto bereason-
ablewill get your money whilethemanwhofliesto early threatswaitsfor his.

The Deceptive Aggregate

A DELINQUENT file of five hundred follow-ups—a Monday
mor ning stack of two dozen complaints— makes up an aggregate of
petty evasion—of unreasonable demands—that looms large to the desk man.
But the debtor—the complainant—never sees that aggregate.
Sarcasm aimed at it will puzzle and anger him.
His need, his shortage, his annoyance, are what occupy his mind.
The letter that pulls must take his view, talk from his side,
show under-standing of histrouble; and thus arouse
his spirit of fairness,
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CHAPTER XIV

How to Answer Complaints

f your customersareworth having, they areworth satisfying and if your goodsareworth sdling, itis

worth your whileto demondtrate that fact to your customers, even after they have bought your offerings
and you havetheir money. Nolegitimate businesstransactionisrealy completed until thecustomer is
satisfied with hispurchase. A satisfied old customer often represents more potential bus nessthan abook-
full of untried prospects. If you have given him asguaredeal, he never stops saying good things about your
business; but if you haveleft him dissatisfied, he never stopsdriving it away.

Anditisnot such ahard matter to show aman that you have given him at least all you have agreed
togivehim, if you go about t inacourteous, tactful way. Most people have morethan aspark of reason-
ablenessinthem and an ability to recognizeafair proposition when they seeit. If they haven't, they haven't
the possibilities of being good customersand no concession, however generous, would ever satisfy them.

Good answersto complaints, likegood collection |etters, arelargely amatter of attitude. Thereis
no useassuming ahigh and mighty position and trying to makeall your customers conform to your ideas of
what asquarededl is. Itisbetter to assumeafair but open-minded position and then show each complain-
ant that hereally seesthingsasyou do after all.

Neither isthereanything to be gained by alowing yoursalf to becomearoused over anythingthat a
man with akick may writeyou. For back talk smply aggravatesthe customer instead of pacifying himand
leavesthe grievancefarther from settlement than it wasbefore. Andwhat ismoreyou ought not to givethe
unreasonabl ekicker the satisfaction of knowing that he has stirred your temper.

NE thing, do not be too suspiciousof every complaint that comesover your desk. Remember that

when the customer wrote hisletter, he believed he had causefor doing so, and that the chancesare he
did have. Remember that most peoplewant to be square with you, that most people are honest, and that
by far the greater share of the complaintsyou get have areal cause at bottom. Thefault may not beyours,
but that isno reason why you should snap up aman for telling you about it. If you arenot to blame, the
proper thing to doisto find out wherethetroubl elies, and hel p the customer to straighten out the difficulty.

And even though aman seemsto have no causefor complaint, bejust asgood natured about
showing himwhere heiswrong asyouwouldif hehad aread grievanceagainst you. Everyoneedsefeds
about the same asyou do when you get acomplaint that appears unjust and unwarranted. Your first
impatience promptsyou to say toyoursef: “Oh, I’ll show thisfellow. I’ Il et him know that he can’t talk that
way tome. I’ll writehim aletter that hewon’t forget inamonth.”

And supposeyou do. He getstheletter, readsit, laysyou out good and plenty to everyonewithin
hearing distance and firesback your goods. And theremotest chance of ever making agod customer out of
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himisgone.

But supposeyou say to yourself when you get aletter likethat: “Now, if thisman knew asmuch
about businessas| do hewouldn’t makeacomplaint likethis. Hewritesthisway either becausehe's
ignorant or propriety and business courtesy or because hedoesn't realize that mistakeswill happeninthe
best regulated businesses. So I’ writehim aletter that will wake him up, maybe, to what abusiness
transactionredlly is. AndI’'ll doit by giving himan exampleof cordid businesscourtesy.” Thenjust carry
out that idea, and you' Il not only fedl better about it yourself, but the chancesare your attitudewill bring
back acustomer who wasready to dip away at the dightest further provocation.

L L genuine complaintscan pretty nearly betraced down to two sources: red grievancesand misunder
standings, thelatter often dueto ignorance of businessmethodsor requirements. Ineither caseitisupto
you to settlethe complaint satisfactorily and retain the good will of the customer.

Andtodothis, thereare certain pointsthat you must invariably consider. Inthefirst place, answer promptly.
Animmediatereply goesalongway toward impressingamanwith your snceredesireto seehim satisfied. If
heisn't specific enough in hiscomplaint to enableyou to answer fully, writeat oncefor further information. If
itisgoingtotakeyou severd daystoinvestigate, writehimfirst and tell himwhat you aredoing. Every day that
acomplaint hangsover it becomesincreasingly hard to handle, whilequick attention will preclude many pos-
ghilitiesof future unpleasantness.

Second, takethe complaint serioudly. For instance, if aman orderstwenty reamsof paper from you
andonrecept of it writesthat it isnot likethe sampleheordered from, don’t say: “Dear Sir: Your eyesight must
begoing back onyou. Thepaper you ordered iscertainly identicaly the same stock asthe sampleyou named.
Takeit to thewindow and look again.”

If youdothat you not only insult hisintelligence but you may be getting yoursdlf inbad for there’ sjust achance
that amistakewas madein the stock or shipping room and that the customer isright.

Better writehim something likethis:

“Dear Mr. Blake: We are surprised to learn that the Golden bond does not seem to match
exactly the sample from which you ordered. Could you by any chance have gotten this confused with
Gordon bond which isright next to it in the sample book? These two lines are very similar in finish
and the fact that thereis also a similarity in the names has given rise to errors of this kind once of
twice before. | wish you would refer to the book and see whether this might be the cause of the
discrepancy.

“If itisnot and you will send us a sample of the order you received, we will have the trouble
looked up here immediately. We are always very careful to check over outgoing stock and see that it
isjust what is ordered, but we realize that an error might have been made somewhere in the process
of packing and shipping and we will be more than glad to correct it.”

Seethedifference? That not only protectsyou but it showsthe man your seriousinterest in putting
meattersright.
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HE next vitally important point isthat you takethe customer’sviewpoint. Look at thetroublethrough

hiseyes. Just asin asalesletter you canwin aprospect’s confidence by opening with astatement that
herecognizesasamatter of fact and then from that point gradually leading him to your proposition, soin
answering acomplaint, you can start out by agreeing with him and gradually lead him around to your way of
looking at thequestion. If you don’t—if you state your position first and try todrag himtoit, you aresure
to antagonize.

A publisher sold abusinessbook to aclerk in arailway office and theyoung man onreceiving it
complained that whilethe volumemight beall right for aman in an established business, it was of no practi-
ca vauetohim.

Now the publisher might have answered that young man after thisfashion:
“Dear Sr”:

Don't think that because the book seems of no use to you, we are going to take it back and
refund your money. You certainly understood the nature of this book before you ordered it and if you
didn’'t want it, that was the time to say so instead of sending it to you and after the deal is closed.
Under the circumstances, we cannot take the book back.”

Understand that’ swhat he might have said because that’sjust thetoneinwhich many acomplaintis
answered every day. But heactualy wrotetheyoung maninthismanner:

“Dear Mr. Gimbd!:

“1 believe | understand perfectly just how you feel about the book. You feel that because
your position is a detail one, because your work islimited in its scope, the book is too comprehensive
to help you very much just now. And that would seem, at first though, a very just objection. But in
reality, because your work is limited now, and because the book is comprehensive, aren’t you that
very man the book will help most?

“ Every man wants to get out of the rut, to grow, to develop into something better. Yet who is
the man who wins promotion? Isit the clerk whose work islimited to his own routine of details?
No, it is the man who knows not only his own work, but that of the man above him. And that is just
what this book will enable you to learn. For it gives you the experiences of the most successful men
in the country, it describesin detail their methods and the results.”

And soit ran on, showing the customer exactly how he could put the book to profitable use.
Now inreply to either of those | ettersthe young man would have kept the book; but inthefirst instance he
would have kept it because he had to, inthe second he did keep it because hewanted to. Andthatisthe
difference between the effect of apoor complaint letter and agood one.

A NOTHER vitdly important point—do not arguewith anybody. If thecustomer isinthewrong, show him
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courteoudy whereheiswrong, but explain, do not argue. If acustomer writesyouthat goodsheordered
of you to be sent by expresstwo weeks before, have not been received and that he doubtswhether you ever
sent them, don'’ t reply by saying:

“1f the goods you ordered have not reached you, it is certainly due to no fault of ours. We sent
them promptly and hold the express receipt to proveit. You should know that goods are often lost by the
express compani es even though the greatest care is shown in preparing them for shipment. Under the
circumstances, wethink you are hardly warranted in accusing us of not having sent them. When we say
a thing you may depend upon it. If you doubt our responsibility or standing, you may writeto the First
National Bank of thiscity or look usup in Dun’s or Bradstreet’s.

“ However, inasmuch as you say you did not get the goods, we are duplicating the order and
would ask you to notify us if the first order shows up.”

Thisletter, whichistypica of many that go through the mailsevery day, illustrates not only the bad
policy of arguing with your man, but a so the mistake of first antagonizing himand givinghim*“insulted injury”
back talk and then in theend granting him what he asks.

If you aregoing to concedethejusticeof hiscomplaint a al or if you aregoing to grant him hisclam
amply asafavor, doit cheerfully and makethe customer redizethat you aregiving himmorethanwhat isjustly
comingtohim.

Writeto thisman whose goods have not reached him, somethinginthisstyle:

“ Dear Mr. Chapman: You are certainly justified in complaining over not having received the
goods you ordered by express fully two weeks ago. You have been very considerate in waiting so
long, and we appreciate fully how you feel about the matter now.

“ It seems to us that there can be no question that the fault lies with the express company.
The express receipt we hold shows that the goods were received by them in good condition the very
day your order reached us. WWe knew you were in urgent need of this stock and we made a special
request for quick service in selecting and packing it.

“ Asyour experience has probably shown you, many concerns hold that their responsibility
ceases the moment the goods are turned over to the express company. However, we always consider
the interests of our customer as more important than a technical privilege of this kind and we never
consider a transaction closed until the goods are received and found to be entirely satisfactory.

“ S0 we are having a duplicate shipment packed and forwarded to you today. Ve are confi-
dent that these goods will reach you almost as soon as this letter, and in perfect condition.

“ The matter of delay in the previous shipment we shall take up with the express company at
once and shall have them trace the goods. 1n the meantime, should they chance to reach you we will
thank you to return themto us, charges collect.”

Thereyou have an answer that not only satisfiesthe customer in every point, but it isbound to make
him realizethat you aremorethan fair, and theincidenta talk about your servicegivestheletter alittlesales
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Century Tailoring Conpany,
I ndi anapolis, Ind.

Gent | enen:

The suit which you just sent us for M. E F.
Di cki nson has arrived in bad condition. The |ower part of one
trouser leg is badly scorched. This was undoubtedly done by the
man who finished and pressed the suit.

It is inpossible for us to alter or remedy this in
any way, SO we are returning the trousers to you by today’s
express and would ask that you inmediately replace them as M.
Di ckinson is an old and valued custoner and this delay is
seriously inconveniencing him

Very truly yours,

Henry T. Bridges.

—1 Dear Sir:

We have your letter of the 25'" and havecarefully exam ned
the trousers which you have returned.

After exam nation we can confidently say that it is im
possible for the trousers to have been damaged in the way you sug-
gest. W enploy electric irons for all our pressing and they are
scientifically heated so that they never reach a tenperature hot
enough to scorch the surface of the nost delicate material. The
iron may even be left in one position for a long tinme wthout
scorching the cloth in the slightest degree.

The trousers were undoubtedly damaged in the shop of
your local tailor where you sent themto be pressed, as it is a
conparatively easy matter to scorch a fabric with the old fashioned
tailor’s goose.

Wiile we feel that we are in no way responsi ble, we have
neverthel ess decided to replace the trousers with a new pair.
These will be shipped to you Thursday.

Trusting that they arrive w thout delay and prom sing
you that this will not happen again,we are

Yours very truly,

Thesethreelettersare an excellent exampl e of how trade may belost through untactful handling
of acomplaint and how it may be saved when skill and careare used. Thefirst letter was sent by alocal
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Dear M. Bridges:

It seens that those very orders on which we are nobst anx-
ious to please are the ones on which the annoying little acci-
dents occur.

W were keenly desirous of giving M.Dickinson a suit he
woul d feel proud of. He has not only been a good and val ued
custoner of yours, but think of the suits he has ordered through
you from us.

W are totally at a loss to understand how this accident
coul d have happened. But why try to explain it? The tinme we
woul d spend investigating, we have spent in rushing through
the pair of trousers to replace the pair you returned.

W will get these to you be express Wdnesday. Pl ease
apol ogi ze to M. Dickinson for us and nake the apol ogy as we
woul d were we on the ground. In closing we can only assure you
that we will be doubly careful in the future.

Very truly yours,

agent for “made-to order” clothesto the house herepresented. 1t wasto hismind at least, ajust complaint.
But observe how acorrespondent at the house answerediit.
business.

By arguing with the man, and attempting to show him how impossibleit wasfor such an accident to
occur inthefirm’sshop, hevirtually accusesthededer of covering ablunder of hisown. Thenfollowingal
this, though still protesting thefirm’snon-responsibility, he admitsthat they are complying with the request
and sending anew pair of trousers. And even more unpardonable, he saysin the closing paragraph “ prom-
isngthat thiswill not occur again,” which practicaly admitsthefault to bethefirm’safter al. Isitany
wonder that the dealer, who had long been agood and profitable customer, decided at onceto place
another firm’ssample book on hiscounter?

But supposethe complaint had been answered in the manner suggested inthethird | etter. Herethe
writer immediately concedesthejustice of theman’scomplaint, expresses sincereregret and without the
suggestion of protestation or argument, showsacooperative pirit by rushing the new trousersto him. Even
though the house may not have been at fault, it recognizes herethe value of the dealer’ sand the customer’s
patronage and friendship.

Such aletter would doubtless have meant many adollar to thefirm.
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vauethat the customer isn't likely toforget.

SSIBLY the best way to get theright attitudein answering acomplaint isto stop and consider how
youwould handlethe customer if hecamepersonadly into your office. Certainly youwouldn’t pick a
quarrel with him, youwouldn’t let yourself be other than courteousand politethroughout hiscall. Andyou
would takehim all through the houseif necessary just to demonstrate how sincerely desirousthefirmisof
givinghimasguarededl.

Remember that the next timeyou answer acomplaint. Picturethe customer besideyour desk.

Thentak tohim. You Il find your old timeitch to bevindictive gradually disappearing and theresultsvastly
more satisfactory to you and the customer dike.
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