Guest Feature

Move Your Prospect to Buy

Faster With EMPATHY!

EMPATHY: Imaginative projection of one's
own consciousness into  another being.
Webster’s New International Dictionary

Beginning marketers (and that goes for info
marketers as well) somehow think their prod-
uct or service is the most important aspect of
their business. Actually the most vital cog in
the marketing machine is your PROSPECT.

And according to Master Marketer Jay Abra-
ham, in the beginning your prospect is really
not a prospect (yet) — no, he is “suspect.” You
see, deep down your
prospect knows you
want to separate him
from his money — so
he’s on guard.

So what 1s the best
way to bond, to reach
him on a deeper lev-
¢l, to move your pros-
pect to take action
with your offer?

Well, one strategy is
to create a Core Buy-
ing Complex of what
your prospect is real-
ly all about.

According to my
mentor, master copy-
writer/marketer Mark
Ford, a core complex
will tell you A LOT about your customer and
what keeps him up at night. It’s a matter of
identifying three important attributes of your
prospect:

Beliefs: What do your prospects hold near
and dear to their hearts? (Used a lot in fund-
raising and political contribution campaigns)

Feelings: What are their feelings, what really
hits them in the gut?

Desires: What do they really, really want?
(seen in car commercials, niche markets etc.)

Once you take these three elements and com-
bine them, you can create a picture of your
prospect’s buying attitude.
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Armed with this knowledge, how do you e
the Core Buying Complex to move him into
a buying mood?

You use empathy.

Through the power of words that correctly
convey empathy, you can bond even quick-
er and faster with your prospect — when you
know his “language!”

After your prospect has read your promo-
tion’s headline (or email subject lines) — he

is now piqued with interest (realizing what's
in it for him). Now, they are on to the second
most important part of your letter/offer
your lead.

This is where you have to get them hooked,
start hitting hot buttons (from their Core
Buying Complex) and make them your ally
up front.

So when the time comes — and the offer is
made - they immediately respond to your
call-to-action. One potent power play to ac-
complish this is with empathy.

Please note: To practice empathy is not to feel

for another person, but to actually be another
person. When you effectively use empathy
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nection with your prospect. (I yod’Product or
service is what the customer wants, then he
probably wants to do business with you.

Of course, you have to prove you're trust-
worthy and present him with strong evidence
that you'll solve his problem. Remember:
People buy for emotional reasons and justify
their purchase with logic.

How to Apply Empathy
No.I - 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 shows.
An exéellent example
is the classic “Two
Young Men” letter
for the Wall Street
Journal. Since it be-
gan running in 1974,
it has produced more
than $1 billion in
sales. It starts

Dear Reader,

“On a beautiful late
spring afternoon, 1wenty-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 1o
tell how these two young men, childhood
triends, start out on their journey through life
on similar paths. But something happencd
that changed their destinations. Both landed
at the-same company. One friend ran a small
department at this company. His buddy ended
up president of the company.

How did two men with the same backgrounds
end up so differently? For the copywriter,
and thus the reader, it’s simple. The friend
who became the president subscribed to the
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Wadl Sereet Journad (although the letter never
says so directly} and since everyone craves
suceess, this strategy builds empathy for the
fess successful friend along with the hope of
becoming the more successful man,

Master Copywriter Michael Masterson has
come up with three other ways to show empa-
thy that can be used guite effectively in your
next direct mail picee. The first, which is owr
second application i

No. 2 «
YOU ARE™

“PM NO BETTER THAN

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

T used i in a home-study course ~ a man i
telling the reader how he found wealth and
self worth from his new career, but it hada’t
always been like that for him. You see, before
that, he was stuck in a dead-end business.

“f was ‘existing as a cabinet-maker. It was
a grind. | was inhaling fumes and chemicals,
arad my back way killing me. Last year in the
business § made $12,243.00..7

The “I'm just ke vou” empathy shows that
the letter’s author 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
closer to him. Noxt on Michael’s Hst is:

No, 3 ~ “WE BOTH HAVE THE S4AME
ENEMY”

Philip’s  Publishing’s  alternative medicine
white paper “Medically Proven Miracles of
Healing” uses this type of empathy. The voice
is of @ rebel doctor who's fed up with his own
medical establishment:

ENDANGERED ANTIDOTES.. “29 safe,
elinically proven cures “threatened” by the
health care establishment. As far as the FDA
and organized medicines are concerned,
these near-miracidons curses don ¥ exist, dear
Jriend. Why? Because if you used these cures,
you 'd never poison your body with their toxic
chemicals. Or fet them “preseribe” senseless
surgery! And they 'd lose billions of dollars -
all becanse you're too devw smart... and too
darn healthv.”

The headline and lead tells the readers what
they might have known all along: Some doc-
tors use surgery to make big bucks, and the
FDA continues to kiss the butt of the “big bad
wolf drug companies. " Not this doctor, though,
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He i a true champion of the Htde guy. .. vou,
his reader.

Rounding out Michael's list is
No. 4 - JOIN THE CLUB

No one wants to be an outsider, and evervone
want 1o be a member of the club. (eg. Amer-
ican Express) When someone tells vou that
vou're of a certain class and intelligence, and
that not evervone is allowed 1o get their card
or be & member of the “Club,” people want
t0 join, Human nature, since the beginning of
time, will always be the same. People {pros-
pects) will always want what they can’thave,
And we so desperately want to be a part of, or
redate to & group.

“TROUT SPOKEN HERE.
Alse Bass. Salmon. And Bonefish

Dear Fellow Angler,

Theres bait casting. Theres fishing. And
then there s fly fishing..what Robert Traver,
author of Anatomy of a Murder, best known
1o fishermen jor his love of wowt, callod “one
of the more amiable forms of incurable mad-
ness... I'm the editor of FLY FISHERMAN.
Like Robert Traver, 1 fish becanse...

Right off the bat, the writer lures the prospect
in with “his” language. If yvou're an angler,
you're thinking, “This goy knows there's
nothing on earth that compares to catching
some trout. He's okay in my book.” Like bait,
this writer dangles “fy fisherman” benefits
throughout the copy that work beautifully,
Last but not certainly least, and one of my fa-
vorite ways to apply empathy is with...

No. 5§~ HUMOR

Humor is tricky in direct respouse if your au-
dience does NOT know vou yet. The truth?
f vou have a sarcastic hent of wking on the
establishment - and you like blasting BIG
BROTHER, BIG GOVERNMENT, BIG
PHARMA ... and you “mine” the absurdity or
rony of how they work ~ and vour audience
responds, then by all means go for it/

Naturally, i helps if vou are funny. (NOT
think you're funny! You know vou're funny.)
Aguin, vour asudience will tell vou if vour sar-
castic slightly humorous anecdote is working
oF et

Remember: When sending vour offer 10 4
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cold list whe doesn’t know vou {yet) the D
rect Response gods will probably frown upon
this technique; humor is a tricky thing amohg
strangers and doesn’t always get a good re-
Sponse.

But there are exceptions to every rule. Humer
shouldn’t be used to show how witly a copy-
writer/marketer vou are. {Please leave that for
the Madison Ave. agencies!) Instead, a good
use of humor & where you grab your pros-
pect’s attention while at the same time focus-
fng on his needs.

Marketer Jefl Paul used bumor very success-
fully in his sales piece found on the back of
many business opportunity magazines. The
ad’s headline was:

“How | Fam $4,000 & Dav Sitting at My
Kitchen Table In My Underwear!”

The headline stops you with its funny wosd
pictare. But it goes deeper. You ‘want to know
more about how this guy makes $4,000 a day,
while never leaving home. This version of the
“Lazy Man’s Way 1o Riches” headline targets
its blue-collar sudience perfectly,

Paul also places strategic, sarcastic remarks
about his former emplover (something every-
one thinks about, but Paul savs o for himy in
the copy. Remember: Always i the right hu-
mor to the right product or service,

Final Thoughts

Mix and match different tvpes of cmpathy
for the most effective message. As master
marketer Denny Hateh says, “Copywriters
are scared to be emotional  used 1o love
emotional efforts. Now they are rarional” So
there you have it

TAKE AWAY: Again, know vour prospect’s
core buying complex — then use empathy (ap-
plying passions and emotions he relates (o}
to comnect with himoon a deeper level. Solve
his problems in a such a way that he knows
you truly understand him. When vou do this,
you'll leave your competition in the dust and
boost your direct response conversions,

Pater J. Fogel is a Dan Kennedy-Certified copywriter, as well as a marketing consuitant and
trainer based in Delray Beach, Fla. He specializes in DM packages, lead generation, website and
radio copy, Learn more at www.compslingoopynow.com. For a free 15-minute consultation,
email Peter at compellingcopy2005@vahon.com or call 561 -245-5252.
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