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Power Principle Number One:

The easiest way to make customers an offer they absolutely can’t resist is to guarantee them a 
result they absolutely want.

Tell them that even if they get that result and it’s not everything they want, you’re the one who will 
take the loss on it, not them.  That’s “risk reversal.”

The second way is a process called “future pacing.”  That’s the process that takes people forward 
to experience what their life will be like once they have your product or service in hand.

Keep in mind you’re not really selling a product or service.  You’re selling a result, a benefi t, an 
outcome, and advantage, a protection, an improvement or prestige.

Let’s say I am trying to sell you my landscaping service.  I would paint a future word picture for 
you – I’d have you driving home to a lush, handsome, really rich-looking lawn with shrubbery and gates 
that opened and you drove in!  And there was this beautiful section of gorgeous fl owers, butterfl ies and 
bees.   And your kids were running around in there.  Just beautiful.

And you could sit out there in the twilight between the time you got home at dinner and read the 
paper and relax and sort of escape all of the insanity of the day.  And over weekends, you could sit 
there and you could basically tinker in the garden and it would be very relaxing.  It would connect you 
with nature.  Do you see what I’m saying?

Take your customer forward to what it will be like.
Then tie it in with risk reversal.  If your customer says, “It certainly sounds good, but what if it 

doesn’t happen?” -
You’ll respond, “Well, if it doesn’t happen, I’m the one who will absorb the loss, not you.  If you 

fail to achieve at least this minimum outcome, I don’t expect you to keep my product.  I won’t consider 
the purchase binding on your part.  I won’t consider the transaction complete.  And, I’ll expect to either 
work with you longer or return your money or return whatever part of your money you think is fair.”
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Power Principle 
Number Two:
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Power Principle
Number Three:
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My List of 10 Deadly Sins

Sin #1)  Failing to Test:  If you don’t test prices, headlines, advertising copy, radio/TV spots and verbal 
sales messages, you won’t know what the market wants,  or what it will pay.  You’re just guessing – which 
can be disastrous.  Tomorrow, I urge you to have your salespeople try different pitches and differently priced 
offers, then review how they do, one test against the other.  If you fi nd a new twist that outcloses an old one by 
25% - 50%, have all your reps use that approach until you can test and compare even more – and potentially 
better – possibilities!

Sin #2)  Running Institutional Ads:  Institutional ads are a sheer waste of money, because they don’t 
direct the reader, viewer or listener to any intelligent action or buying decision.  Direct response advertising, on 
the other hand, makes a complete case for the company, product or service.  It overcomes sales objections.  
It answers all major questions.  And it promises results, backing up the promise with a risk-free warranty or 
money-back guarantee.

Sin #3)  Not Stressing Uniqueness.  Most successful businesses and professional practices are built 
around a single USP, or “Unique Selling Proposition.”  It might be reliable post-purchase service, super fast 
delivery, convenient hours – or something else.  Think about what it is that sets you apart from your competitors, 
and then make that “USP” the engine that drives all of your marketing and advertising efforts.

Sin #4)  Not Having Back-End Sales.  The back end is vital to any business.  If you can induce new 
customers/clients/patients to buy a similar product or service from you within 45 days, you double the value of the 
customer.  All of a sudden you’re far into profi t, instead of what initially was probably a net loss.

Sin #5)  Failing to Address Customer Needs.  By communicating with your customers (and making sure 
that your employees do the same thing), fi nd out what it is that people need/want most – and then make sure you 
satisfy that need.  If it’s the lowest possible price, give them that.  If you don’t genuinely fi ll the needs you purport 
to fi ll, your customers will soon abandon you.

Sin #6)  Failing to Educate.  Your customers and prospects won’t understand or appreciate a bargain, 
service or benefi t unless you point it out to them.  Example:  If you’re overstocked with widgets, advertise that fact 
(admitting your mistake) and then explain why the widgets are valuable, how they can be used, and how you are 
willing to let them go at a major market discount to 1) either your best customers, or 2) fi rst-time customers, or 3) 
people who are willing to make an additional purchase.

Sin #7)  Making Customers Work Too Hard.  How easy is it to fi nd things in your store?  How helpful 
are your telephone operators when a customer, client or patient calls with a question?  How easy is it to order 
from your business by mail?

Sin #8)  Failing to Explain Why.  Whenever you make an offer, ask for a sale, run an ad, or offer a product 
or service for sale at a specifi c price, always explain why.  For example, why can your salespeople handle my 
purchase better than someone else?  Why can you beat your competitors on price?  The more believable and 
plausible your reasons, the more compelled I will be to favor you with my patronage.

Sin #9)  Giving Up Too Soon on What Works.  I fi nd that business people get tired of their advertising 
and marketing campaigns long before the marketplace tires of them.  If you fell into this business “sin,” you might 
call off an advertising campaign that was working and replace it with something that hadn’t proved itself and, in 
fact, might fl op.  Test different concepts and approaches, but never abandon your “control” (i.e., best performer) 
until you fi nd something that pulls better.

Sin #10)  Forgetting Who Your Customer Is.  Always send your sales messages to the people who are 
your primary prospects.  If you want to reach people over 45, for example, your ad’s headline should say, “If you 
are 45 or over…etc.”  Scrupulously avoid headlines and ads that are nonspecifi c or abstract.
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Power Principle
Number Four:
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Power Principle
Number Five:
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Power Principle
Number Six:
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Power Principle
Number Seven:
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Power Principle
Number Eight:
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Power Principle
Number Nine:
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Power Principle
Number Ten:
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Power Principle
Number Eleven:
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Power Principle
Number Twelve:

Power Principle
Number Thirteen:
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Power Principle
Number Fourteen:

Dear Mr. Customer,

We’ve missed you around the showroom, but maybe you’ve just simply been too busy to drop by.  
Anyway, because you are one of our most valued customers (and because we know of your great love 
for sports cars) we want to tell you about some terrifi c sports-car buys that we will be taking delivery 
on in the middle of next month.

One of the new models – the one we thought would be of particular interest to you and Mrs. 
Customer – is the new Aerodynamic Aero from Barcelona Motor Works. If you would like to get an 
unhurried look at this remarkable vehicle – and test drive it – please call me before February 21.  If 
you’re going to be extremely busy in March, I’ll bring the Aero to your home or offi ce, so that you can 
check it out there, and take it for at least a short road spin.

I ask you:  How could a real sports-car buff turn down an invitation like that?  Friendly approach.   
Completely sincere.  Aimed directly at the prospect’s bull’s eye of interest.  No strings attached, so easy 
for the prospect to accept the invitation.
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Power Principle
Number Fifteen:

Power Principle
Number Sixteen:
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Power Principle
Number Seventeen:
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Power Principle
Number Eighteen:
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tions on 
the “positive thinking” bookshelf.  My all-time 
favorites are these:

Power Principle
Number Nineteen: usiness Break-

throughs,” I will be returning often to the sub-
ject of direct mail.  But before I leave the 
subject here, I hope you will fi x clearly and 
forever in your mind my prescription for effec-
tive, profi t-delivering sales letters:
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Power Principle
Number Twenty:
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Power Principle
Number Twenty-One:
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