Creative

Five Ways to Show Empathy

in Direct Mail

By Peter J. Fogel

David Ogilvy has said the headline is the most important part of
your sales letter. And hes right. If your headline is doing its job,
your prospect is now piqued with interest (realizing whats in it
for him) and is now onto the second most important part of
your letter, your lead. This is where you have to get him
hocked, start hitting his buttons and make this piospect your
ally up front, so in the end he will respond to your call to action.
One excellent way to accomplish this is with empathy.

To practice empathy is not to feel for another person, but
to actually be another person. When you effectively use em-
pathy in a sales letter, you have created a kinship, a bond or a
connection with your prospect. If your product or service is
what the customer wants, then he probably wants to do busi-
ness with you. But, you have to prove you're trustworthy and
present him with strong evidence that your product will ,
solve his problem. Remember: People buy for emotional rea-
sons and justify their purchase with logic.

Here are five ways to use empathy in direct mail:

#1-=The Story

Stories have been around since the dawn of time. They
draw us to the person weaving the tale, inviting us to put
ourselves in the protagonist’s shoes.

An excellent example is the classic “Two Young Men” let-
ter for The Wall Street Journal. Since it began running in
1974, it has produced more than $1 billion in sales. It starts:

Dear Reader,
On a beautiful late spring afternoon, twenty-five
years ago, two young men graduated from the same

college. They were very much alike, these two
young men...

The copywriter, Martin Conroy, goes on to tell how these
two young men, childhood friends, started out on their jour-
ney through life on similar paths. But something happened
that changed their destinations. Both landed at the same
company. One friend ran a small department at this compa-
ny. His buddy ended up president of the company. 1

How did two men with the same backgrounds end up so
differently? For the copywriter, and thus the reader, it's sim-
ple. The friend who became the president subscribed to The

Empathy: .

Imaginative projection of one’s own
consciousness into another being.

—Webster’'s New International Dictionary, second edition, 1934
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THE WALL STREET JOURNAL.

Werkd inancenl Cemter, 268 Liberty Sarvet, New Vorh N1 l62al

Dicar Reader

On a beautiiul lale spring allcmu, Iwenty-fve years ago, (Wo ) ousg necs pradusiod
from the same volhge They were very much alihe. tase 1wo young nun  Both had boen
betiar than averagy students, buth wers penonable and buth - 83 young cullge gradusices
are — were fitked with smbitious drcams tor the future.

Rexceatly. these men retunwed 1o their collegr for thewr 25th rewnson

They wore shill very miuch althe. HBoth were buppiby coarriad Both had thaee chibdrcs.
And both, 4 turned out, bad posc 1o wurk for the samc Madwostomn manulin twnog compeny
after gradusion, and were sull there.

But there was a ditterence. One of the wen was aanager of 3 wnall depananat of that
company. The other was s president.

What Madc I Dutlerence

Have you ever workkered, as | bave, what mabes the huxd of dillerence  people’'s
hives? It isn't 3 native inkelbgoney or talent o dedication. 1t et thal v porsos wams
suoess and the wther doesn't.

The dufference bics @ what cach person hnows aind bow be or Min mabes e of thet
bnow ledge

And that is why | am wiling 10 you and 10 peopke ke you about The Wall Suvet
Journal. For that s the whole purpuoe of the Jowrnal. W give its readers hsow iedge —
Lnowledge that they can usc in busscss.

A Publication Lalibe Auy Other

You sec, The Wall Strect Juurnal is 8 wiique publivaton 1's the couatry s valy
natoial business daily. Lach business day. it &5 pul twgetlies by the workd's largest safl of
business-news caperts.

Each business day, the Jounal's pages include 4 browd range of inforiativn of interest
and sigaifivance 10 business-minded poophe, N0 maticr whare it comes lnun Nt Just stcks
and finace, but anything and eveny thing in the whole, Lst-moving world vl business  The
Wall Strect Journal gives you all the business news you nvvd -~ whan you nevd it

Right now, | am looking at page one of te Jownal, ihe best-read oot page m
America. It combunes all the iniportant news of the day wih 1n-depth lcatwe reponing
Every phase of business news is covered. | sec artwles v tew taaes. inllaton, busuxas
forecasts, gas praces, poltics. | see major stonics lom Wastimgoa, berlun, Toayo, the
Middle East. | s item afier wem that can allect you, your job, your futurs

20 twere is puge atier pags msadc e Jounial, fiikd with fas uiaing and significait

(over, pheaw)

#1.: A story approach allows the reader to identify with both characters in
the letter, and assume the successful one reads The Wall Street Journal.

Wall Street Journal (although the letter never says so direct-
ly). And since everyone craves success, this strategy builds
empathy for the less successful friend along with the hope of
becoming the more successful man.

#2-"1 Am Just Like You” or the “Achilles
Heel”

The copy voice is in the first person and uses insecurity or
minor weaknesses. It used all the time for self-improvement
courses, weight-reduction and home-based business offers.

T used it in a home study course that went on to beat a
five-year control. The voics was of 2 man who was telling the
reader how he found wealth and self worth from his new ca-
reer, but it wasn't always like that for him. You see, before
that he was stuck in a dead-end business:

I'was ‘existing’ as a cabinet-maker. It was a

grind. I was inhaling fumes and chemicals, and my

back was killing me. Last year in the business-I

made $12,245.00.

continued on page 24 P
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The “I'm just like you” empathy shows that the letter’s au-
thor is a real human being with problems and insecurities—
ones just like the reader might be experiencing, too. It also
puts the prospect in a superior position. The author has
opened up, and the prospect now feels cluser to him,

#3-"We Both Have the Same Enemy”
Phillips Publishing’ alternative medicine white paper
“Medically Proven Miracles of Healing” uses this type of em-
pathy. The voice is of a rebel doctor who's fed up with his
own medical establishment:
ENDANGERED ANTIDOTES .
129 safe, clinically proven cures “threatened” by
thie health care establishment
As far as the FDA and organized medicine are
concerned, these near-miraculous cures don't exist,
dear friend. Why? Because if you used these cures,
you'd never poison your body with their toxic chem-
icals. Or let them “prescribe” senseless surgery!
And they’d lose billious of dollars—all because
you're too darn smart ... and too darn healthy!

This headline and lead tells readers what they might have
suspected all along: Some doctors use surgery to make big
bucks, and the FDA conlmucs 1o kiss the butt of the “big bad
woll drg companies.” Not this doctor, though He is a true
champion of the littde guy ... you, his reader.

#4-"You’re Cordially Invited to Join Our
Clique”

No one wants to be an outsider, and everyone wants to be
a member of a club. American Express (“membership has its

il wm Y and Ag »f*rw Oxford Cluh have huilt molij-mil-
hm\ dollar companies uf,m;b this type of empathy. When
someone tells you that you're of a certain class and intelli-
gence, and that not everyone is allowed to get “their” card or
be a member of the club, you want to join.

An example can be found in a direct mail effort tor Fly
Fishenman magazine:

TROUT 5POKEN HERE.
Bass. Salmon. And Bonefisi.

Dear Fellow Angler,

There's bait casting. There'’s fishing. And then
there's fly fishing ... what Robert Traver (author of
Anatomy of a Mi urder but best known to fishermen
for his love affair with trout) called “one of the more
armiable forms incurable madness ... I'tn the editor

of FLY FISHERMAN. Like Robert Traver, I fish be-
cause...

Righit off the bat, the writer lures the »rospect in with “his”
language. If you're un angler, youw're thinking, “This guy knows
there’s nothing on earth that compares to catchin’ some trout.
He's okay in niy book.” Like bait, this writer dangles “fly fish-
crman” benefits throughout the copy that work beautifully.

#5—~Humor

Humor is tricky in direct mail. It's usually frowned upon,
because it doesn’t always get a good response. But there are
cxceptions to every rule. Humor shouldn’t be used 1o show
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It you'll glve me the noxt J 1/ minutes, In retucn 1°11
glve you a treat that'll open up an unbsiisveble new world of
eating pleasurs for you. Fair enough?

A little background:

My family has bean in the Citrus frull business just about
forever. Wa’'ve becows wlightly famous dow here because our
truit is 8o wuch biggar and sweeter than the citrus you find in
the store. When people have a special occasion, in they come
to get some Red Cooper grapetruit.

Until a couple of years ago, we were parfectly content

with our grapefruit. 6o was everybody else, and it sold like
crezy. Oure always has buen the biggest, sweetest, prettiest
grapefrult in the neighborhood ... soma say the whole country.

WUt then Lhat big freeze came elong. YGu read about 1t in
the paper: MWe'd nevar had a bitter cold spell like that, down
haze where the climate it “grapelruil perfuct.” That freeze
wiped out almost every darned grapefruit tree in Bouth Taxas.
Our own gorgeous trees were frozen solid. That meant, literally,
starting all over again.

What we did:
Lven before the freele we'd Doan experimenting willh grape-
frull. Mow, we figuréd, since we were etarting over, why not

carry those experiments as far as we could go?

I711 tell you what the axperiments werw:

#d4: Copywriter Herschell Gordon Lewis combines both exclusivity and
a Story approach to create a rapport with prospects who read this letter
for Red Cooper - ~nefruit.

how witty a copywriter can be (leave that lor Madison Ave.
agencies and theo failures). Instead, a good usce of humor is
one where you grab your prospect’s attention while at the
same time focusing on his needs.

Marketer Jetl Paul used humor very well in his sales piece
found in the back of many business opportunity magazines.
The ad’s headline was:

How I Earn $4,000 a Day Sitting at My Kitchen

Table in My Underwear!

The headline stops you with its funny word picture. But it
goes deeper. You want o know more about how this guy
makes $4,000 a day, while never leaving home. This version
of the "Lazy Man’s Way (o Riches” headline targets its blue-

ollar audience perfectly.

Paul also placed strategic sarcastic remarks about his for-
mer employer (something everyone thinks about, but Paul
says it for them) in the copy. Remember: Always fit the right
humor to the right product or service.

Know your customers’ core beliels so you can mix and match
different types of empathy for the most effective message.

As master marketer Denny Hatch recently said in an inter-
view in this very newsletter, “Copywriters are scared to be emo-
tional. I used to love emotional efforts. Now they are rational.”

So there you have it. Use passion and emotion in dealing
with your prospect, solve his problems and you'll always cre-
ate high-response direct mail campaigns. &

Peter J. Fogel is a high-response direct mail copywriter, who resides in

Richmond Hill, NY. To get his article. “How 10 Make Your Headline

Jump OIf the Page and Grab Your Prospect By the Lapels,” e-mail him
at compellingcopy@aol.com. He can be reached at (718) 847-0647.
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